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Ayer Swept Out 
by Bissell but 
Picks Up Corning 


Carpet Sweeper Maker 
Switches $1,000,000 
Account to Burnett 


PHILADELPHIA, Oct. 10—Bissell 
Carpet Sweeper Co., Grand Rap- 
ids, Mich., suddenly yanked its 
$1,000,000 account out of N. W. 
Ayer & Son this week, but Ayer 
managed to recoup most of the 
billing by landing the consumer 
products division of Corning Glass 
Works Inc., Corning, N.Y. 

Leo Burnett Co., Chicago, came 
up with the Bissell business, ef- 
fective Jan. 1. The Corning ac- 
count, involving the Pyrex prod- 
ucts, was resigned last month by 
Maxon Inc., effective Dec. 10. It 
bills an estimated $700,000. 

Only a week ago today, Ayer 
account people were sitting in 
Grand Rapids talking over next 

(Continued on Page 148) 


Campbell-Mithun 
Is Appointed by 
Hamilton Beach 


RACINE, Oct. 10—Hamilton 
Beach Co., manufacturer of small 
appliances, has named Campbell- 
Mithun Inc., Chicago, to handle its 
advertising account, effective Jan. 
1. 
W. B. Gassoway, advertising and 
sales promotion manager of Ham- 
ilton Beach, told ApvertiIsInc AGE 
that the agency was selected from 
six finalists. A total of 25 agen- 
cies sought the account, he said, 
but he declined to name any of the 
other agencies. 

The winning presentation was 
made by G. Bowman Kreer, vp 
and co-manager of Campbell- 
Mithun’s Chicago office, and Per- 
ry Brand, vp and account super- 


will be account execctive. 


® The company started looking for 
(Continued on Page 149) 


Celler, Bricker 
Urge Curbs on 
TV Nets’ Power 


WASHINGTON, Oct. 11—Two con- 
gressional sources have opened 
drives to prod the Federal Com- 
munications Commission and the 
Department of Justice into quick 
action on the Barrow report's pro- 
posal (AA, Oct. 7) for cutting 
down on network control over tv 
time (also see “This Week in 
Washington,” Page 6). 

Rep. Emanuel Celler (D., N. Y.), 
chairman of the House anti-trust 
subcommittee, which has been 
highly critical of FCC’s record in 
supervising the tv industry, issued 
a statement saying that Dean Bar- 
row and the members of the spe- 
cial network study group are due 
the “highest commendation” for 
their ‘comprehensive, fair and ob- 
jective report.” 

Noting that the Barrow group’s 
recommendations on option time, 
must buy and multiple ownership 
coincide with recommendations of 
his subcommittee and the Senate 
interstate commerce committee, he 
said it is imperative that FCC 
“consider carefully, objectively 
and without delay” each of the 
recommendations contained in the 
Barrow report. 


e At the same time, Sen. John W. 
Bricker (R., O.), ranking minority 
member of the Senate committee 
on interstate and foreign com- 
merce, said the report supports his 
long-standing contention that net- 
works must be brought under reg- 
ulatory control of the FCC. 

The senator pointed out he has 
already introduced legislation 
which would carry out “practically 
all the recommendations” in the 
report. He expressed hope the FCC 
will be ready to comment on this 
legislation early in the next ses- 
sion of Congress, and that the in- 
terstate commerce committee will 
schedule hearings to receive any 
additional testimony that may be 
necessary. 


s The time-table for action on 
proposals to change existing net- 
work-station relations remained 
uncertain, with a system of checks 
and balances emerging as various 


visor in the same office. Mr. Brand | investigating groups seemed to be 


working out strategy. 
For nearly two years, Rep. Cell- 
er’s anti-trust subcommittee and 
(Continued on Page 148) 


ing on Page 83. 
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Farm Marketing: Upturn Again in ‘57 
The farm market has more than held its own in the past two 
years, and 1957 looks like more of same, ADVERTISING AGE re- 
ports in its annual special coverage of the farm market, start- 


From Washington it is reported that crops are big (but not 
too big), prices are steady, volume of farm products marketed 
is up 5% and the farmer is getting more money in his pocket. 
After boosting his realized net income from farm operations 4% 
last year in his first gain in more than four years, the farmer is 
showing a 2.5% increase in first half 1957 over first half 1956. 

AA’s special report includes a farm outlook story by Assistant 
U.S. Secretary of Agriculture Don Paarlberg, a report on how 
farm diversification is helping outwit the ravages of nature, and 
stories on the farmer as a consumer (he’s getting more like a 
city fellow every day), the farmer as a business man (his in- 
creased investments in machinery are tremendous) and various 
success stories on companies selling to the farm market. 


DOUBLE-DUTY—Leslie salt 


is both 

heavenly pure and devilishly salty, 

according to new tv spots being 

shown in the West. Honig-Cooper 

Co., San Francisco, is the agency 
for Leslie Salt Co. 


Pe 


1 False Note Can Ruin Credibility of 
Entire Ad, Whittier Tells 4A’s Meet 


‘Me Too’ Is Adman of 
Year, Says Hobbs; Guild 
Heads Western Region 


Sun VALLEY, Oct. 1ll—In 
speeches prepared for delivery to- 
morrow, two agency men delivered 
attacks, one on “unrealistic” adver- 
tising and the other on a trend 
toward conformity in the advertis- 
ing field. 

Charles L. (Roy) Whittier, for- 
mer member of the executive com- 
mittee of Young & Rubicam, 
warned against “advertising that 
stretches just beyond the elastic 
limit of credibility.” The occasion 
was the 20th annual convention of 
the western region of American 
Assn. of Advertising Agencies. 

“Frequently, life as it is lived is 
peculiar when compared with life 


‘But It Isn't Going Anywhere.’ .. . 


News-Conscious Admen 
Take Ride in Outer Space; 
Some Regret Rashness 


ENGINEER: George! Listen! That’s 
SPUTNIK ... the Russian sat- 
ellite! (UP BEEP BEEP FOR 
3 SECONDS ... FADE) 

ANNOUNCER: Sounds nearby! 

ENGINEER: That beep beep came 
from the Russian moon. I re- 
corded it when Sputnik was 
560 miles in outer space— 
traveling 18,000 miles an hour. 

ANNOUNCER: Yeah—18,000 miles 
an hour. But it isn’t going any- 
where. It just flies round and 
round. Delta Air Lines Gold- 
en Crown DC-7s fly six miles 
a minute ... and they go 
places. 


New YorK, Oct. 11—The above 
dialog from a hastily created one- 
minute radio spot represents Burke 


Satellite-Type Ads 
Blast Off with Sputnik 


Dowling Adams Inc.’s second effort 
to hitch a client’s wagon to the 
fast-moving future of the world of 
outer-space missiles. 

In fact, this future is so fast that 
several agencies and advertisers, 
like other experts, have found their 
crystal balls a little misty on space 
travel. 

Air Express, another Burke 
Dowling Adams Inc. client, was 
both delighted and chagrined to 
discover that its latest ad is timely 
but mistaken. 

The ad, featuring an earth satel- 
lite, is headlined, “How fast will 
our new earth satellite travel?” 

The text leads off with “Hun- 
dreds of miles high, the new earth 
satellite will streak through space, 
circling our globe each 90 minutes.” 
It quotes E. Howard Perkins, board 
chairman of Brooks & Perkins, 
whose picture is superimposed over 
an artist’s conception of the satel- 

(Continued on Page 148) 


Co. is the agency. 


for the next three years. 


Last Minute News Flashes 


Lever's Stripe Enters New Markets 

New York, Oct. 11—Stripe, the striped dentifrice launched by Lever 
Bros. Co. on the West Coast last year, will move into Cleveland, Detroit 
and surrounding areas the week of Oct. 14. Newspapers, outdoor and 
some television will be used. Since its introduction in San Diego and 
Fresno with a heavy outdoor campaign, marketing has expanded to 
several small Illinois markets and Harrisburg, Pa. J. Walter Thompson 


Comstock Foods Names Gordon Best 


Newark, N. Y., Oct. 11—Comstock Foods, maker of applesauce and 
fruit pie fillings, has appointed Gordon Best Co., Chicago, to handle 
its advertising. The account, which bills an estimated $400,000, was 
resigned last spring by Bryan Houston Inc. 


Sterling Silversmiths Names F&S&R 


New York, Oct. 11—Sterling Silversmiths Guild of America has 
appointed Fuller & Smith & Ross as its first agency since the ’20s. The 
other two finalists were McCann-Erickson and Lewin, Williams & Say- 
lor, chosen from a field of nine agencies which made presentations 
last month. The advertiser expects to spend about $500,000 annually 


(Additional News Flashes on Page 149) 


as depicted in the advertisements,” 
he said, “An ad may show a wom- 
an excitedly calling her friends to 
see the 37¢ package of detergent 
that came with her new $289 au- 
tomatic washer. 

“Such an ad indicates failure to 
think realistically, and in my opin- 
ion it lessens the effectiveness of 
the advertising. One incredible 
statement in an ad can raise seri- 
ous doubts about the credibility of 
every one of its statements,” Mr. 
Whittier said. 

“Advertising continuously af- 
fects the lives of more men, women 
and children than any other part of 
our system,” he said. “We in the 
advertising business have the grave 
social, as well as economic, respon- 
sibility to guide public thinking in 
the best interests of the public.” 


a “‘Me Too’ is the advertising man 
of the year,” said Whitman Hobbs, 
vp and associate copy director of 
Batten, Barton, Durstine & Osborn. 
This is the age of look-alikes and 
sound-alikes, he said. 

“The trend is to conformity, not 
only in our lives, but in our ads,” 
Mr. Hobbs said. “The agency busi- 
ness is starting to play it safe—and 
I think we'll be sorry. 

“We wait to see which way 
the competition jumps before we 
jump. We're doing yesterday’s 
campaign because it was good yes- 

(Continued on Page 8) 


Truman Warns 
NARTB on Iis 


Pay TV Attitude 


Tells Broadcasters 
They Have ‘No Permanent 
Monopoly on Anything’ 


Kansas Crty, Oct. 11—Former 
President Harry S. Truman ad- 
vised the National Assn. of Radio & 
Television Broadcasters last night 
not to “get too big for its britches” 
in its opposition to pay tv. 

Addressing the association’s six- 
state regional conference, Mr. Tru- 
man also chided radio men for 
“giving me a bad reputation with 
that ‘give them hell’ tag during 
the 1948 campaign.” 

“I didn’t give them hell,” he 
said. “I just told them the truth, 
and they thought it was hell.” 

In regard to toll television, Mr. 
Truman said: 

“Don’t get it into your heads 
that you can control any line of 
communications for entertain- 
ment, advertising or anything else. 
Remember that in this free coun- 
try of ours, when an outfit gets 
too big for its britches, its britches 
will split and expose the wearer 
to investigation, ridicule and re- 
form. 


a “What I want to bring home to 
you is that the world moves. 
Things change. And don’t get it 
into your heads that you have a 
(Continued on Page 145) 
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Manischewitz 
Shifts Ads to 
Broaden Appeal 


‘Kosher’ Tag to Be 
Dropped; New Motif: 
‘Everybody’s Wine’ 


New York, Oct. 8—Monarch 
Wine Co. is reversing its media 
strategy and revamping its prod- 
uct image in its new campaign for 
Manischewitz kosher wine. 

The new campaign, which 
breaks Oct. 14, will use four media 
to promote Manischewitz as “Ev- 
erybody’s wine—because it tastes 
so good.” The campaign was cre- 
ated by Lawrence C. Gumbinner 
Advertising, which took over the 
account from Emil Mogul Co. (AA, 
July 22). The account bills about 
$1,500,000. 

Under Mogul, Monarch’s adver- 
tising was primarily spot radio, 
augmented by spot tv, with about 
80%—sometimes even 90%—of its 
budget invested in the broadcast 
media. This year, however, only 
about 60% of the budget will go 
into broadcasting—with tv getting 
about 80% of that amount. As 
heretofore no network, only spot 
purchases will be made. 

The remainder of the budget 

EVERYBODY'S WINE... 
BECAUSE IT 
HASTES SO GOOD 


$ 
ee 


_u.MANISCHEWITZ 


EVERYBODY—This ad in the Oct. 14 

issue of Life will open a new all- 

media campaign for Manischewitz 
wine. 


will be divided among newspapers 
(which the company is using for 
the first time in several years) 
and Ebony and Life (the first time 
Monarch has ever used the latter 
magazine). 


s According to Milton Goodman, 
president of Gumbinner, the new 
campaign aims at solving one of 
the major problems confronting 
Manischewitz: The problem that, 
although this sweet fruity wine 
has wide taste appeal and al- 
though the trade name is well 
known, many people have not 
tried Manischewitz because they 
(Continued on Page 34) 


‘21‘ Motivationist's 


Motivation Zooming 


New York, Oct. 8—David May- 
er, president of Market Psychol- 
ogy Inc., fought Harold Craig to 
two more ties last night in his third 
week's appearance on “Twenty- 
One” (NBC-TV). 

The motivation researcher and 
the dairy farmer will return next 
Monday night to play a seventh 
game. 

Mr. Craig had won $119,500 be- 
fore facing Mr. Mayer. Next week 
—when they will be playing for 
$3,500 a point—he faces the possi- 
bility of losing $73,500 of his win- 
nings. = 


Herbert 


Snyder 


Spry at 100... 


Weeks 


SPECIAL—Several of the Atlantic’s executives look over the October 

centennial issue. They are Donald B. Snyder, publisher; Edward A. 

Weeks, editor; Frank M., Herbert Jr., circulation manager, and C. B. 
Crockett, president of Harper-Atlantic Sales Inc. 


Crockett 


‘Ailantic’s’ Anniversary Trilogy of 


Magazine Dons Livelier 
Dress to Lure Generation 
of Skip & Shift Readers 


Boston, Oct. 9—When The At- 
lantic Monthlu’s centennial issue 
hits the stands Oct. 28, it will 
represent several interesting in- 
novations in magazine publishing 
anniversary celebrations: 


e The issue contains almost noth- 
ing reprinted from the 100 years— 
that material is appearing in a 
book, 


e The material in the anniversary 
issue is flanked on either side by 
a science and industry issue in 
October, and a mass communica- 
tions issue in December. 


e Advertisers in the anniversary 
issue may get nearly double the 
circulation they contracted for. 


e So successful have the two 
flanking issues been that the At- 
lantic will probably have two or 
more such issues (“supplements,” 
in Atlantic language) a year in 
the future. 


s A year ago, when planning 
conferences were being held on 
what the issue would be like, edi- 
tor Edward A. (Ted) Weeks held 
out for a few basic propositions: 
(1) That most anniversary edi- 
tions had turned out to be a de- 
vice for bludgeoning the adver- 
tiser for money; (2) that the op- 
portunity in the magazine’s cen- 
tennial was editorial—to use the 


‘Free List’ Quiz, 
Other Controversies 
May Mark ABC Meet 


Cuicaco, Oct. 8—A hot time is 
anticipated in this old town Oct. 
17 and 18 when the Audit Bu- 
reau of Circulations gathers for its 
43rd annual meeting. 

One of the major issues which is 
expected to cause a stir is a tele- 
phone survey currently being con- 
ducted among business publica- 
tion members of ABC by Qualita- 
tive Research Inc., New York. 

Publishers of business publica- 
tions are being asked if they want 
ABC to audit the unpaid part of 
a publication’s total distribution. 
If the publisher favors the move, 
he is then asked if he has a con- 


(Continued on Page 147) 


Issues Sets Tough Ad Sales Standard 


advertising income to provide 
space, writers and money for the 
writers in unusual quantity; (3) 
that it was important to avoid 
nostalgia, and that the proper 
point of departure was a view of 
the magazine’s upcoming second 
century; and finally (4) that a 
bulky single issue is forbidding 
to readers and that breaking up 
the material into three _ issues 
made it much more palatable. 

Further, Mr. Weeks said he con- 
sidered that science is the most 
important frontier of that second 
century, that it will have to bear 
more responsibility for govern- 
ment and civilization. Also, it 
seems to the Atlantic that much 
of the old literary glow of New 
England has now been transmuted 
into scientific and industrial bril- 
liance. So the science and industry 
issue was set up. 


® Second, it seemed to the plan- 
ners that the scientific revolution 
would have been impossible 
without a similar revolution in 
the minds of individuals, and that 
revolution seemed traceable to the 
impact of mass communications. 
So with the working title of “The 
Use & Abuse of Mass Communica- 
tions,” the project went into the 
works. 

And, with the scientific and so- 
ciological aspects tucked neatly 
into the flanking “supplements,” 
the anniversary issue was left 
open for arts, literature and pol- 
itics. The 
studded contents—listing Heming- 
way, Thurber, Dinesen, Jung, 
Wilder—seems to promise that the 
Atlantic will get away with an 
interesting piece of publishing 
legerdemain. 


s The advertisers in the 256-page 
anniversary issue will get some 
200,000 copies at $1 apiece shoved 
onto the newsstand. Since they 
will also get a 210,000 home de- 
livered circulation, and since the 
Atlantic’s guarantee is 200,000, it 
looks as if they’ll get a mighty 
good ride for their money. Be- 
sides, 5,000 people on the Atlan- 
tic’s opinion maker list get com- 
plimentary copies. Finally, the 
magazine boosted its normal $1,- 
500 page rate to $2,000 for space 
in the three issues (but the price- 
per-page for advertisers who 
bought all three was $5,000). 

It’s also a time of change for 
the Atlantic. Its cover price went 

(Continued on Page 142) 


luster of the star-| 


But Brewer Boosts 
Spending in Medium 
to $2,500,000 in ‘57 


working at a disadvantage in com- 
petition with broadcast media for 
national advertising because they 


discount rates. 

The charge was made today by 
Louis S. Berger, director of media 
and market research of Jos. Schlitz 
Brewing Co. He spoke at a lunch- 


3-Page ‘Life’ Ad 
Spearheads Yule 


Drive for Bolex 


New York, Oct. 8—Paillard Inc., 
maker of Bolex movie equipment, 
will launch one of the largest 
Christmas promotions ever to back 
a movie camera. 


issue of Life will spearhead the 
drive. The ad, which Paillard says 
is the largest ever run in the pho- 
tographic industry, will carry a 
listing of every Bolex franchised 
dealer. 

To back the Life ad, a spread 
will run in the Nov. 30 issue of The 
Saturday Evening Post, and a two- 
color ad is scheduled in the Nov. 
30 issue of Christian Science Mon- 
itor. In addition, ads will run in 
the November and December is- 
sues of Modern Photography, Pop- 
ular Photography and U.S. Cam- 
era. 

Fuller & Smith & Ross, 
York, is the agency. # 


New 


Griswold-Eshleman’‘s 
Meredith Says Advertiser 
Holds Bag in Reader Race 


CHICAGO, Oct. 8—Business papers 
ought to forget their circulation 
rivalries which are both untimely, 
now, and “getting thinner” as sales 
arguments. 

Instead, they shculd band to- 
gether and expand their total mar- 
ket by stopping and pushing back 
the advances that have been made 
in their markets by general man- 
agement publications. 

This was the terse advice given 
to business paper publishers here 
today by T. R. Meredith, media di- 


‘The Tyhtest Panpkin Pie ever yours 
s.ccuuse you cen whip Carnation Lostant 


STILL LIGHT—It’s pumpkin pie this 

time in Carnation Co.’s “light pie” 

campaign. This color page, kicking 

off the holiday-time promotion, is 

scheduled for Life, Nov. 17. Erwin, 

Wasey, Ruthrauff & Ryan, Los An- 
geles, is the agency. 


| 
| 


A three-page unit in the Dec. 2! 


Advertising Age, October 14, 1957 


Schlitz’ Berger Hits Dailies on Not 
Giving Frequency, Volume Discounts 


eon meeting of the Newspaper 
Representatives Assn. of Chicago. 

He pointed out that in 1956, 20 
major brewers spent 46% of their 
measured advertising dollars in 


CuHIcaco, Oct. 8—Newspapers are | television, 30% in outdoor and only 
|13% in newspapers. He also point- 
;ed out that newspapers last year 
|got only 29% of all national ad- 
fail to allow frequency and volume | vertising, compared with 33.5% in 


1950. He added that tv has made 
the most impressive gains of any 
medium in the past six years. 
“Newspapers make too many 
claims,” he said, “and they do little 
solid research to back up their sales 
pitches.” He said rates for national 
advertisers are not in line with 
| local ad rates. 
| 


® On the bright side, Mr. Berger 
said Schlitz would invest more than 
$2,250,000 in newspapers this year 
—an impressive gain over the 
| $400,000 the brewer spent in 1956. 
Unlike the “big three” in the 
automobile field, with a huge share 
of the market, the top three brew- 
ers (Schlitz, Anheuser-Busch, Bal- 
|lantine) have only 18% of the total 
\beer market, Mr. Berger said. 
Schlitz has 7% of the total beer 
market and Anheuser-Busch 
|slightly under 7%, he added. 

| He described mass advertising as 
| the best way to reach “media mar- 
| kets,” which he defined as clusters 
of markets. He said 110 tv stations 
can cover 91% of the potential beer 
market; 50 radio stations, 79%; 126 
daily newspapers, 50% coverage of 
|60% of the beer market; and 108 
Sunday newspaper supplements, 
50% coverage of 80% of the mar- 


ket. # 


Unite to Oppose Inroads of General 
Books, Agency Man Urges NBP Meet 


rector of Griswold-Eshleman Co., 
Cleveland. He spoke at a session of 
the 1957 Chicago regional confer- 
ence of National Business Publica- 
tions Inc. 

Mr. Meredith said ad rate raises 
put into effect this year and plan- 
ned for next year amount to about 
25% average raise in rates, based, 
of course, on circulation gains. 

“Circulation and number of is- 
sues,” he said, “could be excuses 
for the 1957-1958 increases. 

“I say excuses,” he explained, 
“because there seems to exist a 
tacit admission by most publishers 
that the total market for business 
papers is static. This is indicated 
by an apparent circulation race, out 
of proportion to editorial activities, 
which leaves the advertiser hold- 
ing, to a degree, the bag.” 


s Space buyers, he went on, should 
not be expected to get excited 
about circulation gains now, dur- 
ing a period of generally tighten- 
ing business conditions. These 
gains now being reported, he as- 
| serted, should have shown up dur- 
ing the past decade of business ex- 
pansion. 

Tv has taken a bite out of the 
general publications’ ad revenue, 
and the general publications have 
taken a bite out of business pub- 
lications, Mr. Meredith said. “The 
logical conclusion, therefore, is not 
to compete individually for what 
is left—rather collectively to com- 
pete for more of the total adver- 
tising market,” he added. 


= He proposed that business pa- 
pers merchandise themselves with 
the story that “personnel in sepa- 
rate functions of management read 
their own trade or business papers 
along with a management publica- 
(Continued on Page 150) 
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Del Monte gh as, I Drink 
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HAPPY—-A clown symbolizes fun in 
the first magazine campaign for 
California Packing Corp.’s Del 
Monte pineapple-grapefruit drink. 
The color page is scheduled for 
Life, Oct. 21. 


Del Monte Sets 
Magazine Drive 
for 2-Fruit Drink 


San Francisco, Oct. 9—Del 
Monte pineapple-grapefruit drink 
will be promoted in magazines for 
the first time in an “extensive” 
fall campaign by California Pack- 
ing Corp. The drink, which was in- 
troduced two years ago, is among 
the top ten Del Monte best sellers, 
Calpak says. 

The new campaign features a 
colorful clown and is aimed at per- 
suading consumers that it’s fun 
to be thirsty with Del Monte pine- 
apple-grapefruit drink. 

The kick-off color page, sched- 
uled for Life Oct. 21, asks: “Like 
the sunny juice of pineapple? The 
refreshing tang of grapefruit? 
You'll say they’re twice as much 
fun together in this great Del 
Monte discovery! Here’s flavor 
made to order for tots, teenagers, 
old-timers—everybody!” 


® In addition to Life, the schedule 
includes Look, Parents’ Magazine 
and The Saturday Evening Post, 
plus a “new, off-beat ad series” 
in Seventeen. 

To tie in with its magazine cam- 
paign, Calpak says, it has designed 
entirely new point of purchase 
material. 

McCann-Erickson, San Fran- 
cisco, is the agency. # 


Falstaff Brewing 
Sets Plan to Buy 
Griesedieck Bros. 


Sr. Lours, Oct. 8—A preliminary 
agreement under which Falstaff 
Brewing Corp. will acquire Griese- 
dieck Bros. Brewing Co. was joint- 
ly announced by directors of both 
companies. 

The merger is expected to be 
completed by Jan. 1. Terms will 
be announced when they are sub- 
mitted to stockholders of both 
breweries in December. 

Alvin Griesedieck Jr., advertis- 
ing director for Falstaff, recently 
said Falstaff is now the third larg- 
est selling beer in America, be- 
hind Schlitz and Budweiser. He 
said the company this year will sell 
4,000,000 barrels of beer in the 25 
states in which it now operates 
(AA, Oct. 7). 

Brewing industry figures showed 
Falstaff sold 3,870,000 barrels in 
1956 to give them fourth place in 
sales, about 100,000 barrels behind 
P. Ballantine. Falstaff’s share of 
market is about 6% of total sales 
nationally, but Mr. Griesedieck 
said his company’s share of sales is 
about 18% in the 25 states in which 
Falstaff is marketed. 

Falstaff was the nation’s 72nd 
largest advertiser last year, with 
estimated expenditure of $10,200,- 
000 (AA, Aug. 17). Dancer-Fitz- 
gerald-Sample is the agency. 

Griesedieck Bros., which sells 
Griesedieck Bros. and St. Louis 
Select beer, has one plant with ca- 
pacity of 800,000 bbls. annually. 
Maxon Inc. is the agency. 


= In 1954, Griesedieck Bros. and 
Krupnick & Associates, then its 
agency, spent an estimated $2,000,- 
000 in an attempt to advertise its 
way to prominence in the brewery 
field. Late in 1954, the brewer ap- 
pointed Ruthrauff & Ryan to han- 
dle the account. Maxon took over 
in July, 1956. # 


Data Processors Affiliate 

Tabulating Service Co. San 
Francisco, has affiliated with Re- 
cording & Statistical Corp., New 
York, as a division to provide a 
regional West Coast center for data 
processing. Corrie L. Arthur Jr., 
head of Tabulating Service, will 
be western manager of the new di- 
vision. 


Productivity of Ads Is Getting 
Longer, Harder Look, Says Christian 


Also at Ohio State U., 
Campanaro Cites Spread 
of Outdoor’s Simplicity 


CotumsBus, O., Oct. 11—The 
growth of the “total marketing 
concept” in industry is changing 
some long-standing practices 
among ad managers, agencies and 
media, says Richard C. Christian, 
exec vp of Marsteller, Rickard, 
Gebhardt & Reed. 

Speaking at the annual Ohio 
State University Advertising Con- 
ference today, Mr. Christian said 
the total marketing concept (TMC) 
—relating the marketing function 
to the whole philosophy of doing 
business—makes it more important 
for ad managers to understand all 
of the marketing tools, and for 
agencies to seek true partnership 
with clients, 

TMC places emphasis on profit 
rather than on volume, he said, and 
thus companies are looking longer 
and harder at the productivity of 
their advertising. This, he pointed 
out, is forcing noticeable trends: 


e There is an increasing use of in- 
dependent audits among business 
papers (but, he said, only one-third 
of the 2,400 business papers in the 
U.S. now have outside audits of 
circulation). 


e Industrial advertisers are broad- 
ening their use of media to include 
consumer magazines, television and 
films. 


e Advertisers are becoming more 
insistent on good editorial content 
in media. 


e Magazines are increasing their 
frequency of issue to accommodate 
growing ad volume and to present 
more timely news. 


e Media selling is becoming more 
effective through improved meth- 
ods and training, including more 
research and self-promotion. 


e Readership measurement tech- 
niques are improving, giving ad- 
vertisers a better picture of the 
media. 

“Expansion of services [by me- 
dia] is a trend which must be 
stepped up even more,” Mr. Christ- 

(Continued on Page 122) 


COLD RUSH 


A Gian ema meee pas 


GOLD RUSH—This gold and black 
newspaper page in the Philadel- 
phia Bulletin promotes William S. 


Scull Co.’s “cash reward in every 


can” offer. 


Boscul Puts 5¢ in 
Coffee Cans in 
‘Gold Rush’ Drive 


CAMDEN, Oct. 8—Williarm S. Scull 
Co. has launched a promotion for 
its Boscul coffee, offering a cash 
reward in every can. 

Each can of Boscul coffee con- 
tains an envelope with a nickel, 
plus a coupon worth 10¢ on a 6 oz. 
bottle of Boscul 
a 48-bag box of 


To back the otion, Scull is 
using radio v spots and 16 
newspapers iladelphia, Atlan- 
tic City, , Reading, Al- 


G@prby markets. 
&' being used where- 
ever possible to back the “Gold 
rush” theme of the campaign. Ads 
make no mention of the amount of 
the cash reward or the “surprise” 
award. The ad campaign was pre- 
ceded by a “coming-next-week” 
teaser campaign. 

Tracy-Locke Co., Houston, is the 
agency, + 


FTC Hits Texaco 
on Discrimination 
in Gas Price War 


WASHINGTON, Oct. 10—The 
Federal Trade Commission charged 
today that the Texas Co., New 
York, illegally fixed prices charged 
by its dealers in the Portsmouth- 
Norfolk-Virginia Beach area. 

According to the complaint, 
dealers were given a discount 
from regular tank wagon prices 
under condition that they reduced 
their retail price. Failure to co- 
operate allegedly resulted in loss 
of discounts or even cancellation 
of station leases. 

FTC said the practice was 
adopted as a weapon in gasoline 
price wars. # 


| Never ‘That Bad’... 


Free TV Won't Lose 
All Its Viewers: Shapp 


Jerrold President Says 
Pay, Free TV Systems 
Can Co-Exist Profitably 


PuriLapetpuia, Oct. 9—Advertis- 
ing on pay tv is a definite possi- 
bility, Milton J. Shapp, president 
of Jerrold Electronics Corp., told 
the Television & Radio Advertis- 
ing Club of Philadelphia today. 

Mr. Shapp, whose company en- 
gineered the present cable tv sys- 
tem in Bartlesville, Okla., the first 
of its kind, said that even if a ca- 
ble system carried advertising it 
would not mean an end to current 
commercial television. 

The speaker said such advertis- 
ing would be more or less similar 


‘Post’ Shifts 
Assignments of 


Seven Executives 


PHILADELPHIA, Oct. 9—Peter E. 
Schruth, vp and advertising direc- 
tor of The Saturday Evening Post, 
today announced the following as- 
signments in the advertising de- 
partment: 

John L. Naylor, now sales man- 
ager, has been named ¥eneral sales 
manager, with headquarters in 
New York. 

Albert R. Johnson, formerly as- 
sistant publication manager, has 
been made assistant to the general 
sales manager, with headquarters 
in Philadelphia. 

Edward J. Chaffin has been 
named manager of the eastern di- 
vision; Orin S. Wernecke, manag- 
er of the western division; and 
Milton L. Peek, manager of the 
Pacific Coast division. All three 
were previously regional sales 
managers. 

Thomas F. Bright, advertising 
manager, has been selected for a 
special sales assignment in the 
Philadelphia branch office, and 
will be succeeded as advertising 
manager by Dennis Perkins, who 
has been manager of general pro- 
motion. # 


to the kind now carried in motion 
picture houses around the nation. 
He said it would be completely dif- 
ferent from the spot approach used 
by present stations. 

For one thing, he said, pay tv 
could not interrupt movies with 
spot commercials when the show is 
being paid for by the viewer. How- 
ever, commercials could be used 
before and after each show, wheth- 
er it were movies or sports or cul- 
tural events, he said. 

Also, he added, a special cable 
channel could be set up for time 
and weather checks. 


a “There is no reason why a 
jeweler could not install the clock 
and a gasoline station pay for the 
thermometer or weather report,” 
he declared. 

He described commercial tv and 
cable tv as “two different media.” 
The latter, he said, is for people 
who want to be entertained in 
their homes. 

Mr. Shapp belittled talk about 
pay tv hurting or killing present 
telecasting, pointing out that rec- 
ord players certainly have not hurt 
commercial radio. 

“I can’t conceive that a situation 
of that sort will ever exist,” he 
declared, adding he cannot believe 
free tv programming would ever 
be so bad that no one will watch it. 

In reporting on the Bartlesville 
experiment, Mr. Shapp said nearly 
600 subscribers have been signed 
up. That figure, he added, was the 
objective the company had hoped 
to attain by Christmas. In order to 
break even, the operating company 
there will need between 1,500 and 
1,600 subscribers, which it hopes 
to have by early next fall. 


® As for the acceptance of pay tv 
for large cities, the speaker pre- 
dicted it will be “mostly talk for 
several years” because the trend 
has yet to be determined on the 
Bartlesville project. There are 
many other problems in big cities, 
he pointed out, such as the large 
number of exhibitors, the tele- 
phone company, and costs. “It will 
go, but not fast,” he added. # 


Teens Get ABCs of Food Economics 
in ‘Classrooms’ of Supermart Chains 


Curcaco, Oct. 10—National Tea 
Co. stores here are being trans- 
formed into school rooms for high 
school homemaking students this 
month as the third national Teen 
Cooks promotion gets under way. 

Sponsored by Seventeen in co- 
operation with school boards in 20 
market areas across the country, 
the promotion is being co-spon- 
sored in the Chicago market area 
by the 234 stores in National Tea’s 


Chicago division and by five other 


CLASSROOM—More than 600 supermarkets like this Albers store in 
Cincinnati are turning into classrooms this fall in the third national 
Teen Cooks promotion sponsored by Seventeen and six food chains. 


supermarket groups in the other 
areas, with participating support of 
10 food manufacturers. (National 
Tea in Chicago also is in the midst 
of the current Chicago flurry of 
trading stamp plans.) 

During the Teen Cooks promo- 
tion, or the Young Consumer Nu- 
trition Education program, as it is 
called by the home economics 
teachers, students in home econom- 
ics classes, with their teachers, 
take “field trips” to their food 
stores for point of sale education. 

The curriculum, administered by 
the store managers, includes such 
subjects as modern methods of 
packaging, merchandising and re- 
frigeration; grades, brands and cuts 
of meat; varieties of dairy prod- 
ucts; sizing and labeling of cans, 
daily specials and multiple buying; 
the techniques of planning, shop- 
ping for and preparing balanced 
daily diets. 


s The program was evolved after 
two years of research, development 
and testing in school systems and 
supermarkets throughout the coun- 
try. It was initiated on a nation- 
wide scale in October, 1956, and 


(Continued on Page 126) 
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Chase Heads P&G 
Soap Unit, Snow 
Heads Ad Dept. 


Cincinnati, Oct. 9—W. Rowell 
Chase, advertising vp, has moved 
up to vp in charge of Procter & 
Gamble’s soap products division 
and has been appointed a member 
of the P&G board. He is succeeded 
as head of the P&G advertising de- 
partment by Edwin A. Snow, who 
has been manager of the advertis- 
ing department for soap products 
since 1954. Named to succeed Mr. 
Snow as manager of the soap prod- 
ucts promotion division is Edward 
G. Harness. 

Mr. Chase assumed his ad vp 
post in 1954, when he succeeded 
Howard Morgens, who had become 
exec vp. Mr. Morgens is now pres- 
ident of P&G, succeeding Neil Mc- 
Elroy, who resigned to accept the 


Edwin Snow 
post of U. S. Secretary of Defense. 


W. R. Chase 


s Both Mr. Chase and Mr. Snow 
have come up the P&G ladder in 
the now famous and traditional 
P&G manner. Mr. Chase joined the 
company in 1931, becoming Oxydol 
brand manager in 1931. By 1936 he 
was manager of a brand promotion 
division and advertising manager 
in 1951. In 1954 he became gen- 
eral advertising manager and a 
member of the company’s admin- 
istrative committee. In 1955 he 
reached the top of the P&G ad- 
vertising structure with election 


as vp in charge of advertising. 


He was born in _ Brookline, 
Mass., in 1904. After graduating 
from Harvard in 1926 he earned 
his master’s degree in business ad- 
ministration at the Harvard grad- 
uate school of business. He was 
with Sears, Roebuck & Co. three 
years before joining P&G. 


® Mr. Snow is a native of Boise, 
Ida. He received his bachelor of 
arts degree from Stamford Uni- 
versity in 1930 and his master of 
business administration degree in 
1932 from the Harvard graduate 
school of business. He joined P&G 
in 1933 as a brand manager in 
charge of advertising and promo- 
tion. He became an associate pro- 
motion manager in 1940, a promo- 
tion manager in 1951 and manager 
of the advertising department for 
soap products in 1954. # 


Lapham Joins LaRoche 
Douglas A. Lapham, formerly vp 
in charge of marketing of Sessions 
Clock Co., has been named man- 
ager of the marketing department 


of C. J. LaRoche & Co., New York. 


-_ 5k ch ee a ee m a 


Se ae 


aa 
cath 


“ 


re 


alg 


sports classic, 


| WORLD SERIES SPECIAL! 


Wath whe Light Requier o Heavy 


Bhs 


BUSTER...» 


The 1957 World Series corrugated floor 
stand...a pre-packed four-bagger by 
Gibraltar ... driving home Gillette’s huge 
promotional coverage of America’s 


at the point-of-purchase. 


Gillette called it “one of the hardest 
hitters in the Gillette food store World 
Series merchandising program 


“ 
: 


Want to bust some sales fences? Just call 


The Man From Gibraltar. 


o> 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 
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350 Warren Street, Jersey City 2, W. J. 
NEW YORK: DIGBY 4-0580 WEW JERSEY: HENDERSON 2-4462 


Manischewitz drops “kosher” tag, 
sells itself as “Everybody's wine—be- 
cause it tastes so good” in new cam- 
paign Page 2 


Motivationist David Mayer is still going 
strong as contestant on ‘““‘Twenty-One,” 
will play for $3,500 a point ............ Page 2 


The Atlantic’s centennial issue in Novem- 
ber will contain nothing from the first 
issue 100 years ago; new typography, 

i and ications in flanking 
issues will herald the future ........ Page 2 


Should Audit Bureau of Circulations audit 
the unpaid part of a publication's total 
distribution? This question, and others, 
will stir ABC meeting in Chicago this 
week Page 2 


will 


Newspapers work at a disadvantage by 
not offering frequency and volume dis- 
counts, Schlitz’ Berger tells newspaper 
TEPS I CHICAGO .o...cceccccccerceeeeeel age 2 


Bolex movie equipment for Christmas is 
featured in three-page Life ad spear- 
heading new campaign 2 


Oppese inroads of general business mag- 
azines, agency man tells NBP meeting, 
stop squabbling among yourselves over 
circulation Page 2 


Del Monte will use an extensive magazine 
campaign for the first time to promote 
its pineapple-grapefruit drink ...Page 3 


Total marketing concept, new idea in in- 
dustry, is changing some long-standing 
practices of ad managers, agencies and 
media, agency man tells annual Ohio 
State University Advertising Confer- 
ence ......... Page 3 


Boscul coffee cans will each contain an 
envelope with a nickel in it ........Page 3 


FTC says Texas Co. illegally fixed 
prices charged by its dealers in the 
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showing that viewers like movies on tv, 
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Both very big and very small agencies 

are ded by busi . JWT’s Wil- 
lem tells Chicago Federated Advertising 
Club workshop 


Tobacce Industry Research Committee is 
challenged to set up experiment to 
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American News Co. is sued for $400,000 
for “not fulfilling” contract to distribute 

i Page 22 
Lehn & Fink buys a 52-week segment of 
NBC-TV’s “Bride & Groom” ........Page 24 


Business paper ad volume is up 3.8% 
in 1957, Industrial Marketing re- 
ports Page 25 


Improve your product—the editorial ma- 
terial, Nelson Bond tells business paper 
editors Page 28 


FTC files second electric shaver complaint, 
charging Norelco shavers gave outlets 
iliegal price and promotion advan- 


tages Page 20 
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vodka Page 33 
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Canada is “dumping ground” for for- 
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finds Page 46 
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be obscene, court rules ...............Page 50 
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Ask for the latest readership 
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Have you made this important discovery 


Management’s quest for a broader stockholder base calls 
for the kind of help Barron’s is in top position to give you. 
Barron’s.closes the “missing link” in your chain of com- 
munications by focusing the attention of financial experts on 
your company’s aims and accomplishments. 


Financial professionals rate Barron’s first* in readership 
and usefulness among financial publications. These are the 
men your future stockholders get their advice from. These 
are the men your present stockholders are doing business 


Barron’s gives you a broad market 


for securities to begin with —(78,187 subscribers, ABC at- 
tained circulation December 31). Then, when you also take 
into account the tremendous influence this audience exerts . . . 
you easily see why so many companies find Barron’s gives 
them entry to the national investment market. 
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This Week in Washington 


1 More Study Urges Dispersion of 
TV Control; Is All-UHF the Answer? 


By Stanley E. Cohen 
Washington Editor 

WaAsHINGTON, Oct. 10—Would the 
Barrow report recommendations 
eliminate the conditions which 
have resulted in four major inves- 
tigations of television networks in 
the past three years? 

Even among those who worked 
on the report, it is pretty obvious 
the answer would be “no.” For the 
report traces tv’s problems to the 
shortage of stations, and it all but 
admits the recommendations rep- 
resent a patchwork effort to make 
the best of a bad situation. 

Men who worked on this report 
seem convinced tv will remain in 
trouble as long as good time con- 
tinues to be a scarce commodity. 

With networks occupying the 


best viewing periods in virtually 
all top markets, non-network pro- 
gram producers and advertisers are 
at a severe disadvantage. 

Since they are unwilling to ac- 
cept this situation, there is inevita- 
ble—and mounting—pressure from 
those who believe it is bad for our 
culture and economy to perpetuate 
|}a situation in which tv is available 


latively few big corporations which 
can afford to buy time on a net- 
work basis. 


= As some experienced observers 
view it, these same defects ex- 
isted in radio before World War 
II, and resulted in the original 
chain broadcast investigation. In 


chiefly for networks and the re-| 


radio, however, the bottleneck was | 


broken because the use of phono- 
graph records made it possible for 
hundreds of stations to go on the 
air to accommodate the non-net- 
work advertiser. 

One man who has sat through a 
number of these investigations 
puts it this way: “If it were 
possible to get more tv sta- 
tions on the air to meet the needs 
of non-network program producers 
and advertisers, the FCC probably 
would not be concerned with the 
job the networks are doing, and 
our investigation might never have 
been made. 

“Until we find a way to enable 
tv to grow—probably through the 
use of uhf channels—there will in- 
evitably be attacks on networks 
and station operators, and there 
will be strong pressure for more 
and more government control over 
the way time is apportioned.” 


What the report 
Fewer Trumps says, in effect, is 
for Networks that in most big 
markets there is 
not enough good time to go around, 


and that at present the networks 
are able to get the lion’s share of 
what is available. 

It rejects proposals that the gov- 
ernment actively participate in the 
rationing of scarce time, recom- 
mending instead that FCC adopt 
a series of measures in an effort 
to insure that networks hold fewer 
trumps than they do today. 

As the study sees it, the 
report carefully treads a middle 
path, hopefully arguing, “Let’s not 
destroy the networks, but let’s try 
to make it easier for non-network 
programs and advertisers to get a 
bit more of the good time.” 


In three years 
5 Broadcast there have been 
Reports Agree a Plotkin report, 

a Jones report, a 
Cox report, a Celler report, and 
now a Barrow report—all funda- 
mentally agreed that an unwhole- 
some concentration of power ex- 
ists. Even if some of the drastic 
proposals common to all these re- 
ports are discarded, what hope is 
there that tv can operate in the 


NOSING INTO THE 


Super secret is the speed of the Convair 
B-58 Hustler. 

But we can report that the advanced 
design of this incredible jet bomber in- 
cludes a “skin” of special stainless steel. 
Its purpose: to help prevent air friction 
from burning the hide off the Hustler when 
it pushes into the thermal barrier. 


N.W. AYER & SON, INC. 


Philadelphia 
“2 San Francisco 


THERMAL BARRIER 


And we can report that this special steel 
was developed by Armco Stee! Corpora- 


tion, our client for 21 years. 


A new series of advertisements drama- 
tizes this and other reasons Armco is the 


No. 1 producer of special steels. 


And why, again this year, Armco sales 


are hustling upward. 


New York Chicago 


Hollywood Boston 


Detroit 


Honolulu 
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future in an atmosphere relative- 
ly free from investigation, lawsuit 
and recrimination? 

If this analysis of the Barrow 
report is a correct evaluation of 
the situation, the prospects are not 
very bright until some dramatic 
developments occur which will 
make it possible for new tv sta- 
tions to appear in the desirable 
markets in response to the needs 
of non-network program produc- 
ers and advertisers. 

But as it stands now, no more 
than 27 of the top 100 markets 
will have as many as four com- 
petitive tv outlets, and it appears 
that the shortage of time—and the 
demand for government interven- 
tion—must continue unless some 
way is found to use effectively the 
70 channels available in the uhf 
band. 

Because of the hard lot of the 
pioneer uhf stations, relatively few 
in the industry believe uhf can 
come into its own until the whole 
tv industry moves out of the pre- 
sent vhf band into uhf. Since such 
a move deprives existing broad- 
casters—including the networks— 
of valuable competitive advantages 
and involves the purchase of cost- 
ly equipment, there has been un- 
derstandable reluctance in the in- 
dustry to face such a drastic move. 


Yet the kind of 
Transition government ac- 
tivity implicit in 


to All-UHF? : 
the assumptions 


of the Barrow report cannot be a 
pleasant prospect either. 

In the years ahead, can broad- 
casters and network officials af- 
ford indefinitely to devote great 
percentages of their time and crea- 
tive ability to litigation and Wash- 
ington lobbying? Will it be healthy 
for a medium as vital as tv to be 
under continuing scrutiny of pub- 
lic officials in Congress and the 
executive branch of the govern- 
ment? 

If tv is to be a free enterprise 
medium, operating with only a 
modicum of federal supervision, 
there are some who believe the 
ultimate answer to the Barrow re- 
port is for the industry itself to 
take the initiative in proposing a 
transition to uhf. 

Such a transition, phased over 
a five to ten-year period, it is said, 
could be carried out with a mini- 
mum of inconvenience and ex- 
pense. Networks might not enjoy 
the prospect of new stations com- 
peting for their audiences; but 
there would be real hope that the 
string of investigations would end, 
and executives would be free to 
devote all of their energy to the 
business of broadcasting. # 


Bunker Succeeds Shurick at 
CBS-TV;: Three Others Shifted 
CBS-TV has made four changes 
in its executive lineup. Edward C. 
Bunker, formerly general manager 
of WXIX, CBS-owned station in 
Milwaukee, was named vp and di- 
rector of station relations of the 
network. He replaces Edward P. 
Shurick, who resigned to become 
exec vp of John Blair & Co., radio 
station representative. Robert F. 
Jamieson, formerly manager of 
CBS-TV sales service, was named 
manager of station contacts, a new 


post. 

Frank Shakespeare Jr., formerly 
general sales manager of the net- 
work’s WCBS-TV, New York, was 
named general manager of WXIX, 
replacing Mr. Bunker. Norman E. 
Walt, formerly an account execu- 
tive of CBS-TV Spot Sales, was 
named to succeed Mr. Shakespeare 
as general sales manager of 
WCBS-TV. 


State Mutual Changes Name 
The State Mutual Life Assurance 
Co. of Worcester, Mass., has 
changed its name to State Mutual 
Life Insurance Co. of America. 
The company is the nation’s fourth 
oldest and 25th largest life insur- 


ance company. 
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for the first nine months of 1957—_ 


ist: 


The Chicago American gained 
469,470 lines of department store 
advertising—2', times as much 

as the only other Chicago paper 


to show an increase in this field 


fe 
7s 


Department store advertising is the largest and most com- 
“s petitive in the retail field. It must produce volume sales 
. to justify the continued use of any medium. When The 
* American shows such a large increase over all other 
papers in this classification (one newspaper gained, two 
had losses) —there must be a good reason. 


We think the reason is simple. 


Advertising in The American moves merchandise, and it 
does it economically. What more could an advertiser want? 


Source: Media Records. 7-day 
linage, excluding zone. First nine 
months 1957 vs. same period 1956. 


THE CHICAGO AMERICAN 


Represented Nationally by Hearst Advertising Service inc. 
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Truckers Win 
Damage Judgment 
Against Railroads 


Involvement of Byoir 
as Co-Defendant Gives 
Case Historic Interest 


PHILADELPHIA, Oct. 10—A year 
after the suit went to trial, 37 
trucking companies have won their 
case against the railroads and 
have been awarded damages of 
18¢ each. 

U.S. district court Judge Thom- 
as J. Clary, though ruling in fa- 
vor of the truckers, did not award 
the $250,000,000 damages asked 
from the railroads. Instead, the 
37 trucking companies get a total 
of $6.66. 

The Pennsylvania Motor Truck 
Assn., which brought suit along 
with the individual companies, will 
receive damages to be set at a 
later hearing, based on loss ac- 
cruing from the association’s ex- 
penditures required because of 
the railroads’ “campaign of de- 
struction of good will.” 


® Carl Byoir & Associates, New 
York, the railroads’ pr counsel 
during its fight with the long dis- 
tance truckers, will have to pay 
20% of these damages to the 
PMTA when assessed. The re- 
mainder will have to be paid by 
the railroads. 

Byoir, the Eastern Railroad 
Presidents’ Conference and 31 
railroads (later reduced to 30) 
were named as defendants when 
the suit was filed in 1953. 

Plaintiffs charged a conspiracy 
to drive long distance truckers out 
of business and asked $250,000,000 
in treble damages. It also stated 
that Byoir was engaged by the 
railroad presidents group to con- 
duct a campaign of vilification 
against the truckers. Byoir subse- 
quently admitted it had received 
$1,000,000 a year from its client. 


s In 1956, the railroad presidents 
group and 16 railroads filed a 
countersuit for more than $120,- 
000,000 in treble damages against 
the truckers. 

The railroads brought their 
countersuit about a week after 
Judge Clary revealed the existence 
of a letter he had received from 
Sonya Saroyan, a former Byoir 
secretary. In it she said she had 
supplied the truckers with infor- 
mation from the Byoir files which 
related to the suit. She said she 
had been promised $25,000 which 
she never received. The truckers 
denied this. 

This case, of historic interest be- 
cause of the involvement of By- 
oir as co-defendant, was the larg- 
est ever heard in U. S. district 
court here in terms of the amount 
of damages sought. 


BYOIR DEFENDS ROLE, SAYS 
‘OF COURSE WE'LL APPEAL’ 

New Yor«, Oct. 11—In defense 
of its role as pr agent for the East- 
ern Railroad Presidents’ Confer- 
ence, Carl Byoir & Associates 
pointed to its constitutional right 
to free speech and said “... there 
was no suggestion from any wit- 
ness for the [plaintiff] truckers 
that we did anything except tell 
the truth...” 

In a statement about the court 
decision, Byoir’s board chairman, 
Gerald F. Swinehart, said, “As 
public relations counsel for the de- 
fendant, Carl Byoir & Associates 
Inc. carried out its obligations to 
its client by asserting rights guar- 
anteed by the First Amendment of 
the constitution . 

“We will, of course, join the 
other defendants in taking an ap- 
peal.” # 


P&G Shouldn't Be 
Allowed to Keep 
Clorox, FTC Says 


WasHINGcTON, Oct. 8—The Fed- 
eral Trade Commission contended 
yesterday that Procter & Gamble 
should not be allowed to keep 
Clorox as one of its products. 

In a complaint directed against 
P&G’s purchase of the Clorox 
Chemical Co., Oakland, the com- 
mission said acquisition of the na- 
tion’s top bleach by P&G leaves 
other bleach makers at a severe 
disadvantage and gives P&G more 
power in its competition against 
other marketers of soaps and 
cleansers. 

The complaint is based on the 
argument that P&G has such pro- 
motion resources that it is able to 
grab the leadership for any prod- 
uct it decides to promote. This 
means, FTC says, that it can over- 
whelm other bleaches. And through 
the addition of Clorox to its line of 
cleansing and laundry products, it 
will be in even a better position 
to demand the best shelf positions 
for its full line. 


s “Consumer acceptance of house- 
hold products is required in order 
to obtain critically short and valu- 
able shelf space in grocery stores,” 
the complaint says. “P&G has the 
ability to command this accept- 
ance,” it continues, “because of its 
extensive advertising. The com- 
pany is the second largest adver- 
tiser of all products in the coun- 
try, having spent about $79,000,- 
000 in 1956 utilizing all media.” 

As examples of P&G ability to 
gain shelf space, FTC pointed out 
that Gleem toothpaste grabbed 
25% of the market in two years, 
while Crest got 13% in its first 
year of production. Within nine 
months after introducing Comet 
cleansing powder the product had 
29% of the market, FTC said. As 
part of this promotion, FTC said, 
P&G gave away 30,000,000 Comet 
samples costing an estimated $3,- 
300,000. 


# In challenging P&G’s right to 
buy Clorox, FTC pointed out that 
the product already dominated the 
household bleach market, account- 
ing for 48% of sales in 1956, while 
the No. 2 producer had only 16%. 

“The value of the name Clorox 
is demonstrated,” FTC said, “by 
the fact that P&G paid over $30,- 
000,000 for assets valued at $15,- 
000,000.” 


‘COMPLAINT HAS NO 
BASIS,’ P&G SAYS 

CINCINNATI, Oct. 8—Procter & 
Gamble has replied to the Federal 
Trade Commission complaint 
against its acquisition of Clorox 
Chemical Co. It says that the com- 
mission has no judicial basis for 
the proceeding. 


According to Howard J. Mor-| 


gens, president of P&G, “The basic 
ground for the complaint is that 
P&G advertises widely, is suc- 
cessful, and has gained broad ac- 
ceptance for its products among 
housewives and other consumers, 

“The inference that the staff of 
the FTC has drawn is that this 
case of competence—which is ba- 
sic to success of American busi- 
ness, large and small—may possi- 
bly result in some future violation 
of the law.” 

Mr. Morgens pointed out that 
“in the complaint, there is no 
charge against either company of 
present monopoly or restriction of 
competition,” and added that “al- 
though the commission’s staff has 


known the full facts at least since | 
mid-May, it brings this proceeding | 


two months after the completion of 
the acquisition on Aug. 1. 

“We cannot conceive that the 
Federal Trade Commission, op- 
erating in its judicial capacity, can 
possibly hold that there is any 


basis for his proceeding,” he said. 


1955 


New York, Oct. 11—Three out 
of 10 automobiles are today part of 
multi-car households. New car 
buyers these days are keeping their 
vehicles slightly more than four 
years. 1955 models now make up 
13%% of all cars on U.S, roads. 

These are some of the highlights 
of the 21st annual “National Auto- 
mobile & Tire Survey,” sponsored 


Jeffery Moves to 
Bulova; Davis Gets 
Top Kraft Ad Post 


Cuicaco, Oct. 9—In a third shift 
in Kraft Food Co.’s top marketing 
ranks in the past few months, 
Tad Jeffery, the general advertis- 
ing manager, has resigned to join 
Bulova Watch Co., New York, as 
advertising director, a post cur- 
rently vacant. 

His successor is Robert A. Davis, 
who has been ad manager of 
Kraft’s cheese products. No an- 


Robert A. Davis 


nouncement of a new cheese ad 
manager has been made. 

Mr. Jeffery’s departure follows 
by two months the appointment of 
Chester P. Green to replace John 
B. McLaughlin as sales and ad- 
vertising director (now redesignat- 
ed marketing director), the desk 
to which Mr. Jeffery reported 
(AA, Aug. 5). 


s A month earlier, on July 1, an- 
other post reporting to the mar- 
keting director changed hands 
when John J. Duffy, Kraft’s train- 
ing manager, replaced James E. 
McClellan as sales manager. 

Kraft says there is no connection 
between these resignations. 

Announcement of this latest 
change came from C. G. Wright, 
‘Kraft’s top marketing executive. # 


YEAR MODELS OF CARS IN 


USE 


1952-47 PRE-1947 


CAR VINTAGE—Chart from Look’s National Automobile & Tire Sur- 

vey shows that 41.4% of cars now on U.S. roads are pre-1953. Year 

accounting for the greatest number of cars now in use is 1955—with 
13.5% of total. 


Car Buyers Keep Cars About Four 
Years, ‘57 ‘Look’ Survey Shows 


now by Look. In previous years, 
the study was sponsored by its 


originator, Crowell-Collier Pub- 
lishing Co. 
The growth in multiple-car 


ownership stands out in this year’s 
survey results. Whereas last year 
5,000,000 multi-car families were 
found, the total now is 6,150,000. 
Of the 36,450,000 car-owning 
households (73% of all U.S. house- 
holds), 5,400,000 (10.8%) own two 
cars and 750,000 (1.5%) own three 
or more. These multi-car families 
own a total of 13,100,000 automo- 
biles—or 30.2% of all the private- 
ly-owned cars in the country. 


® According to the survey, new 
car sales in 1958 should run be- 
tween 5,500,000 and 5,800,000, “‘bar- 
ring any unforeseen developments 
in the economy.” 

Of the cars now in use, 1955 
models represent the biggest block 
—13.5%. Next come the 1956 mod- 
els, accounting for 12.3% of the 
total, followed by 1953 (11.1%). 
7% of the cars on the road are 1957 
models. 

The 1947-1952 models account 
for 41.4% of the automobiles in 
use. Only 5.6% of cars are pre- 
1947. 

The survey—conducted this year 
for the first time by Alfred Politz 
Research—found that 10% of 1956 
models have been traded in, while 
more than 20% of the 1955 models 
have changed hands. Findings in- 
dicate that “the life of a new car 
today in the hands of its original 
owner averages slightly over four 
years.” 


® Hard-tops, station wagons and 
convertibles will all become more 
popular in the future, the survey 
found. Only 11% of cars now in 
use are hard-tops, but the figure 
rises to 23% when it comes to style 
of car “wanted next.” Convertibles, 
now making up 3% of the auto 
population, are “wanted next” by 
6%. 


The survey indicates that these] ’ 


gains will be largely at the expense 
of the two-door sedan, now ac- 
counting for 33% of cars in use 
but “wanted next” by only 11%. 

In the tire section of the survey, 
Look reports that very few car 
owners replace tires with the same 
brand. The study found that 61% 
of the tire buyers last year shifted 
to another brand, while another 
9% couldn’t even remember the 
make of the tire they replaced and 


therefore couldn’t tell whether they 
had switched brands. + 


Advertising Age, October 14, 1957 


NIAA to Proceed 
with Media-Data 
File: Freeman 


New York, Oct 10—“The Na- 
tional Industrial Advertisers Assn. 
is still going ahead with its Media- 
Data File, despite a number of un- 
foreseen things that have held it 
up this summer,” John Freeman, 
NIAA president, told ADVERTISING 
AGE today. 

The NIAA Media-Data File is a 
projected compilation of its media 
data forms. It wiil be published 
annually in bound copies at a cost 
of $600 to each participating pub- 
lication. It has aroused considerable 
controversy (AA, June 17, Aug. 5). 

Recently it was reported that 
Canadian members of NIAA were 
hostile to it and that F. H. Wood- 
ley, Canadian regional vp of NIAA 
and advertising manager of North- 
ern Electric Co., Toronto, had re- 
signed from NIAA because of the 
file. 


= Both reports were categorically 
denied by Mr. Freeman. He attrib- 
uted the report concerning Canadi- 
an members to the fact that Cana- 
dian advertisers are unable to use 
the NIAA media form as it is now 
because the Canadian Circulation 
Audit Bureau does not provide a 
paid and controlled breakdown. 
Canadians cannot fill out the NIAA 
form without breaking CCAB rules. 
In addition, the NIAA form pro- 
vides a circulation breakdown by 
states in the U.S., but no compar- 
able breakdown suitable for use in 
Canada. 

“This matter has been referred 
to the media practices committee,” 
Mr. Freeman said, “and a solution 
in all probability will be worked 
out. It has nothing at all to do with 
the Media-Data File. 


@ “As far as Mr. Woodley is con- 
cerned,” Mr. Freeman explained, 
“he says in his letter of resignation 
that because of additional duties 
imposed upon him by his company 
he no longer has time to give to 
NIAA work. To attribute his resig- 
nation to dissatisfaction over the 
Media-Data File is utterly ridicu- 
lous and a slander on Mr. Wood- 
ley’s character.” # 


False Note Can Ruin 
Ad Credibility 


(Continued from Page 1) 
terday, and therefore, it won't be 
too bad tomorrow.” 

This kind of backward thinking, 
he said, is turning admen into 
first-class copy cats instead of 
first-class copy people. “If there 
ever was a time when we must be 
more—not less—creative, that time 
is now,” he said. 

“Today’s reader is harder to 
please than he used to be—more 
sophisticated, better educated, wis- 
er in the ways of advertising,” he 
said. “He will tire of us faster if 
we don’t keep interesting and 
fresh.” 


es At a meeting today, Walter 
Guild, president of Guild, Bascom 
& Bonfigli, was 
elected chairman 
of the western 
region of the 
Four A’s. He suc- 
ceeds Roy Camp- 
bell, vp of the 
Los Angeles of- 
fice of Foote, 
Cone & Belding. 

Norton 
W. Mogge, of 
M o g Ge - Priv- 
ett, Los Angeles, 
was elected vice-chairman, and 
Robert Knollin was elected secre- 


Walter Guild 


tary-treasurer. # 
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GETS RESULTS IN THE FASTEST-GROWING CHAINS 


We asked them where they do their 


HEAVY 
SHOPPING 


In a comprehensive new Everywoman’s reader survey, 


70% told us they do their heavy shopping in the stores 


where they buy our magazine. 


And Everywoman’s readers have more to spend on food, 

health and beauty aids, household products, the things you 
advertise. According to the latest U. S. Census figures the median 
national income for 1956 was $4,783, while median income 


for Everywoman’s homes is $5,957, or twenty-five percent higher! 


As other advertisers have found, you can increase your sales 


by concentrating a larger part of your advertising and selling 


through Everywoman’s 116 chains. 


We now have a profile on Everywoman— her marital status, 
income, shopping habits, and other things of interest to us and our 
advertisers. For your personal copy, call or write: 


Everywoman’s 


MAGAZINE 


NEW YORK...16 East 40th Street, New York 16, N. Y., MU 9-4757 


~ °°, split-ryn, 
sections are a % 


CHICAGO...35 E. Wacker Drive, Chicago, Ill., RA 6-O802 


SAN FRANCISCO ...Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter1-4583 


LOS ANGELES... .Whaley-Simpson Company, 6608 Seima 
Avenue, Los Angeles, Calif., HOllywood 3-7157 


(116 chains whose dollar volume has grown from 22 billion to 5.3 billion in 6 years!) 
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Why it will pay you to be represented, 
too, in all these Meredith books 


There's nothing 
SO powertul 


as an idea! 


Here’s how America’s biggest idea publisher 
puts one to work: 


(Watch for announcements of plans of other magazines, 
other media tying in with this program.) 


1. Nationwide excitement will 
center on Meredith through 
H.1.C.’s contest announcement. 
January BH&G carries an 8-page 
editorial feature on remodeling, 
plus the 16-page contest check 


list and entry form. 

2. Special consumer promotion 
on the contest will heighten inter- 
est in the January issues of BH&G 
and Successful Farming. 
3.January is a planning month, 


— 


Meredith of Des Moines - America’s biggest publisher 
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Circulation: 1,300,000 


1958 Circulation: 4,500,000 Annual sales: 250,000 


A 16-page entry blank 
in these famous idea books 
kicks off new 


129,000" 


“How's Your Home” Contes 
of the Home Improvement Councit 


—the building industry's major effort for the first 6 months of 1958 


when families start collecting in- 
formation and outlining Spring 
home improvement activities. 

4. Experience has proved January 
a top contest entry producing 
month. The January 56 issue of 


BH&G produced more than 
42,000 entrants in the BH&G 
Home Improvement Contest. 

5. The January issues of all 3 
books will be current for manu- 
facturers’ merchandising impact 


at the International Home Fur- 
nishings Show, the Convention of 
National Association of Home 
Builders and many other impor- 
tant trade conventions across the 
country. 


How advertisers 
may tie-in 
to the contest 


1. By advertising in one, two 
or all three Meredith publica- 
tions and in subsequent issues 
of the two monthlies, and in 
other publications. 


2. By using the H.I.C. seal in 
advertising, if the advertiser is 
a member of the Council. 
(Membership fee: 1/100 of one 
percent of gross sales going into 
home improvement. ) 


3. By making other reference 
to the contest in advertising, 
including mention of the offi- 
cial entry form and check list 
bound into 3 Meredith publi- 
cations. 


4. By preparing special infor- 
mational material to go to the 
entrants. 


S&S. By direct mail to entrants 
whose entries indicate they 
need improvements involving 
the advertiser’s products. 


6. By arranging to be repre- 
sented in the H.I.C. mailings 
to be sent to all entrants, urg- 
ing entrants to go ahead with 
needed home improvement 


projects. 


7. By urging dealers to get tie- 
in information and materials 
(now being prepared) from 
H.L.C. 

Besides building and remod- 
eling projects, the contest 
includes many other areas of 
home improvement —exteriors, 
interiors, gardening, decorat- 
ing, appliance grouping, solv- 
ing particular problems to meet 
family needs, etc. The products 
involved can be anything used 
in or around the home to make 
it a better place to live in and 
enjoy. 


For further information, 
contact: 

The Home Improvement Council 
2 East 54th Street 

New York 22, New York 
Plaza 1-7178 

Don Moore, Executive Director 


Of ideas for today’s living and tomorrow’s plans 
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The Editorial Viewpoint... 


Business Distrust of Advertising 


“Why do so many advertising people think they have to defend 
their business?” C. James Proud, new president of the Advertising 
Federation of America, asked the Dayton Advertising Club. “This 
apologetic attitude,” he said, “causes many people, including man- 
agement, to question the importance and value of advertising.” 

We are not so sure that the importance and value of advertising 
are questioned because many advertising people have an apologetic 
attitude toward their business. But it is interesting and useful to 
remember that not all the attacks on advertising and the skepticism 
concerning it come from crackpots or from people who don’t under- 
stand business. 

In fact, it seems sometimes as though people outside business— 
including those who have caused Vance Packard’s “Hidden Per- 
suaders” to go into eight printings—are convinced of the tremendous 
effectiveness of advertising in swaying the masses, the while a great 
many business men continue to express great skepticism about the 
power of advertising. 

The social scientists, the fiction writers, the politicians and the 
save-the-country-from-damnation crowd seem to be convinced that 
advertising—practically any advertising—is so potent and irresistible 
that every advertiser has the total population dancing to the tunes he 
calls, caught in a hypnotic trance which robs them of all freedom to 
resist his fiddling. 

This is a heady picture indeed. But it is not the picture the adver- 
tiser sees when someone suggests he put $10,000 or $1,000,000 on the 
line for an advertising campaign. In all too many instances, Mr, Ad- 
vertiser shakes his head dubiously, and even when he goes ahead, 
does so not with feelings of exaltation about how he is going to ma- 
nipulate millions, but with fear and trembling that he may be pour- 
ing his money down a rathole, 

A great many business men have discovered, of course, that there 
is a direct and relatively simple relationship between advertising and 
sales and profits; but there are still more skeptics around than most 
of us like to admit. 

There seems little reason to believe that this skepticism will 
decrease notably, unless and until advertising becomes scientific 
enough to permit reasonable predictions of results. And while in 
many respects we are closer to this type of prediction now than ever 
before, we are still a mighty long way from its reality. 


The FCC Monopoly Report 


It is probably a good thing that the report of the network study 
group of the Federal Communications Commission on television 
“monopolies” will not be acted upon directly until perhaps the latter 
part of next year. 

AA’s Washington editor says that “when the report has been an- 
alyzed by members of the commission, it is expected to lead to a 
lengthy series of hearings, probably during the latter half of 1958.” 
The reason, of course, is that the report itself contains more than 
300,000 words, and like almost everything else about the complex 
business of telecasting, practically every statement is open to some 
sort of argument. So it will probably take six months or more mere- 
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—D. G. Rathie, American Hardware Mutual I 


Co., Minneapolis. 
“He says it needs a transfusion and the account exec isn’t their 
type.” 


ly to read the report, study it, and marshal arguments and supporting 
evidence. 

Networks obviously won’t like the report, because it is aimed at 
reducing their freedom of action. Film syndicators and station rep- 
resentatives, by the same token, probably will like it, since in many 
respects anything that makes life harder for the networks tends to 
make life more pleasant for them. Where advertisers and agencies 
will stand on the report will depend almost entirely on which adver- 
tisers and which agencies are involved. 

Regional and local advertisers, which have for long felt that a 
relative handful of big national advertisers has pre-empted all the 
decent time slots through the operation of networks, will probably 
cheer, Others may be apprehensive. Which is right we don’t know. 

We would like, however, to make two mild observations: The first 
is that there can be no question about the enormous contribution 
which the network idea has made to the advancement of television. 
Without the network concept it is doubtful if the medium could have 
made anywhere near the phenomena] strides it has made in so short 
a time. 

The second is that we would personally feel that television had 
sold its birthright for a mess of pottage if the medium tended to 
move too far toward film. Undoubtedly, film has enormous advan- 
tages for entertainment and for drama and equally enormous ad- 
vantages for advertisers. But the basic essence of television must be 
the live, instantaneous transmission of things that are happening this 
very minute, and we’d hate to see too much of it sacrificed to film. 


# o 


What They're Saying... 


What's New? 

Some tv commercials, we have |ing... 
heard, cost $25,000 or more to pro- 
duce. But do they say anything 
more than this ad from “The Grub 
Street Journal” of Nov. 25, 1731, 
reproduced in A. S. Turberville’s 


ber issue. 


‘There Are No Business Men’ 


uation appears even more surpris- 


—Editorial in “‘Newsdealer,” Septem- 


If you must reach a man in busi- 


“English Men and Manners in the| ness at his office, try not to adver- 


18th Century” (an Oxford Galaxy 
Book): 

“At the following Places is sold 
an incomparable Tooth-Powder, 
which makes the Teeth as white as 
Ivory, and preserves them from 
Rotting or Decaying. It effectually 
cures the Scurvy in the Gums,” 
(So, you see, that’s where the yel- 
low went—over 200 years ago.) 


~The Suburbs of Helican, bulletin 
blished by Oxford University Press 
ne., New York. 


Vanishing Bookworms 

The U. S. has the lowest per- 
centage of book readers of any ma- 
jor English-speaking country, and 
also trails such countries as Fin- 
land and West Germany. When it is 
considered that in England, where 
only a small percentage of the peo- 
ple have attended school beyond 
the age of 15, three times as many 
are reading a book as are to be 
found here at a given time, the sit- 


tise to him as a business man, but 
simply as a man—a various, un- 
predictable, warmhearted, stub- 
born-headed, intelligent, fickle but 
well-intentioned human being. Try 
to give him a breather from this 
world of facts while, of course, 
slipping in the commercial as deft- 
ly as you can. . 


—Nicholas Samstag, director of pro- 
motion, Time Inc., speaking before 
the St. Louis Advertising Club. 


Word to the Weeklies 

In this age of mergers and one- 
newspaper cities .. . weekly paper 
editors are the independent guard- 
ians of a free press within the 
world of journalism. When the 
“Big Brother” dailies appoint 
themselves to watch over the rest 
of us, we need you to watch over 
“Big Brother.” 


—Gov. Dennis Roberts of Rhode Is- 
land, speaking at the New England 
Weekly Press Assn. in Providence. 
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Rough Proofs 


John J. Louis, who is retiring 
from the agency business Nov. 30, 
will join other advertising not- 
ables, like Raymond Rubicam, in 
helping to make Arizona sunshine 
even sunnier. 

* 


You can qualify as a young old- 
timer if you can remember when 
the principal anti-freeze facilities 
for motorists consisted of alcohol 
and heavy horse blankets over the 
radiator. 

+ 


David Mayer, motivation re- 
searcher, has already paid his way 
on “Twenty-One” by coming up 
with a study which shows that 
viewers prefer this brand of quiz 
show to “The $64,000 Question.” 


“There has been a lot of inane 
prattle in Washington recently 
about regulating broadcasting,” 
says George C. McConnaughey, 
former chairman of the FCC, 
which has just received a 300,000- 
word report on this very subject. 


“I'd like to know tomorrow’s 
market today,” Kenneth R. Mac- 
Donald is quoted as saying. 

That’s exactly the feeling of just 
about everybody who does busi- 
ness on the New York Stock Ex- 
change. 

. 


“We're a small but fast-growing 
consumer magazine,” says a clas- 
sified advertiser, “with a class cir- 
culation made up of highly respon- 
sive, influential readers.” 

“Influential” without the capital 
“yj”? 

7 


In spite of the sales boom in the 
U. S. for Rolls-Royce automobiles, 
purchasers can still feel reason- 
ably exclusive. The number of cars 
sold here this year may hit 100. 

. 


According to Walter Goodman, 
author of “Clowns of Commerce,” 
meaning advertising men, they are 
professional persuaders. 

And that’s a descriptive which 
applies to every successful sales- 
man, lawyer, politician and writer. 


“We know what we'd love,” says 
the Creative Man, re a Lustre- 
Creme shampoo ad. “Not to be 
Jeanne Crain.” 

The gals may have other ideas. 


“Flamboyant” and “strident” are 
the words used by National Better 
Business Bureau to describe false 
drug and cosmetics advertising. 

The big noise for the big prom- 
ise, 

. 

President Eisenhower’s prob- 
lems in trying to promote interna- 
tional trade without hurting do- 
mestic industries may make him 
wonder if Grover Cleveland was 
right when he called the tariff a 
local issue. 

e 


General Development Corp. says 
you can now buy improved Florida 
building lots for the equivalent of 
“cigaret money.” 

Regular or king size? 
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This product 


gets a new 
“Package 
Design” 


every day 
of the week 


Every advertiser knows the importance of an appealing 
“package design.” Eye-catching appearance is important 
to a newspaper, too—because what a reader sees deter- 
mines how thoroughly he reads. 


The Inquirer takes no chances with its “package design.” 


Every afternoon at 3:00 o’clock, the executive editorial 
staff meets to screen and evaluate the news—and to 
determine the emphasis and position that each item will 
be given. The result is clean, modern make-up that 
achieves page one readership from first to last page. 


This thorough readership contributes to the outstanding 
results advertisers get in The Inquirer. And it certainly is 
another reason why more advertisers place more linage in 
The Inquirer than in any other Philadelphia newspaper. 


ay The Philadelphia Prquirer 


Now in its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR, EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave, 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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in Chicago 


There’s no fooler like the Little Fooler. 
Ask puzzle fans around Chicago. 


As a rule, crossword puzzles don’t raise many blood pressures. 
The average reader can pretty much take ’em or leave ’em alone. 


But the Tribune can and did get readers to send in as many 
as 926,000 entries in one of its weekly Little Fooler 

crossword puzzle contests. It can and did inspire thousands of 
amusing letters and reams of whimsical verse on the subject. 
And in less than two and a half years’ time pull over 
50,000,000 entries, making the Little Fooler almost as much a 
part of Chicago folklore as Father Dearborn or Mrs. O’Leary. 


And the Tribune can and did sell $50,000 worth of 

box springs and mattresses for Polk Bros. in five days. 

Help Pepsi-Cola more than double its take-home sales in 
Metropolitan Chicago. And assist Duncan Hines Cake Mix in 
its climb from nothing to a strong contender in a highly 
competitive market within three years. 


How come? 


Because Chicago gets excited about the Tribune. Some people 
may pan the Tribune or praise it—rave about it or 

sometimes at it. But nobody’s lukewarm about it. 

More than 3 times as many Chicagoans read it as read the 
largest national magazine. More than 6 times as many 
Chicagoans pore over its pages as tune in an 

average evening TV show. 


That’s probably one reason why the nation’s food 
manufacturers invest more advertising dollars in the Tribune 
than in any other newspaper. Why not put the Tribune 


to work for you, too? THE CHICAGO TRIBUNE 
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—— World-Herald’ Boosts 
ates, Offers Discounts 
“I SELL MOTORS 70 THE OEM" The Omaha World-Herald has 


says issued a new rate card offering 
eo W. Rabe discounts on general advertising 


rates, beginning Jan. 1, 1958. The 
LELAND ELECTRIC COMPANY present general advertising rate 


“When an OEM Purchasing Agent of 63¢ per line will be increased to 
evaluates motors, he looks for depend- 75¢ per line, and three contract 
bility. That's Jerstandable since the schedules offering discounts on 


. Pr P this rate will go into effect. Bulk 
reputation of his company’s product space rates will carry discounts 


depends upon the reliability of power ranging from 5% for 1,000 lines 
components. purchased during the year to 18% 
“The P. A.’s opinions are respected, and frequently he | |f°F 100,000 lines. 


. Yearly and weekly insertion 
alone determines the supplier. contracts, with discounts figured 


“That's why I'm glad Leland advertises regularly in on frequency of insertions and Forbes 
PURCHASING NEWS.” 


KRON is TV in SF 


San Franciscans are sold on KRON-TY 


NOW 
IANT MOVIES 
San. thru Wed. 
10:30 P.M. 
Check PGW for Avsite A” SAN FRANCISCO CHRONICLE + NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD - 


Van Sant Treat 
volume of advertising, also will| ARIZONA BOOSTERS—Los Angeles was the locale of a “Miracle Market 
be established at the same time.| of the West” presentation by Charles E. Treat, national ad man- 


ager of the Phoenix Republic & 
Gazette. Among those at the 
luncheon meeting to hear about 
Arizona opportunities were Jack 
Forbes, Los Angeles manager of 
Kelly-Smith Co., and L. S. Van 
Sant, southwestern manager of 
the Bureau of Advertising. 


Public Likes Movies 
But Not too Late, 
WOR-TV Study Finds 


New York, Oct. 8—Station 
WOR-TV will hit account execu- 
tives and media directors with fig- 
ures on movie viewing on tv in a 
three-day series of luncheons Oct. 
15, 16 and 17. 

The facts and figures are the 
result of an Alfred Politz media 
study, based on a probability sam- 
ple of 1,000 New Yorkers, all more 
than 11 years of age. Conclusions 
came from hour-long interviews 
during which some 30 questions 
were asked of each person inter- 
viewed. 

The agency men will hear that: 


e “Almost everyone watches mov- 
ies.” (88.3% of all New Yorkers 
over 11, it says.) 


e Nine out of ten, or 9,130,000 
movie viewers, watch movies on 
tv during a four-week period. 


e Three out of four viewers— 
75.6% of the total—find movies “as 
enjoyable or more enjoyable than 
other tv programs.” 

The WOR-TV presentation is ex- 
pected to take a slug at other New 
York stations programming fea- 
ture film in the late evening and 
early evening periods, saying that: 


e 82.5% of those questioned said 
they find watching movies on 
WOR-TV’s “$1,000,000 movie,” 
which is programmed twice night- 
ly, at 7:30 and 10 p.m., convenient 
to watch. 


e Only 346% of those inter- 
viewed said watching movies in 
late evening time slots was con- 
venient. On Friday nights, the 
percentage went up to 49.8%. It 
slipped on Saturday nights to 
47.9% and dropped to 30.1% Sun- 
day nights. 


e In the case of early evening 
movie programs on tv, only 30% 
of those interviewed found view- 
ing convenient, the study showed. 


Dictaphone Boosts Three 
Harold B. Clark has been named 
sales promotion manager and How- 
ard Dockerill and William C. Bart- 
lett have been appointed assistant 
sales managers of Dictaphone 
Corp., New York. All three are 
new positions. Mr. Clark, formerly 
assistant advertising manager, has 
been with the company since 1949; 
Mr. Dockerill joined Dictaphone in 
1947, and Mr. Bartlett in 1948. 


Sinclair Wins Travel Award 
Sinclair Oil Corp., New York, 
has received the National Assn. 
of Travel Organizations top award 
for the best portrayal during 1956 
of travel as a theme for national 


advertisements. 
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HOW ean you 


be there at the 
Time Of Purchase’? 


Advertise to the families who need 


your product...in FEMAR fe 
FOR YOUNG HOMEMAKERS 


The Time Of Purchase Magazine 


Timing is one of the most important factors in selling anything, 
especially infrequently purchased home products. 

You must be there at the Time Of Purchase—that short 
interval when the need, the interest and the ability to 

buy are combined to make a dynamic buying force. Young 
homemakers, reading LIVING, are your FIRST market— 
They are building, moving and BUYING! They are at 
the Time Of Purchase. It is at this time that LIVING 

tells these young families what to buy, how to buy, how 
much to pay and where to buy. This is the time when 

the advertised brand known by this market asserts 

its sales strength. This is the Time Of Purchase! 


ocross: 1957) 0-35 CENTS 


LIVING 
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FOR YOUNG HOMEMAKERS 
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The Time Of Purchase Magazine 


575 Madison Avenue * New York 22, New York 


A STREET AND SMITH PUBLICATION 
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Average monthly Net Paid Circulation, effective April 1958 issue. 


Outdoor 


Outdoor 


Lif 
I A ... the BEST SELLER in the History of Sportsmen’s Magazines. 


* 

Life is the most powerful magazine serving the ever grow- 
ing SIX BILLION DOLLAR Sportsmen’s Market! In the 1946- 
1956 decade hunting license purchases increased 47% . . . 
fishing license purchases climbed 69% . .. and outboard motor 
sales rose 63%. 

Simultaneously OUTDOOR LIFE’s circulation soared 90% 
—topping by a healthy margin the growth rate of hunting 
and fishing licenses and outboard motor sales. Furthermore, 
OUTDOOR LIFE’s circulation has grown at a faster rate than 
U. S. population (up 19% ) and National Income (up 80% ). 

Take direct aim in 1958 at this prime sales target. Hit it 
hard and often with a consistent advertising campaign in 
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Retailers know where the money is 
...in Boston | 


1,000,000 lines leadership — 


over the second paper 
( 1st 6 months, 1957) 


ONE contract delivers the BIG BU. in Boston 


> 


‘The BOSTON HERALD-TRAVELE 


Boston’s Basic Buy 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK * CHICAGO 
PHILADELPHIA * DETROIT * LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. | 
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Small Agency Nurtures Fledgling Account; 
Then It Flies to Big Shop, Baker Tells Admen 


Cuicaco, Oct. 8—There’s need 
in business for both the very big 
and the very small advertising 
agency, according to spokesmen 
from both types of agencies. 

John M. Willem Jr., vp of J. 
Walter Thompson Co., Chicago, 
says the big agencies get accounts 
that are large, or are growing 
rapidly—both of which need agen- 
cies with large resources. 

Herb Baker, president of Herb 
Baker Inc., Chicago, says small 
agencies like his “generally get 
businesses before they are born— 
or when they are almost dead.” 

Both men spoke last week at 
the opening session of the account 
executives workshop, sponsored 
by the Chicago Federated Adver- 
tising Club. 

“Every agency fits a need for a 
particular account at a _ certain 
time,” Mr. Willem said. “A fast- 
|growing business will suddenly 
find it needs an agency with ex- 


MARKS OF A TRADE. The first wooden Indians 
were carved in the 1600's by Englishmen, who thought 
the Indians wore nothing but a girdle of tobacco leaves. 
Because of the leaves, British tobacco shops began 
to use these figures. American cigar stores followed 
suit with realistic Indians. Today they are rare. 


“ORLON’” and “DACRON’ are trademarks, too 


Use them to build your business! 


As the wooden Indian distinguished a cigar store, our trade- —_art_- work, ete. 
marks distinguish the unique qualities and characteristics 
of our two modern-living fibers. “Orlon” distinguishes our 
acrylic fiber; “Dacron”, our polyester fiber. As we use and 
protect these trademarks they become more meaningful and 
valuable both to consumers and to the trade. 

For handy folders on proper use of the trademarks 
“Orlon” and “Dacron”, write Textile Fibers Department, 
Section AA, Room N-4531, E. I. du Pont de Nemours & Co. 
(Inc.), Wilmington 98, Delaware. 


“Orlon” 


When using these trademarks, always remember to: 


Distinguish “Orlon” and “Dacron” —Capitalize and use 
quotes or italics or otherwise distinguish by color, lettering, 


REG. U.S. aT. OFF 
BETTER THINGS FOR BETTER LIVING 


Describe them—Use the phrase ‘‘Orlon” 
acrylic fiber or “Dacron” polyester fiber at least once in any 
text. Designate them—In a footnote or otherwise designate 
as Du Pont’s trademark for its acrylic fiber and 
Dacron” as Du Pont’s trademark for its polyester fiber. 


TEXTILE FIBERS DEPARTMENT 


THROUGH CHEMISTRY 


tensive resources, and a_ small 
agency can’t fill that need just by 
adding more people.” 

On the other hand, he said. 
large agencies are not geared to 
handle certain accounts, such as 
some industrial businesses using 
trade publications extensively. 


® The small agency operates 
much differently than do the top 
billers, Mr. Baker said. The small 
shop may often have to help com- 
panies with problems that must 
be solved before any advertising 
begins, and a large per cent of the 
small shop’s work on the account 
may not involve commissionable 
advertising. 

“It would be ridiculous for a 
small agency to compete for a 
national product which uses all 
media,” he said. “But we can 
compete in other areas—indus- 
trial producers and others where 
print is the basic advertising tool.” 

Mr. Baker said a small agency 
knows it probably will lose an ac- 
count after it has nurtured the 
account to a point where expan- 
sion begins and the account be- 
comes attractive to larger agen- 
| cies. 

Factors such as changing per- 
|}sonnel in the company and rapid 
|increase of its ad budgets often 
makes it difficult for the small 
agency to grow with an account, 
he said. 


s “We don’t want to become big,” 
he stated. “We're like the country 
doctor in curing business ills. We 
don’t want to become specialists, 
or cogs in a big machine.” 

The type of personnel wanted 
differs little in the two types of 
agency, the speakers agreed. 

“We want the guy who doesn’t 
know what he wants to be when 
he grows up,” Mr. Baker said. 
“He should be willing to handle 
jall the jobs, from copywriting to 
production.” 

Though they may wind up in 
specialized jobs, Mr. Willem said, 
Thompson trainees embark on a 
program to learn all facets of the 
business. 

The account executive who is 
jable to take over any type of ac- 
count is better from the agency 
management’s point of view, he 
said, but the specialist is easier to 
sell to a _ prospective account 
which wants an executive who 
|is familiar with its field, + 


Carnation Plans Holiday 
Instant Milk Promotion 
Carnation Co. will continue its 
“new idea—light dessert” theme 
for a holiday promotion of “The 
|Lightest Pumpkin Pie Ever,” 
|which features a low-calorie 
| whipped Carnation Instant nonfat 
| dry milk. 
| Advertising will begin in mid- 
November with a color page in 
Life. This will be followed by the 
same insertion in American Week- 
\ly, Family Weekly, Parade and a 
|nmumber of regional Sunday sup- 
plements, The promotion also will 
be pushed on the CBS-TV “Burns 
and Allen” show, and on “Carna- 
tion Milk Time,” on the Keystone 
Broadcasting System. Erwin, Was- 
ey, Ruthrauff & Ryan, Los Ange- 
|les, is the agency. 


| 


Display Company Formed 

Chain Store Promotions Inc., a 
new company which will design 
and manufacture plastic store- 
|tront signs and other merchandis- 
jing aids, has opened offices at 
900 Mall Bldg., Philadelphia. Ted 
Lynch, formerly of Rohm & Haas 
Co., Philadelphia, is president. 
{Other officers are Jules Bellak, 
vp, and Dewees Showell, treas- 
urer. Mr. Bellak is also president 
of ABC Plastics Fabricators Inc. 
|Mr. Showell is vp and secretary 
of Mullholland-Harper Co. 
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S86 THE DIFFERENCE COLOR Ty MaKES 


CONTRAST—Black & white (left) 
and color (right) in the split il- 
lustration dramatize color tv for 
Radio Corp. of America in this ad 
appearing in the Oct, 12 New 
Yorker and Oct. 14 Sports Illus- 
trated. Kenyon & Eckhardt is the 
agency. 


S.F. Shoppers Hold 
Bag as Trade Stamp 
Firm Goes Bankrupt 


San Francisco, Oct. 8—For 
thousands of Bay Area shoppers in 
the Berkeley district the air has 
just gone out of the big trading 
stamp balloon with a loud pssst. . . 

Market-goers who have been 
hoarding Big M trading stamps are 
in for somewhat of a surprise when 
they attempt to “cash in.” 

The Big M Stamp Co., 1624 Uni- 
versity Ave., Berkeley, has asked 
the federal district court at San 
Francisco to declare it bankrupt, 
a step which prevents the immedi- 
ate redemption of thousands of 
stamps now in the hands of shop- 
pers for at least $50,000 worth of 
merchandise. 


s Attorney Don Campbell, who 
represents the Big M, told the court 
the company “went on the finan- 
cial skids when eight markets in 
Alameda and Contra Costa coun- 
ties suddenly terminated their con- 
tracts.” 

The company’s brief filed by Mr. 
Campbell listed debts at $34,551 
and assets at $412,240, of which 
$336,000 represents money owed 
the trading stamp company by the 
merchants, according to Mr. Camp- 
bell. # 


Otto Bernz Launches Drive 
for Bernz-O-Matic Torch Kit 

A six-months advertising cam- 
paign in consumer magazines and 
business papers, plus coopera- 
tive newspaper space, has been 
launched by Otto Bernz Co., Ro- 
chester, N. Y., manufacturer of 
propane gas appliances, to sup- 
port its current trade-in promo- 
tion plan for its Bernz-O-Matic 
all-purpose torch kit. Under this 
plan, hardware stores and electri- 
cal and plumbing supply dealers 
will offer customers a $1 discount 
on the new model kit, in return 
for turning in old torches of any 
brand or type, regardless of age. 
The torch kit is priced at $8.88. 

Both b&w and two-color ads 
will be used in Family Handy- 
man, Living for Young Home- 
makers and Popular Science, and 
in about a dozen business papers 
in the hardware, electrical and 
plumbing fields. Free ad mats and 
window banners are being sup- 
plied to dealers, many of whom 
are expected to tie in with co- 
operative newspaper advertising. 
Charles L. Rumrill & Co. is the 
agency. 


Phillips Joins WCKT 

Charles H. Phillips, formerly 
manager of sales development of 
Edward Petry & Co., has been 
named national sales manager of 
WCKT, Miami. 
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radio production department. He | tor. 
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Mindling Heads Barton Unit has been named radio director of ; Purex Sales, Earnings Up the preceding year. Consolidated 
Mindling, senior ac-|the agency. Barton also has ap- Purex Corp. Ltd., South Gate, | net earnings also reached a rec- 
count executive with Robert Bar-| pointed Ted Martine, formerly |Cal., reports consolidated net sales | ord high. They were $1,908,848, or 
ton & Associates, San Jose, Cal.,| with H. S. Crocker Co., Neil Samp-| for the fiscal year ending June 30, | $2.39 per-share, compared with 
has been named to direct a new/|son and Television Arts, art direc- | 1957 at a record $50,293,497, com- | previous earnings of $1,001,249, 
pared with $34,850,430 reported | equal to $1.59 per share. 


...only Copley News Service offers subscribers 


LATIN AMERICA...IN A NUTSHELL! 


Now — in minimum space — the Copley News Service offers newspapers lively, comprehensive coverage of the 20 
Latin American nations and their 165,000,000 people. 


Traveling staff writers and special correspondents in ten key capitals produce these regular features — 


PAN-AMERICAN REPORT — Five times weekly, a the Spanish language. (Translation provided for 
first-hand wrap-up of the most significant trends unilingual copy editors. ) 


Croughest Latin Amerion. THROUGH LIGHTEST MEXICO — Once a week, a 
KNOW YOUR HEMISPHERE — Once a week, a col- sparkling feature which captures the color, humor, and 
orful profile of the Latin American nations, based on drama of modern Mexico. 


information gathered on the spot. MEXICAN ROUND?IP — Once a week, a summary 
REPORTAJE HEMISFERICO — Once a week, a of the major news highlights from Mexico. 
survey of the Latin American scene, written in 


Join these subscribers to the Copley News Service Latin American Coverage: 


ALHAMBRA POST-ADVOCATE + ARIZONA REPUBLIC + AURORA BEACON-NEWS + BURBANK DAILY-REVIEW + REDONDO DAILY BREEZE 

MONROVIA DAILY NEWS-POST + ELGIN DAILY COURIER-NEWS + CULVER CITY EVENING STAR-NEWS + SAN DIEGO EVENING TRIBUNE 

VENICE EVENING VANGUARD + GLENDALE NEWS-PRESS + HOUSTON CHRONICLE + ILLINOIS STATE JOURNAL + ILLINOIS STATE REGISTER 

JOLIET HERALD-NEWS + RIVERSIDE ENTERPRISE +» SAN JOSE MERCURY NEWS + SAN PEDRO NEWS-PILOT + THE SAN DIEGO UNION 
TUCSON STAR + WACO NEWS TRIBUNE 


Other Exclusive Copley News Service features include 


GLOBAL REPORT (WORLD INTERPRETATIVE COLUMN) + THE FORWARD VIEW (FINANCIAL COLUMN) + SONGS OF A CITY (HOLLYWOOD 
FEATURE) + POINT OF VIEW (RADIO & TV COLUMN) + CHARTING THE GRAINS (GRAIN MARKET ANALYSIS) 


THE COPLEY NEWS SERVICE 


For complete information, write, or wire collect, The Copley News Service, 
Union-Tribune Building, 919 Second Avenue, San Diego 12, California 
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Neiman-Marcus Runs 35-Page 
Ad Section in ‘Vogue’ 
Neiman-Marcus, Dallas, is run- 
ning a 35-page advertising section 
in the Oct. 1 issue of Vogue, the 


ATED Bry, 
4, 
‘ ; PROVE AD CLAIMS 
* ~ Plan new campaigns... based on 


"ous mi expertly designed studies, authen 
ticated by independent research institute 
Clinical trials... toxicity studies ... sensitization 
tests biological screening product improve- 
ment. No obligation for estimate. Call or write 
Arthur D. Herrick, Director 
NEW DRUG INSTITUTE 


130 East 59 St., New York 22 © Mu 8-0640 


|largest single ad section in the 
| magazine’s history. Entitled, “Nei- 


| man-Marcus brings France to Tex- wine-testing. There will also be 
|as—everything from a to z,” the|exhibitions of French fashions, 
'section features merchandise and | paintings, tapestries, stamps, coins, 
imported from France, |medals, theater sets, automobiles 
|ranging from fashion merchandise jand poster art plus a French film 


| services 


for the whole family to cosmetics, 
perfumes, automobiles, travel fa- 
| cilities, books, food and liquor, all 
to be featured at Neiman-Marcus 
throughout October. 

In conjunction with the promo- 
tion, the store has planned a series 


| 


by famous French chefs, demon- | Japan. Manny Reiner, TPA’s for- | 


strations of French cooking, and a|eign manager, who is now in the | 


| festival in the store. 


|of dinners and luncheons prepared 


TPA Chalks Up Sales in 
Japan: Makes Ist in Korea 


Television Programs of America 


Far East, writes home that the) 
|Radio Tokyo TV Network has 
| bought “Lassie,” “Susie” and “Ra- 
lmar of the Jungle.” The same 
leompany has also bought “The| 
Lone Ranger” for showing in To-| 
kyo only. 

Mr. Reiner also reports that he 
has sold “Fury,” “Ramar” and 
'“Count of Monte Cristo” to HLKA- 


reports that it has made the largest |TV, Seoul—which he says is the 


single sale ever made by an Amer-| first sale by an American compa- 
ican television film company in 'ny in Korea. 


The PLAIN DEALER goes 


where your salesmen go 


Every morning, thousands of salesmen and manufac- 
turers’ representatives head for the rich 26 counties 
adjacent to Greater Cleveland, for this is the distrib- 
uting center of the rich northeastern Ohio market. 


Their selling job is easier where the product is con- 
sistently pre-sold through advertising. The Plain 
Dealer is the only Cleveland newspaper with impor- 


It’s a market LARGER than 
each of 36 entire states 


and the ONLY 


Cleveland Newspaper that 
sells this WHOLE MARKET is... [he Cleveland Plain Dealer 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, 
San Francisco and Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


; ’ . 
t-- {miss} ALA 5 on 
: 


Wet Fr ee 


tant circulation in the 26 adjacent counties that make 
up the whole Cleveland market. Every bit of “sell” 
you place in the Plain Dealer reaches the buying areas 
of Greater Cleveland and gives you a bonus of 26 
counties that nearly doubles purchasing power avail- 
able. Your salesmen will find the Plain Dealer a real 


selling partner in this area. 


The Plain Dealer sells two great 
RETAIL MARKETS Cteveland$2% billion 


26 adjacent Counties *2 billion 


rota. *4bY, pittion 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
COMMODITY CUYAHOGA COUNTY COUNTIES” TOTAL 
(000) (000) (000) 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 1957) 


*Akron, Canton and Youngstown's Counties are not included in above Sales. 


Advertising Age, October 14, 1957 


MILNOT 
has 24% fewer 
fat calories than 
ev iporated mil! 


SLIMMING—An offer of a McCall’s 
pattern is featured in a new news- 
paper campaign for Milnot, The 
13-week campaign for Milnot Co. 
will run in six midwestern mar- 
kets starting Oct. 4. McCann- 
Erickson, Chicago, is the agency. 


Harvard Medic Says 
TIRC Has Ignored 


Cancer Evidence 


New York, Oct. 8—Dr. David D. 
Rutstein, head of the Harvard 
Medical School’s preventive medi- 
cine department, challenges the 
Tobacco Industry Research Com- 
mittee in the current issue of The 
Atlantic to help set up an experi- 
ment to answer the question: 

“Will a decrease in cigaret smok- 
ing result in a concomitant de- 
crease in the death rate from lung 
cancer?” 

The article in the magazine is 
published as an “open letter” to 
Dr. Clarence Cook Little, chair- 
man of the scientific advisory 
board of the Tobacco Industry Re- 
search Committee. 

Dr. Rutstein charges that Dr. 
Little has “consistently ignored or 
brushed off all of the human evi- 
dence whenever a statement relat- 
ing cigaret smoking and lung can- 
cer has been released to the press 
by a research worker.” 


s Dr. Little said last week that he 
is preparing an article for the De- 
cember issue of The Atlantic to 
answer Dr. Rutstein. 

“I consider that Dr. Rutstein is 
entitled to his opinion,”’ Dr. Little 
said, “but personally I still need 
more evidence before I can be con- 
vinced.” 

Timothy V. Hartnett, chairman 
of the TIRC, has released a state- 
ment saying, “It will be clear to 
all who are familiar with the re- 
search policy and program of the 
scientific advisory board of the 
TIRC that the article in The At- 
lantic presents an inaccurate and 
misleading picture of. the public 
position and statements of Dr. Lit- 
tle.” Mr. Hartnett also pointed out 
that “the concern of the tobacco 
industry in the questions of tobac- 
co and health is shown by its ef- 
forts to get at the facts by appro- 
priation of $2,200,000 since 1954 for 
support of research work.” # 


Scott Joins Woolworth 


Raymond Scott, formerly gen- 
eral sales manager and director 
of chain store sales for the Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., has 
joined the advertising department 
of F. W. Woolworth Co., New York. 


Sales Execs Start Program 

A public information program to 
stress the advantages of careers in 
sales and marketing has been 
launched by the National Sales 
Executives, New York. Banner & 
Greif, New York, has been re- 
tained to conduct the program. 
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Peterson Names Hammond 


Robert M. Peterson & Associ- 
ates, Milwaukee, has appointed O. 
B. Hammond, formerly copy chief 
and radio-tv director of Barnes 
Advertising Agency, Milwaukee, 
an account executive. Peterson 
also has promoted Ronald C. Ade, 
formerly an account executive, to 
vp of sales promotion. 


Official Films Names Two 

Official Films, New York, tv film 
producer-distributor, has appoint- 
ed Harvey L. Fichter, formerly an 
account executive with Television 
Programs of America, northeast- 
ern account supervisor. Official 
also promoted Sherlee Barish, for- 
merly midwestern sales represent- 
ative, sales coordinator. 


70.3% of all Z/és Magazine 
households surveyed own 
their own home. 


96% of all Elks Magazine households have 
an electric refrigerator; 50.2% have an 
electric range; 55.3% have an automatic 
washing machine; 98.9% have an electric 
iron. In these appliance classifications, 
The Elks Magazine leads all other 
magazines appearing in the report. 


1,180,296 Elks comprise a mass market 
with class incomes the median of which is 


$6,050. 
Magazine Report gives the complete picture. 
Just write or phone to see a copy. 


MAGAZINE 


THE 


The Starch 51st Consumer 


New York * Chicago + Portiand, Ore. + Los Angeles 


American News Sued 
for $400,000 for ‘Not 
Fulfilling’ Contracts 


New Haven, Oct. 8—Suit for a 
total of $400,000 has been brought 
in U.S. district court against the 
American News Co., Delaware 
magazine distributor. 

Plaintiffs in two different actions 
are Arnold Magazines Inc., a Con- 
necticut corporation, Comic Mag- 
azines of Florida, and Comic Fa- 
vorites Inc., New York. 

Charging that American News 
did not fulfill contract terms for 
Arnold magazine distribution, Ar- 
nold is asking $150,000 damages. 
American failed “to make proper 
distribution” of its periodicals, 
failed to return unsold copies, and 
charged for those copies it did re- 
turn,” the complaint said. 


® A complaint against American 
News filed by Everett M. and 
Claire C, Arnold seeks a total 
recovery of $250,000—$100,000 for 
themselves and $150,000 for Comic 
Favorites Inc, They contend that 
American News failed to return 
unsold copies of periodicals pub- 
lished by Comic Magazines and 
Comic Favorites while holding a 
distribution contract from July, 
1953, to July, 1955. # 


Warwick & Legler Names 3 

Warwick & Legler, New York, 
has appointed Eric A. Jensen, for- 
merly a tv-radio producer with J. 
Walter Thompson Co., a producer 
and director in its tv department. 
Warwick & Legler also has named 
Edith Macaulay and Diane Par- 
ert to its copy department. Miss 
Macaulay formerly was with Rob- 
ert W. Orr & Associates; Miss Par- 
ert previously was with Young & 
Rubicam. 


Kalish Named WCAU A.M. 

Alan S. Kalish has been ap- 
pointed national advertising man- 
ager of WCAU, Philadelphia radio 
station. He has been a member of 
the WCAU sales staff since May, 
1955. 


You can always sell some of the people some of 


the time. But how much more desirable is a market 


that knows no off-season... .. not only for 


travel but for any exceptional product or service. 


Advertising Age, October 14, 1957 


Getting Personal 


Winners in the annual TV Guide golf tournament at the Llanerch 
Country Club, near Philadelphia, were Gerry Lauck, of N. W. Ayer 
& Son, with a two over par 74, for the agency group; Stanley Elk- 
man, of The Elkman Co., with a 79; Pete Kondress, of Lewis & 
Gilman Inc., 85; Charles White, Richard A. Foley agency, 87; and 
Lee Ehler, Ehler Inc., 88. Byruum Saam, Phillies baseball broad- 
caster, won the sportscaster cup with an 81; and Jack Sterling 
of WCAU-TV won the talent cup with an 88. Frank Mack, of 
WFIL-TV, won the station staff cup with an 81... 

John E. Surrick, sales development manager at WPEN, Phila- 
delphia, married the former Mary Fredericks on Sept. 21. The 
honeymooning couple plans to live at Swarthmore, Philadelphia 
suburb, when they return... 


Seaman Stone Fuchs McDonnell Garrett 


STUFFED FISH—Julius Fuchs, who has spent 30 years keeping Compton 
Advertising ads typographically impeccable, looks in a gift fish’s 
mouth and finds $100, an anniversary present. Surrounding the 
type director in his New York office are Alfred J. Seaman, exec 
vp and creative director; Loren B. Stone, vp in charge of art; Robert 
McDonnell, vp and manager of the art department; Rupert Witalis, 
art director; and George Garrett, print production manager. 


Witalis 


Welcome H. Cullum is retiring as business manager of the 
Evening Register, New Haven, Conn., after 28 years in the post. 
He and his wife are moving to Pampano Beach, Fla. . . 

Nancy Hilton, daughter of Peter Hilton, head of Hilton & Riggio, 
will be presented to society at the Debutante Cotillion and Christ- 
mas Ball at the Waldorf-Astoria Dec. 20. . . 

Paul Pinson, AA’s Drawthinks man, is one of the 24 owners (and 
exhibitors) of a new Chicago gallery called Exhibit A, which is 
operated by the artists themselves and displays works of all the 
members . 


Lutz Rexford 


PAST & PRESENT—The oldest ex-presidents of the Poor Richard Club, 

Philadelphia, meet second-termer Alfred P. Rexford, R. W. Rex- 

ford Co., at the club’s “Presidents’ Nite.” The former presidents are 

Jack Lutz, retired pr director, W. B. Saunders Co., and Howard 
Story, Story, Brooks & Finley. 


The Northern Westchester All Stars, the team that won the 
state competition in the Babe Ruth League, were entertained Sept. 
30 at the league’s annual dinner by a number of celebrities, includ- 
ing Walter “Whitman” Swertfager, the magician—he’s also in the 
sales promotion department of Sinclair Refining Co. and son of 
Lennen & Newell’s senior vp .. . 


Hulga Dudman, copywriter for Warner Bros. foundation gar- 
ments at C. J. LaRoche, is back at work after suffering a compound 
leg fracture in the recent Northeast Airlines crash in Massachu- 
setts... 


David Ogilvy, head of Ogilvy, Benson & Mather, has been elect- 


ed to the board of directors of the Philharmonic Symphony Society 
of New York... 
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THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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m= 6 Lehn & Fink Buys 
52-Week Segment 


on ‘Bride & Groom’ 


New York, Oct. 8—Network 
sales were few last week in both 
radio and television. NBC was the 
only tv network with any orders 
to report. Chrysler and General 
Foods orders accounted for most of 
the radio business. 

Lehn & Fink Products Corp. 
bought an alternate-week quar- 
ter-hour segment of NBC-TV’s 
“Bride & Groom,” starting Nov. 
14, through McCann-Erickson. 
The order was placed for Lysol 
and runs for 52 weeks. 

Bridgeport Brass Co., a new ad- 
vertiser in network tv, has ordered 
a total of 17 one-minute participa- 
tions on NBC-TV’s “Today,” start- 
ing Oct. 8. The order was placed 
through J. M. Mathes Inc., in be- 
half of Bridgeport ware cooking 
utensils. The company has also 
scheduled radio and tv spots in top 
markets such as New York, Bos- 
ton, Philadelphia and San Fran- 
cisco. Ads in magazines directed 
toward the bridal market have al- 
so been planned. 

Four other advertisers placed 
orders on NBC-TV’s “Today”: 
P. H. Hanes Knitting Co., through 
N. W. Ayer & Son, 40 one-minute 
participations starting in April; 
White Motor Co., six one-minute 
participations, through D’Arcy 
Advertising Co.; L. C. Forman & 
Sons, two one-minute participa- 
tions, through C. Wendel Muench 
& Co.; and Mystik Adhesive Prod- 
ucts, three one-minute participa- 
tions, through George H. Hart- 
man Co. 

Mystik also ordered two one- 
minute participations on “To- 
night.” General Time Corp. or- 
dered five one-minute participa- 
tions on “Tonight,” through BBDO. 


® Chrysler’s order with ABC Ra- 
dio called for five five-minute 
segments weekly of “Breakfast 
Club,” effective Oct. 3, through 
McCann-Erickson. Chrysler also 
bought ten 20-second newscast 
adjacencies a week for four weeks 
on Mutual, effective Oct. 3. Chrys- 
ler previously had ordered the 
same adjacencies on Mutual, 
starting Oct. 31; the latest order 
represents an addition. 

Also at Mutual, General Foods 
bought 30 eight-second newscast 
adjacencies per week, starting 


BIG NEWS 
>) inFARM 
\ MEDIA / 


. & 
A | y 
> ‘ 


CLIP 
AND SAVE 
PAGES 
100 & 101 


Oct. 7, through Young & Rubicam. 

At CBS Radio, Ex-Lax Inc. or- 
dered six five-minute segments 
per week, effective Oct. 1 for 52 
weeks, through Warwick & Leg- 
ler. 


LEHN & FINK DRIVE 
AIMS AT NEGRO MARKET 

New York, Oct. 8—Lehn & Fink 
Products Corp. is adding 13 week- 
ly newspaper groups to its sched- 
ule for Lysol disinfectant, Adver- 
tising in the weeklies, combined 


with Negro interest magazines, is 
planned to reach 50% of consum- 
ers in the top 25 Negro markets 
across the country. McCann-Erick- 
son, New York, is the agency. + 


Simon & Schuster Sold 

M. Lincoln Schuster and Leon 
Shimkin have acquired ownership 
of Simon & Schuster, New York 
publishing house, from Field En- 
terprises Inc. Richard L. Simon, 
who with Mr. Schuster founded 
the company in 1924, has re- 


signed and plans to start his own 
publishing company next year. 
Mr. Shimkin has been with the 
company since shortly after it was 
started. The co-owners will alter- 
nate annually as president and 
board chairman, with Mr. Schus- 
ter as president the first year. 


Lundstrom to Farquhar 
Lundstrom Laboratories, Herk- 
imer, N. Y., has appointed Far- 
quhar & Co., Utica, N. Y., to han- 
die its advertising. Lundstrom’s 
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exclusive Densiwood _ process, 
which hardens wood, will high- 
light a new advertising program 
for Lundstrom. Consumer maga- 
zines and business papers will be 
used. 


Nolte Joins BBDO 

Larry Nolte, former ad manager 
of White King Soap Co., Los An- 
geles, has joined the San Francis- 
co staff of Batten, Barton, Durstine 
& Osborn to work on the Cling 
Peach Advisory Board account. 
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‘57 Ad Volume of 
Business Papers Is 
Up 3.8%, Says ‘IM’ 


Cuicaco, Oct. 8—During the first 
nine months of this year, advertis- 
ing volume in business publica- 
tions increased 3.8% (14,264 pages) 
over the first nine months of 1956, 
according to some 325 business pa- 
pers reporting in the October issue 
of Industrial Marketing. For the 


month of September, the group re- 
ported a gain of 29% (1,316 
pages) over September, 1956. 


® The group of industrial pub- 
lications increased 5.8% (14,151 
pages) for the year to date, and 
gained 4.9% (1,484 pages) for the 
month. Product news publications 
reported a gain of 1.1% (336 units) 
for the first 9 months of this year 
over 1956, and 1.4% (48 units) for 
September, 1957, over September, 
1956. Trade publications continued 


to show the only decline—5.6% 
(3,078 pages) for the year to date 
and 5.6% (368 pages) for Septem- 
ber. 

The group of class publications 
reported an increase of 6.3% (1,915 
pages) for the year to date total, 
1957 over 1956, and a gain of 3.8% 
(152 pages) for the month. Export 
publications gained 9.1% (940 
pages) for the first nine months of 
the year, but remained exactly 
even with 1956 for the month of 
September. + 


‘Textile World’ Changes 

McGraw-Hill Publishing Co. has | 
appointed Walter C. McMickle ad- 
vertising sales manager of Textile | 
World. He has been on the sales 
staff since 1955. E. D. Fowle, for- 
merly publisher and sales manager, 
has been named director of spe- 
cial editorial services, to succeed 
L. C. Morrow, who is retiring. 
Prentice Thomas, editor of Textile 
World, has been appointed pub- 
lisher and editor of the publi-| 
zation. 


“High reader interest 


in verbless headlines 


“There may be some raised eyebrows among the copywriters 
and their chiefs who battle to get action verbs into headlines— 
but our analysis shows conclusively that headlines with no 
verbs do well here,” says J. W. Rosberg, recognized readership 
research authority, and Vice President in Charge of Research, 


The Buchen Company. 


This is just one of the surprising and significant findings from 
a study of over 1200 Readex-rated advertisements in POWER 
ENGINEERING—a study underwritten by POWER ENGINEERING to 
help make the advertising in its pages even more effective. 


Facts about illustration content, use of color, length of copy, 
and many other facets of ad preparation are presented in the 
new booklet “How to Improve Readex Interest Ratings in POWER 
ENGINEERING,” with charts, text and example advertisements. 


Ask for your copy of this new booklet 
rich in reader interest facts! 
Call the POWER ENGINEERING repre- 


sentative near you, or write Technical 
Publishing Company on your business 


letterhead. 


Power Engineering 


Technical Publishing Co., 308 E. James Street, Barrington, Illinois 


)?? 


oucH—A flame-red- “pain face” 

catches the attention of the sun- 

burn sufferer in this counter car- 

ton for’ White Laboratories, de- 

signed by Schnur-Appel, Union, 
N. J. 


Would you like to be the 
life of the Plans Board? 


Do you sit idly by, sobbing 
into your hankie, while 
someone else hogs the 
stage? 


There’s a cure, friend... 


At the recent Sportsman’s 
Show, key KTTV person- 
nel interviewed the crowds 
day after day, getting 
important answers to 
questions about Southern 
Californians and their tele- 
vision viewing habits. 


For the first time, this in- 
formation is available to 
you...packed with vital 
facts that mean business 
to you. 


“How enter 
Publisher also of PLANT ENGINEERING ana — 
Representatives: “What time do people go 
New York 17 Philadelphia San Francisco 5 Denver 2 to bed in Southern 
Joseph E. Halloran Oscar Wilds J. Leslie Meek Robert H. Heidercbach California? 
Murray Hil 33779" Abington, Pa. «625 Market’ Sk” —222 Colorade National Bank Bidg “ people wri 
Murray Hill 5- ington, Pa. Market St. a le 
Turner 7-6688 Yukon 6-0647 Keystone 4-4669 oe ve ner ooh i > 
Chicago 3 Pittsburgh 19 eles 5 Houston 6 ors o” $20 
Warren F. Soas Robert R. And Connie J. Grabb Frank N. Vickrey stations? 
110 S. Dearborn St. 404 Frick Bldg. —_ McDonaid- Thompson McDonald- Thompson 
Dearborn 2-5453 Court 1.4878 va eS 3217 Manweve Bide. “Where do people find 
nape 2 ES out about the television 
Ohio New Englond Secttle | Tulso 4 th tch?” 
William L. Black Charles R. Lippold T. Harry Abney Ted R. Trautman programs they wa ’ 
} ae Ruth fae. : —— * ene ep eg ae 
wyahoga Falls, Ohio iverside, Conn. Western Ave. 0 uth Utica . 
(Akron) Swandale 4-8736 Neptune 7-2210 Elliott 3767 Riverside 3-1981 Fill out the coupon below 


and the booklet is yours 
by return mail. 


Research Department 

5746 Sunset Bivd. 

Hollywood, Calif. 

Send me 30,000 Answers 
About Los Angeles Television. 


Name 
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Armed Forces Families 
In Europe Spend 


$300,000,000 Annually 


Armed Forces servicemen and dependents in Europe 
are a $300,000,000 market for American-made 
merchandise. And the points-of-sale that supply that 
demand are the PX’s and commissaries of every 
military post. The American WEEKEND, the fact 
and feature packed “Sunday Newspaper” for service 
families in Europe, is the major medium and the 
prime motivator of buying decisions in this massive 
“metropolitan area” abroad. Learn, now, how you 
can reach “exports richest dollar market”—without 
export “red tape” —and sell it through the promotion 
power of the American-edited, American-read, 
American WEEKEND overseas. 

Write for the new military market information book— 

“MASS SELLING AND SAMPLING TO MILLIONS” 


- The American > ARMY TIMES PUBLISHING CO. 2020 ™ Ss, N.W. Washing 
“UU, $. OFFICES: Boston, Charleston, S.C., Chicago, Dallas, Detroit, Honolulu, 


WEEKEND = 0200 sor Mex Yo ticseione, Son Froncsco 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 
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Along the Media Path . 


The Spokesman-Review, Spo- 
kane, Wash., reached for the rain- 
bow Sept. 24 with a 24-page issue 
with 20 pages in r.o.p. color. 1,000 
copies were flown to Chicago for 
distribution at the 2nd annual 
Newspaper R.O.P. Color Confer- 
ence. 


e@ The Chicago Tribune on Satur- 
day, Sept. 28, began publication of 
regular weekday comics in full 
color on the back page of the 
Saturday pages. 


e Radio Station WBT, Charlotte, 
N.C., has mailed to clients, agen- 
cies and the trade copies of a 
“matchless” notebook. Looking like 
an enlarged packet of matches, 
the book, when opened, reveals a 
supply of miniature note-paper. 
On the back cover is the legend 
entitled “Domination,” quoting a 
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THE BucHEN COMPANY 


DAILY NEWS BUILDING, CHICAGO « RANDOLPH 6-9305 


In expressing housing preferences, 
the female is more outspoken than 
the male. And so, when represent- 
ative women aired their views at 
an Official housing conference, our 
advertising fact-finders listened. 


Out of it came a new approach 
to our client’s advertising—a dem- 
onstration of the way his prod- 
ucts can make houses look dif- 
ferent, more attractive to women, 
without imposing a building-cost 
penalty. 


Keeping alert to new facts— 
digging them out when they are 
not easily available—helps us 
keep our clients’ advertising time- 
ly and effective. May we dem- 
onstrate—for you? 


Our booklet, “Maybe You Need a 
Specialized Agency,” gives facts you may 
not know about selecting your advertis- 
ing counsel. Your copy is waiting. 


1957 A. C. Nielsen Co. survey 
which shows WBT is one of the 
nation’s top three stations in dom- 
ination over home county com- 
petitors. 


e An unsolicited 800-line news- 
paper ad paying tribute to Na- 
tional Newspaper Week was placed 
in the Indianapolis News, Times 
and Star by Stark, Wetzel & Co., 
meat packer, and its associate 
company, Grand Duchess Steaks 
Corp., on Oct. 1. Company officials 
said, “This was our way of paying 
tribute to all the people of the 
fourth estate in our community, 
and declaring publicly our sincere 
belief in the importance of the 
freedom of the press.” 


@ Department of New Laurels: 

Vision, Spanish-language news 
magazine serving 19 Latin Amer- 
ican republics, brings its seventh 
year of publication to a close Oct. 
11 with the highest revenue issue 
to date. 63 advertisers appear in 
the full international edition, with 
17 additional advertisers in the 
Mexican supplement. 

Redbook’s October issue carried 
29% more display advertising lin- 
age than the same issue last year, 
and display advertising revenue 
was up 53%. 

Motor Boating’s current issue 
shows the largest October billing 
in its 50-year history. Dollar vol- 
ume for the 109-page issue was 
up 14% over the corresponding 
issue last year. 

Parents’ Magazine follows its 
record-breaking October issue, the 
first single issue in its history to 
carry a million dollars in advertis- 
ing revenue, with an alltime ad- 
vertising revenue high for a No- 
vember issue, and a 6% revenue 
gain over the same month in 1956. 
Advertising linage also showed a 
gain over last year, Circulation 
guarantee goes to 1,775,000 net 
paid ABC yearly average with the 
January, 1958, issue. 

Advertising pages in Nation’s 
Business October issue were up 
23.6% over October of last year, 
making this the second largest is- 
sue in the publication’s 42-year 
history. The largest issue in terms 
of advertising volume was the 
May, 1957, issue. 

Good Housekeeping’s October is- 
sue carries $2,649,752 of advertis- 
ing. This exceeds by more than 
$300,000 the advertising revenue 
of any previous issue in the mag- 
azine’s history. # 


Jones to Stromberg-Carlson 

Richard W. Jones has been 
named sales promotion manager 
of the special products divi- 
sion of Stromberg-Carlson, Ro- 
chester, N. Y. He formerly oper- 
ated his own sales promotion 
consulting service. 


In YOUR Business... 


Chi 


the home of the CHICAGO PRESS CLUB 
HAROLD P. BOCK, General Manager 


- 
Call Nearest SHERATON for 
Free Teletype Reservation 
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More and more advertisers are coming to agree with The New 
Yorker's belief that common sense and dignity* create more 


effective selling tools than superlatives and exaggeration—espe- 


cially when directed to The New Yorker's intelligent audience, 


*A publishing principle which has guided The New Yorker for thirty-two years, 


New York, Chicago, London, San Francisco, Los Angeles 
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Business Papers Must Stress Product 
(i.e. Editorial) Improvement: Bond 


McGraw-Hill Exec Tells 
Editors: Ignore Admen’s 
‘Base, Ulterior Motives’ 


New York, Oct. 8—Today busi- 
ness papers “cannot leave one iota 
of product improvement to chance 
or the unconscious mind,” Nelson 
Bond, board chairman of Associat- 
ed Business Publications and exec 
vp, publications division, Mc- 
Graw-Hill Publishing Co., told the 
National Conference of Business 
Paper editors here today. 

“We must constantly recognize,” 
Mr. Bond said, “that we face new 
challenges to our kind of publish- 
ing—from television, from radio, 
from general magazines. We must 
never forget that our products 
have to be sold in a market place 
where many competing products 
are given away. No other business 
that I can think of faces such a 
fantastic situation as this. 

“Serve the reader first’ must 
continue to be our shibboleth if 
we are to continue to serve our 
advertisers as well,” Mr. Bond 
said, 

Emphasizing that product im- 
provement among business papers 
must stem from the editors, he said 
that “all other improvements, in 
circulation practices or advertising 
sales techniques, are corollary ones 
and dependent on editorial im- 
provement.” 


s Mr. Bond told the editors that 
“the expedient pressures of the 
advertising department” should 
not be allowed to affect “the job 
you know you must do to serve 
your subscribers fearlessly. Pay no 
attention to those advertising peo- 
ple,” he said. “Their motives are 
base and ulterior. I speak from ex- 
perience as an old advertising 
salesman.” 

Noting that American business 
and industry will have spent $7.3 
billion in 1957 for research and de- 
velopment—double the amount 


spent for research and develop- | 


ment in 1953—Mr. Bond pointed 
out that these expenditures repre- 
sent new opportunities for business 
papers editorially and in adver- 
tising potentials. “But they repre- 
sent, also,” he declared, “an obli- 
gation on our part to make certain 


BIG NEWS 
in FARM 
MEDIA, 


CLIP 
AND SAVE 
PAGES 
100 & 101 


fore leaders of business and indus- 
try. 


s “To take advantage of our op- 
portunities and discharge our ob- 
ligations,” Mr. Bond said, “we too 


: must spend money—in editorial, 
that our products (our publica-|>ircylation and advertising re- 


tions) keep pace with new devel-| search. Funds will have to be cour- 
opments, so that we can continue, ageously set aside for these pur- 
economically and efficiently, to| poses. Has your paper doubled its 
place the news of their existence— | research and development expen- 
the details of their operation—be-|ditures since 1953?” he asked. 


“Basically,” Mr. Bond said, “our 
only chances of improving our 
products lie within each one of us. 
Very few are geniuses. We should 
frequently resort to introspection. 
Product improvement begins with 
us—all of us, individually—as ed- 
itors, publishers, advertising and 
circulation men and women.” 


® Concluding, Mr. Bond quoted a 
statement by an anonymous writer, | 
which he has framed in his office: | 
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“At every crossway on the road 
that leads to the future, each pro- 
gressive spirit is opposed by 1,000 
men who appoint themselves to 
guard the past.” 

“We are at a crossway today— 
the crossway of product improve- 
ment,” he said. 

“Therefore, I am asking Bill 
Beard (president of ABP) to plan 
all future meetings this year 
around the subject of product im- 
provement in all of its aspects.” # 


WcHECK CHILTON 


If you sell the optometric profession 
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tages in the sale of Norelco shav- | obtained Norelcos for $11.97, while; motion money spent in that city 

Norelco Is Second es | saontter customers, who bought | “and almost as much as it paid for 
Last week the commission is-|through distributors, paid $14.97|the shavers.” 

Shaver Maker Hit jsued a somewhat similar aes les $16.22. The complaint claims North American also was ac- 

by FTC in Week plaint against Schick, with an some of the big buyers set up dum-jcused of providing demonstrators 

jadded provision charging that the | my wholesalers in order to qualify |and service men to favored cus- 

WasHIncTon, Oct. 10—In its company misleads the  public|as direct buyers. itomers to sell, repair or demon- 


second electric shaver complaint when it advertises that the “Lady 

within a week, the Federal Trade|Schick” is free when purchased|s# The complaint also says promo- 
Commission today charged that|with the Schick 25 (AA, Oct. 7).|tion benefits were available on a| MacManus, John Names 2 VPs 
North American Philips Co., New| Today’s complaint against North | discriminatory basis. In Philadel-| in L. A.; Adds Account 

York, gave big retail outlets il-| American Philips said big buyers, | phia, it is said, one large drug chain} MacManus, John & Adams, 
legal price and promotion advan-| dealing directly with the company, | received more than half the pro- which has recently expanded its 


strate shavers. + 


and optical industry... you can sell best in 


The Optical Journal and 


REVIEW OF OPTOMETRY 


. . . for 66 years this national publication has been 
recognized and accepted for its integrity, reader in- 
terest, and advertising value. Surveys indicate reader- 
ship of regular features and technical articles to be as 
high as 98.8% and readership of advertising pages as 
high as 96.6°%. Optometrists and dispensing opticians 
account for approximately 85°% of its more than 
10,000 semimonthly circulation. The balance goes to 
manufacturers, distributors, prescription laboratories 
and students. 


MEN Oey 


The Optical Journal and Review of Optometry is published by Chilton Com- 
pany, one of the most diversified publishers of professional, industrial and trade 
magazines in the country —a company with the resources and experience needed 
to make each of 15 publications outstanding in its field. In keeping with Chilton 
policy, the staff of The Optical Journal and Review of Optometry devotes full 
time to the field the publication covers, striving for editorial excellence and 
strict quality control of circulation. In achieving both objectives, it has 
earned the confidence of readers and advertisers alike. 


Chilton 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist. The Iron Age+ Hardware Age 
Spectator - Automotive Industries - Boot and Shoe Recorder « Commercial Car Journal 
Butane-Propane News- Electronic Industries- Jewelers’ Circular-Keystone» Motor Ages Gas 
Optical Journal & Review of Optometry+ Hardware World. Distribution Age+ Book Division 
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| Los Angeles staff, has appointed 
\two vps on the staff. They are 
Robert Guggenheim Jr., who con- 
tinues as manager, and Ralph 
Yambert, who becomes supervisor 
of all account operations in the 
office. Mr. Yambert had operated 
his own agency, which was ac- 
quired by MacManus, John in 
August (AA, Aug. i2). Tom 
Browman, formerly production 
manager of Stiller, Rouse & Hunt 
and Paris & Peart, has been 
named production manager in Los 
Angeles. 

The agency also has been 
named to handle advertising for 
the Inglewood Savings & Loan 
Assn. 


Forms Consultant Group 

Robert W. Wolcott, recently re- 
tired board chairman of Lukens 
Steel Co., has formed a new man- 
agement consultant organization, 
Robert W. Wolcott & Associates, 
and has opened an office in the 
Suburban Station Bldg., Philadel- 
phia. 


it’s 
the 
flavour 


... always 


HIGHLAND CREAM 


class 
by itself 


since 


TEACHER’ 


TEACHER'S 
HIGHLAND CREAW 


86 PROOF BLENDED SCOTCH WHISKY 
Schieffelin & Co., New York 
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WIDE, WIDE INTERESTS 


Engineering serves them ALL! 


e NOW asingle weekly magazine serves all the major interests of 
men engaged in product design, research and development 


e Authoritative editorial content assures INTENSIVE READERSHIP 


e Covers in depth key product development personnel 
at all levels of PRODUCT PLANNING 


e Rapidly INCREASING CIRCULATION gives 
you extra benefits 


e Greatly improved VISIBILITY for your message 


e Choose the BEST EDITORIAL ATMOSPHERE 
for your advertising 


e Vastly expanding sales potential for your products 
in the ORIGINAL EQUIPMENT MARKET 


® @ 


THE McGRAW-HILL WEEKLY 


to sell the product planners throughout 
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Chestertield’s ‘Non-Irritating’ Claims 
Again Under Fire of FTC Hearing Examiner 


WasHIncton, Oct. 10—Federal 
Trade Commission Hearing Ex- 
aminer William I. Pack issued an 
initial decision today which would 
stop Liggett & Myers from adver- 
tising that Chesterfield cigarets 
won't irritate the nose, throat and 
accessory organs. 

His ruling conforms to the po- 
sition which FTC has taken in 
all tobacco cases during the past 
15 years and is based on a finding 
that no physician or scientist 
produced by Chesterfield or the 
government has been willing to 
say that cigarets can be smoked 
with impunity. 

On the other hand, his decision 
contains concessions which rep- 
resent a substantial victory for 
Liggett & Myers, for he has ruled 
that he finds nothing misleading 
in the use of phrases such as 
“milder,” “soothing and relaxing” 
and “leaves no unpleasant after 
taste” in Chesterfield ads. 


® This is the second time Mr. 
Pack has issued an initial decision 
on the Chesterfield case since the 
original complaint was issued in 
January, 1953. 

Before testimony was taken on 
the irritation claims, he issued 
an initial decision in mid-1954 
dismissing the attacks on the 
phrases “milder,” “soothing and 
relaxing,” “leaves no unpleasant 
after taste,” and “cooler.” He clas- 
sified these claims as “puffery” 
and asserted no public purpose 
would be served by further liti- 
gation over them. 

The hearing on the “irritation” 
claims was continuing when, in 
April, 1955, FTC reversed the ear- 
lier initial decision and ordered 
further hearings on the phrases 
“milder,” “soothing and relaxing” 
and “leaves no unpleasant after 
taste.” The commission conceded 
no case had been made against 
“cooler.” 


® In his new decision Mr. Pack 
stood his ground on the three dis- 
puted phrases, insisting that they 
are mere “puffery,” involving no 
substantial public issue. 

On the subject of irritation, 
however, he said, “Witnesses dif- 
fer on the extent and gravity of 
the danger from smoking, but all 
recognize that at least some dan- 
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ger is present.” 

He rejected testimony that a 
consulting organization found 
Chesterfield smokers did not suf- 


'fer from irritation of the nose, 


throat and accessory organs. 

He said this research could not 
be regarded as scientific in the 
real sense, because (1) there was 
no proof Chesterfields were 


smoked exclusively; (2) there 
was no indication of the number 
of cigarets smoked daily; and (3) 
there was no information on the 
condition of participants between 
examinations by an otolaryngolo- 
gist every two months. 


® More than two years ago FTC 
issued standards of advertising 
practices for the tobacco industry 
which specifically prohibit any 
copy which claims cigarets can 
be used without irritating the 


nose, throat or other organs. 
Mr. Pack’s decision is subject to 
review by the full commission. + 


Maizlish Acquires KPAL 

Harry Maizlish, owner of 
KRHM-FM, Hollywood, has re- 
ceived FCC approval to acquire 
full ownership of KPAL, Palm 
Springs, Cal. In the transaction, 
which involved more than $70,- 
000, Mr. Maizlish bought the 50% 
interest held by Gregson Bautzer 
and Jerry Lipsky. 


Advertising Age, October 14, 1957 


Westinghouse Renews ‘Studio I’ 

Westinghouse Electric Corp., 
Pittsburgh, has renewed its spon- 
sorship of “Studio One” on CBS- 
TV for two more years, effective 
Jan. 1, 1958. The hour-long pro- 
gram is shown weekly. McCann- 
Erickson is the agency. 


Hart Joins Dozier-Eastman 
Ronald M. Hart, formerly vp of 
R. H. Buss & Associates, has 
joined Dozier-Eastman & Co., Los 
Angeles, in an executive capacity. 


Griffin’s great on 


Now Merv Griffin, popular singer-actor of Finian’s 
Rainbow fame, adds a nighttime musical note to 


American's all-new, all-live program schedule. 


The brand-new Merv Griffin Show is a five-a-week 
session of currently popular music and song featur- 
ing frequent guest appearances of today’s hit-tune 
singers. Its regular cast headlines songstress Darla 


The new Merv 


Griffin Show 


puts a peppy portion of 
showmanship-salesmanship 
on American Radio 


every weekday night, 
7:15 to 7:55 pm 


Hood (live), The Spelibinders (live) and veteran an- 
nouncer Doug Browning (live). The entire musical 
production is handled by co-producers Lyn Duddy 


and Jerry Bresler. 


Here’s a perfect package of showmanship and 
salesmanship that’s especially designed to reach 
and sell nighttime radio’s youngest family audience. 
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Gordon’s Vodka charge of sales for Renfield Im-| papers, with large advertisements | agency for Gordon’s gin, will also 
porters Ltd., distributing organiza- | to appear simultaneously with dis- | handle the vodka account. 

Gets $l 000 .000 tion for Gordon’s gin and vodka, at | tribution in various markets. The new vodka is made in Gor- 

. a meeting of 600 salesmen em- don’s distillery at Linden, N.J. The 

Ad Introd cti ployed by wholesalers in the New|s# A total of 75 markets on the|product will be offered in tall, 

u on York area. |Eastern Seaboard will be covered |slender, specially contoured bot- 


New York, Oct. 8—Gordon’s Dry| The advertising budget set up/|initially, he said. Total national) tles, distinctly different from the 
Gin Co., a leading gin producer,|for the new vodka is substantial. | distribution is expected to be com- | traditional Gordon’s gin package. 
will introduce Gordon’s vodka next|Don Zulauf, Renfield advertising | pleted late next spring. It will be made available in two 
week with a newspaper campaign |manager, told Apvertisinc Ace that} When national distribution has) proofs, 80 and 100. The label of 
which breaks here Oct. 17. plans call for an expenditure of | been achieved, Mr. Zulauf said, it| the 80 proof will feature the famil- 

First announcement of the Gor-| $1,000,000 during the next six|is expected that selected national|iar coloring of the Gordon's gin 
don’s vodka program was made|months. The advertising, he said, | magazines will be used. label, while the 100 proof vodka 


| 


yesterday by J. S. Birnbaum, vp in| will be conducted entirely in news-| L. H. Hartman Co., Renfield’s| package will use a different color 


| American! 


combination. 


® The company’s gin and vodka 
will be marketed in completely 
separate advertising campaigns, 
Mr. Zulauf said, because the two 
beverages have entirely different 
markets. 

The new vodka will be sold 
where regulations permit in half- 
pints, pints, fifths, quarts and half- 
gallon containers. + 


Sheldon Joins KFMB 

Roger Sheldon has joined the 
sales staff of KFMB, San Diego, 
Cal. He was formerly with KGIL, 
San Fernando, Cal. KFMU-FM, 
Los Angeles, where he was gen- 
eral manager, and KRHM-FM, 
Hollywood. 


Bagby Joins Ridder-Johns 

Robert Bagby, formerly with 
the advertising department of the 
Independent, Long Beach, Cal., 
has joined the sales staff of Rid- 
der-Johns, Los Angeles, newspa- 
per representative. 
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It’s time for business. 


The cash register’s ring is as 
sweet as any guitar string. 


What more profitable source 
on U.S. products than American 
Exporter’s Annual Buyers 
Guide Issue—January, 1958? 


There is none our readers will 
tell you—some 35,000 hard-hit- 
ting importers, dealers, mer- 
chants, and distributors in 150 
countries. 


@ The biggest single issue in export 
trade publishing—276 pages. 


@ The best-known and most com- 
plete reference source on U.S. 
products for the overseas buyer. 


@ The 64-page special Buyers 
Guide has 600 product classifi- 
cations for the 1,400 American 
Exporter Publication advertisers 

400 separate listings. 


Ad forms close Nov. 20 


Editions in English & Spanish 
80th year! 


AMERICAN 
EXPORTER 


386 Fourth Avenue, New York 16, N. Y. 
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3 Affiliates Leave ABC Radio 
ABC Radio affiliates in three 

markets have left the network over 

the past few weeks. Birmingham |Omaha, ended its ABC agreement | WAPI in the Birmingham market 


station, WSGN, left the network on j Oct. 4. No replacements have been 
Sept. 20 and was followed closely | announced as yet, although ABC is 
by KOME, Tulsa. Station KBON,/reported to be negotiating with 


Manischewitz 


WHO ARE THE MEN 
WHO BUILD AMERICA? 


(They plan, design, build or 
influence every major 
construction job in this 
country and in most 
of the world!) 


|Shifts Ads to 
Broaden Appeal 


(Continued from Page 2) 

feel that “it’s not for them—it’s 
a special wine for certain people.” 

The new theme, therefore, is 
“Everybody’s wine—because it 
tastes so good,” and the ads and 
commercials show “real” people 
(“ordinary, simple people, rather 
than models”) drinking wine in 
pleasant everyday surroundings. 
In keeping with this universal 
theme, the word “kosher” has 
been dropped from all advertising. 

The print ads, for example, 
show an older woman dining, a 
group of young adults in front of 


Cartoon idea contributed by Horry R. Furlong, 


Leo Burnett Co., Inc., Chicago 


And there are two sides to the 
DELAWARE VALLEY 


Valley as one market — one target to shoot at. 


an economic personality of its own. It has family 


COURIER - POST and the TRENTON TIMES. 


DELP, 


like trying to drown a barbecue blaze with an eye- 


It pays to cross 
the Delaware 


Represented nationally by GEORGE A. McDEVITT CO., Incorporated 7 New York e Chicago e 


CAMDEN COURIER- 
TRENTON TIMES 


Philadelphia 


There was a time when advertisers could think of the Delaware 


Not so today. The New Jersey half of the Valley has developed 


incomes and 


retail sales that dwarf national averages. It's become an area in 
which “all buying and selling are local.’ And it takes local news- 
papers to reach its residents effectively. It takes the CAMDEN 


To try covering this booming market with out-of-state papers is 


dropper. 


POST 


Established 1875 


Established 1883 


7 Detroit e 


Advertising Age, October 14, 1957 


the fireplace, or a close-up of an 
older man holding a wine glass. 
Sample headlines: “Have you 
ever tasted Manischewitz wine?” 
or “I had no idea wine could taste 
so good.” 


® Copy for one ad reads: “Maybe 
you've felt this wine was not for 
you? One sip will tell you what a 
treat you’ve been missing. Mani- 
schewitz is everybody’s wine. Sure 
enough, it has always been—and 
still is—the time-honored wine to 
serve on special occasions. But 
you'll find it tastes far too deli- 
cious to be kept for great days 
only. 

“Made from sun-ripened, lus- 
cious, sweet Concord grapes, Man- 
ischewitz captures their natural 
goodness and flavor. It’s a joyful 
wine at any time—but especially 
to drink with your friends and 
family around you. Serve Mani- 
schewitz wine, and honor your 
guests. Look for it in the famous 
four-square bottle.” 

Although the company has 
shifted to a new ad approach, it 
will still use its catchy “Man, oh 
Manischewitz” jingle which has 
saturated the airwaves for the 
past several years. The jingle will 
be continued as a lead-in for radio 
and tv spots and as a guide to 
pronouncing the trade name. 


s All print ads carry the paren- 
thetical quote: (“Man, oh Mani- 
shev-its”) down in one corner. All 
radio and tv spots begin with an 
orchestrated choral version of the 
jingle. “It’s been taken out of Tin 
Pan Alley into Carnegie Hall,” Mr. 
Goodman says. 

The radio ads, all one-minute 
spots, are scheduled for 30 stations 
in 26 markets. Some of the spots 
have the jingle and a straight an- 
nouncer pitch; others have the 
jingle plus testimonials which 
start out: “I’m Bob Lurie” or “I’m 
Vivian Greene.” 

Tv spots, mostly one-minute 
units, with a few 20-second an- 
nouncements, show such homey 
episodes as a hostess and a guest 
in the kitchen getting ready to 
serve Manischewitz to the bridge 
club—or a family friend sampling 
his first glass of Manischewitz. 


These are scheduled for 48 sta- 
tions in 29 markets. 
In newspapers, ads ranging 


from 200 to 600 lines will run in 32 
newspapers in 23 markets. The 
agency is also planning a heavy 
merchandising and trade relations 
vrogram. # 


PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pod that hos big 5 « 7 
video ponels thet enable 
you to moke man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


No. 720—Pad Size 14x17” 
(50 Sheets—4 Segments on Sheet) 


No. 72 E—Pocket Size 6% x 8V4” 
(50 Sheets—! Segment on Sheet) 
Tomkins TELEPAD 
Most popular TV visvol pad 


with 2x4" video A 
3.50 


audio ponels on gray bock- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 
(50 Sheets—!2 panels on Sheet) 
No. 728—Pocket Size 8 x 18” 
(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new poper for 
TV artists. Makes on ordin- 
ary pencil line vivid and 
colors just pop! Write for 
somple. 


FREE SAMPLES 

FOR THE ASKING! 
Write on your letterhead for 
200-page catalog of art sup- 
plies. “An Encyclopedia of 
Artists Moterials’’. 


ARTHUR BROWN & BRO. » 


2 West 46th St., New York 36 
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... the lumber and bualding material dealer 
is doing better than ever! 


Modernization, remodeling and home improvement business is up (over 1956) for 
76.4% of these dealers. 


Non-residential business is up for 62.5% of them. 


Home building is up 30% for the ‘20 homes a year or less’”’ builder who is their 
biggest customer. 


“‘Do-it-yourself”’ business . . . all business . . . is better than ever before . . . and 
prospects for 1958 are even brighter! 


Nearly 90°%* of these booming building products and materials sales are made by the 
readers of BuriLpING SuppLY News, the magazine reaching more dealer establishments, 
delivering more dealer buying power and carrying far more advertising than any 
other magazine in the field. 


It makes sense to put your money where the market is... in the pages of 
BuILpING SuppLy News! 


Building Supply News, 5 South Wabash Ave., Chicago 3, Ill. 


“One of America’s Great Merchandising Publications” 


*All figures from study 5,247 lumber and building material dealers 
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JULY 1957...A SEASON ENDS 


| that increased its national average a 
- audience rating, both nighttime and 


of the other two networks decreased. 
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‘continued story” 


SEPTEMBER 1957...A SEASON BEGINS WITH 


NBC audiences up 297%! 


First reports of the 1957-58 season add a new chapter to NBC’s trend-setting “con- 
tinued story.” By October 1st, nineteen of NBC’s twenty-two new shows had pre- 
miered and had attracted audiences 29% greater than last year’s.* Competing shows 
on the second network dropped 21%. On the third network, they dropped 8%. 


This audience response to NBC’s new programs, representing more than half of 
its entire evening schedule, promises a continuation of the momentum established 


last season, when NBC was the only network to increase its average audience, 
daytime and nighttime. 


roar commues...on NBC TELEVISION 


*Trendex—same time-periods 
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At Night... 


It Looks Like HELL 


But it’s the fires of prosperity at the 
world’s largest steel mills 


Lighting Gary's Skie 
Second largest city in Indiana. Total Retail Sales 1956 
*Population 1956, 168,884 pe Ah hs pera 
Second largest Ind. city zone Eating and drinking $17,378,000 
*Population 1956, 211,084 General Mase. $27°340,000 
Gary Trading Area population jomenve J 14, 

285,000, 1957. (Estimated) Droge $7,308,000 nas 
*(U. S. Census) $ oe? = y 


Only one newspaper can give you effective coverage in the 
prosperous Gary Area. 


2 The Gary Post-Tribune 


National Repr ives: Burke, Kuipers & Mahoney twice the coverage of all Chicago newspapers combined in this market. 


Advertising Age, October 14, 1957 


TV DEBUT—Air France used television advertising for the first time 

Gary’s only newspaper. when it placed this 10-second Transfilm-produced spot during sta- 

Daily and Sunday tion breaks in New York and Chicago, The spots heralded the line’s 

Coverage: City Zone better than 95%. Entire Area over 90%. More than new Lockheed Super Starliner service to Paris. Buchanan & Co. 
is the agency. 


Sometimes you can get in over your head before you know it. 
Take Merchandising at the point-of-sale for instance. 
- If allowed to lag behind your advertising campaign, your 


whole program may be swamped. And that’s where Chicago Show 


IF Y " 
OU RE OUT can come to the rescue. Our nation-wide organization is 
WHEN THE TIDE’S IN Pe staffed with experts who have the know-how and facilities, to 


save your point-of-sale program, before it flounders. 

W. ATCH OUT ! Backed by more than SO years’ experience serving advertisers 
large and small, we produce sales-stimulating point-of-sale 
merchandising programs that create traffic—but more 
important— pay off where it counts, at the counter. 


Let us show you how to breathe new life into 


your point-of-sale program. 


Merchandising « the POINT-OF-SALE 


® Lith a 
. ographed displays for i a use ¢ Animated Dispiays 
* Cloth and Kanvet Fiber Banners and Pennants °« Mystik® Self-Stik Displays 
® Mystik* Can and Bottie Holders « Mystik*® Self-Stik Labels «¢ Squee-zei* 


* Econo Truck Signs * Bookiets and Folders * Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


Trademark Mystik Registered. 


Pine-Scented Ads 
Launch Pine-Scented 
Sea Mist Ammonia 


ScRANTON, Pa., Oct. 9—Trager 
Mfg. Co. will use scented-ink 
newspaper ads and tv spot an- 
nouncements to introduce its new 
Sea Mist Sudsy ammonia with pine 
detergent in East Coast marketing 
areas. 

Sea Mist has the cleaning quali- 
ties of ammonia, but substitutes a 
fresh pine fragrance for the acrid 
odor of ammonia, according to Tra- 
ger. It can be used for all kinds of 
household cleaning. 


s A pine-scented ink ad will be 
used in the Nov. 5 issue of the 
New York Journal-American. Oth- 
er ads introducing the product in 
the New York metropolitan mar- 
keting area will run in the New 
York Post, Journal-American and 
the Newark Evening News. Each 
ad will carry a 6¢-off coupon. 

The campaign also includes a 
six-week saturation campaign of 
daily spots on WSYR-TV in Syra- 
cuse; full-page scented ad in the 
Baltimore News-Post and daily tv 
saturation for a three-week period 
on Baltimore’s WJZ-TV; and three 
two-color ads during October and 
November in the Washington Post 
& Times-Herald. 5¢-off coupons 
will either be mailed or included 
in ads in these cities. 

Bauer and Tripp, Philadelphia, 
is the agency. + 


FCC Conditionally Okays 7th 
Radio Station tor NBC 

The Federal Communications 
Commission has given NBC its sev- 
enth owned and operated radio 
station by approving the purchase 
of WJAS and WJAS-FM, Pitts- 
burgh, for $725,000. The commis- 
sion said approval is conditional on 
any subsequent action that may be 
taken as a result of anti-trust com- 
plaints currently pending against 
NBC. 

Commissioner Robert Bartley 
issued a dissent, arguing that no 
additional stations should be al- 
lowed until] FCC has more infor- 
mation about the degree of con- 
centration already held by NBC 
and until the commission consid- 
ers changes in network rules rec- 
ommended by a special network 
study group. 
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is PSYCHOLOGISTS REPORT can 


The psychology of selling remains the same—whether you have 
a human salesman or depend on your package to do the selling in the 
self-service store. 

Psychological selling factors are now dealt with directly in terms of packaging 
by Dr. Ernest Dichter of the Institute of Motivational Research. 

Dr. Dichter’s newest study, made in cooperation with the Paraffined Carton 
p Research Council, is now available to you at no cost. 
This is the third study recently released by the Council. Other studies are 
‘“‘What Packaging Really Means” and “Round or Square’”’ (a study of consumer 
preferences in ice cream cartons). All three studies may be had for the asking. 
Just send coupon. 


member companies: 


BLOOMER BROS. COMPANY « BURD & FLETCHER COMPANY » 
CHICAGO CARTON COMPANY « CONTAINER CORPORATION 
OF AMERICA *« MARATHON CORPORATION «+ MICHIGAN 
CARTON COMPANY * POLLOCK PAPER CORPORATION * THE 
RICHARDSON TAYLOR-GLOBE CORPORATION * SUTHERLAND 
PAPER COMPANY * WALDORF PAPER PRODUCTS COMPANY 


help you solve packaging problems 


SSSHSSSHESSSSSESSSESCETECE SEES EEEEEEE 


"The man in the package" —new 20-page report on 
psychological factors in packaging which influence 
consumer action. To obtain your copy of this 
helpful and informative report, use coupon below. 


Paraffined Carton Research Council perk 


111 West Washington Street 
Chicago 2, Illinois 


Please send me a copy of “The man in the pack- 
age,” your latest report. 
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I would also like copies of: ‘What Packaging Really 
Means” ( ) and “Round or Square”’ ( ). 
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VANCOUVER, B. C., Oct. 8—Can- 
ada has become the world’s great- 
est dumping ground for foreign 
printed material, David S. Maclel- 
lan, editor of the Canadian Printer 
& Publisher, told the annual meet- 
ing here of the Canadian Graphic 
Arts Assn. 

Printing and publishing, he said, 
is a major Canadian industry but 
“unfair competition” from the U.S. 
is menacing it. Main points of his 
charges: 


e Periodicals sold in Canada in 
1955 originated 80%-plus in the 
U. S., versus 68.5% in 1941. 


e “Total Canadian distribution of 
U. S. publications in 1957 may well 
be in excess of 200,000,000 copies.” 
The figure for the year 1955 was 
151,107,565 copies of 228 ABC- 
audited U. S. magazines distribu- 
ted in Canada. 


e Printing imports may run $90,- 
000,000 to $1,000,000,000 annually, 
exclusive of a considerable volume 
of individually addressed publica- 
tions and direct-mail pieces sent 
in from the U. S. 


e The Canadian taxpayer—espe- 
cially the user of second and third- 
class mail—is paying the freight 
for the merchant-publishers of the 
U. 8. 


Canadian publishers pay postage 
and taxes to Ottawa, Mr. Maclellan 
said, whereas the great majority of 
U. S. publications destined for 
Canadian subscribers are mailed 
in the U. S. and delivered here 
with no revenue accruing to the 
Canadian Post Office or Depart- 
ment of National Revenue. 


® He has nothing against foreign 
publishers as such. “Let them come 
here by all means,” he said, “‘but 
paying their way and on compet- 
itive terms. There is no justifica- 
tion, on any ground, for the utterly 
misleading representations made 
by U. S. printing and publishing 
interests to Washington, and also 
to Ottawa, on occasion.” 

The position of the Canadian 
industry is “fantastic” and unpar- 
alleled anywhere, Mr. Maclellan 
said. 

Superimposed on U. S. imports, 
he said, is a similar setup with 
publications from France and Bel- 
gium entering French Canada. 

Dwelling on the economic im- 
portance of Canada’s printing and 


BIG NEWS 
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Canada Is ‘Greatest Dumping Ground’ for 
Foreign Publications, Maclellan Charges 


publishing industry, Mr. Maclel- 
lan said it was one of Canada’s 10 
top industries, Yet, national policy 
|ignored its growth potential and 
had played into the hands of the 
|U. S. industry on a non-reciprocal 
| basis, he said. 

He charged that Canada’s lower 
postage rates on third-class mail 
encouraged many Canadian com- 


panies controlled in the U. S. to 
use direct mail procured by its 
parent company in the U. S. 


a “Although tonnage equalization 
payments are made by the U. S. on 
fourth-class mail (parcel post), 
none is made on second- and 
third-class mail,” he said. 
“Third-class mail was created 
for printed matter. There was re- 
cently a difference between U. S. 
and Canadian rates for this class, 
with the result that it was cheaper 


to mail to an address in Canada 
from the U. S. than from Canada. 

“Any fractional difference on a 
large mailing is a big difference.” 


® Mr. Maclellan traced the history 
of American publications in Can- 
ada from the time the Bennett 
government in the ’30s slapped on 
taxes and tariffs, which resulted in 
many American publications being 
printed in Canada, to the removal 
of these duties by the King govern- 
ment in 1935. The flood of U. S. 
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publications in Canada, he said, 
stems from 1935. # 


Lever Boosts Ritzmann 

Otto A. Ritzmann Jr. has been 
appointed product manager for 
Lever Bros.’ Breeze, Silver Dust 
and Surf detergent powders. For- 
merly central regional sales man- 
ager, Mr. Ritzmann is succeeded 
by Joseph L. Stevens who, most 
recently, has been working on mer- 
chandising planning for soaps and 
packaged detergents. 
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Young World Buys ‘Datebook’ 

Datebook has been purchased 
from Youth Publications, New 
York, by Young World Press, New 
York. Arthur Unger, editor and 
publisher, will publish the maga- 
zine as a bi-monthly to be dis- 
tributed by Kable News Co. 
Aimed at female readers in the 
13-20-year-old age group, the 
magazine carries a b&w one-time 
rate of $450. The first issue, dated 
February, will go on sale the first 
week in December. 


Press Breakdown 
Helps ‘Seattle Times’ 
‘Sell’ Newspapers 


SeaTTLe, Oct. 8—It wasn’t 
planned that way, but National 
Newspaper Week brought a con- 
vincing demonstration that people 
read newspapers. 

Pressmen at the Seattle Times, 
the city’s only afternoon daily, 
ran into mechanical difficulties 


yesterday with 60,000 of the nor- 
mal 220,000 run still to go. News- 
boys in the heavily populated 
North End, which gets a big 
chunk of the late run, waited, 
then were told to go home, eat 
dinner and come back for their 
papers. 

Not until 7 p.m. was the press 
run completed. Meantime tele- 
phone calls began to pour in, far 
more than the Times could an- 
swer. Then readers started call- 
ing radio and television stations, 


the wire services, and even the 
competitive morning Post-Intelli- 
gencer, 


® Finally the volume became so 
heavy that the telephone system 
in a large part of the North End 
went dead. Subscribers would 
pick up the receiver only to find it 
dead. The telephone company said 
that the system simply wasn’t 
able to cope with the heavy vol- 
ume of simultaneous calling. It 
added that volume exceeded that 


which followed the earthquake of 
1949. 

By 8 p.m. the copies were final- 
ly delivered, and calls slacked off. 

Next day in the front page box 
the Times noted: 

“The management of the Times 
regrets the delay in the delivery 
of the newspaper and the result- 
ing disruption of telephone serv- 
ice.” # 


Buffalo BBB Changes Name 
The Buffalo Better Business Bu- 


Nielsen Station Index Reports 
put unprecedented radio and tv data 
at your fingertips... 


New reporting features 
make the Nielsen Station 
Index even more valuable— 
market by market— 
... for effective time buying 
... for successful 
station operation 


Multi-dimensional reporting 
for radio 


NEW 
Radio today is bought and 


sold in strips and blocks of time periods— 
and the new NSI reports it to you in those 
dimensions: 
Number of different homes reached cu- 
mulatively by time-period strips and 
blocks and impressions per home. 
This, of course, in addition to the per- 
broadcast audience for each time period 
...and Audience Composition ...and 
Auto-Plus. 


4-week reports for tv 
(NEW) Tv needs high-frequency re- 


porting ...as well as long- 

term averages. You get both in every NSI 
tv market. 

NSI Reports have always been based on 


Only the Nielsen Station Index Reports have the 
accuracy, breadth, and depth of information you 
need: 


All data are produced by meter-based meas- 
urements and processed according to exacting 
production standards. 


These meter-based measurements are made in 
carefully constructed area probability samples 
representative of all homes in areas measured. 


8-week averages because buyers and sellers 
of time need average condition data. 

Now, to meet the need for high-fre- 
quency reporting, NSI gives you two 4- 
week-average reports in addition to each 
bi-monthly complete Tv Report. 


(NEW) Sntns, 


The new NSI now gives you 
Metro Ratings, radio and tv. These rat- 
ings, indispensable for comparative meas- 
urements, are based on the Census-defined 
Metro Areas where population and mar- 
keting are most heavily concentrated. 
NSI continues to give you the equally 
essential measurement of Station-Total 
Audience, which covers the entire pro- 
gram audience, wherever located. 
NEW NSI now includes these added 
features, packaged in a new 
“‘pocket-piece” size. You'll find the new 
reports give you more information in a 
more convenient and usable form... 


making it a more valuable tool than ever 
in time buying and selling. 


Convenience and utility 


Fixed samples, and reperts based on 8-week 
time spans, permit the reporting of both cumu- 
lative and average-broadcast audiences. 


in Brief: The new NSI is the keystone to successful 
time buying and selling, because it alone provides 
the multi-dimensional facts needed for complete 
evaluation. 

Call... wire...or write today for all the facts 
on the new NSI. 


A.C. NIELSEN COMPANY 


Chicago 45 New York 36 Menlo Park, Calif. 
2101 Howard St. 500 Fifth Ave. 70 Willow Road 
HOllycourt 5-4400 PEnnsylvanic 6-2850 DAvenport 5-0021 


reau has changed its name to the 
Better Business Bureau of West- 
ern New York. “The new name,” 
according to President M. D. 
Pritchard, “more clearly defines 
the geographic area which the bu- 
reau has been serving for several 
years. It is believed that some busi- 
ness men and consumers outside 
the city limits have failed to take 
advantage of the protective serv- 
ices of the bureau in the belief that 
service was limited to the im- 
mediate Buffalo area.” 


George Mosley 
Tells Why 
Seagram 

Uses the 
LABOR PRESS 


WA 


GEORGE MOSLEY, Vice-president and 
director of advertising of Seagram 
Distillers; Chairman of the Associa- 
tion of National Advertisers. 


Seagram products have been adver- 
tised in the Labor Press for the past 
eight years. Coincidentally during that 
period, their sales have increased sub- 
stantially. Today Seagram 7-Crown is 
the largest selling brand in the United 
States. 

George Mosley, Vice-President and 
Advertising Director of Seagram Dis- 
tillers, says: “The House of Seagram 
advertises in the Labor Press be- 
cause we find that labor papers are 
well read and supported by mem- 
bers of labor unions and that our 
ads in the Labor Press help us to 
sell more of our all-union-made 
products.” 

America’s foremost advertisers— 
firms like Remington Rand, United 
States Steel, Hamilton Watches, Sears 
Roebuck, Reader's Digest, Calvert, 
Whitehall Pharmacal Co., Brown & 
Williamson Tobacco Co. and Blue 
Cross—are using space in the 185 re- 
gional and national labor newspapers 
and magazines with 4,300,000 circula- 
tion which accept advertising. 

Perhaps your products too can 
take advantage of the responsive- 
ness accorded to leading advertisers 
by these well-paid union families. 
For details, contact Trade Union 
Advertising, National Advertising 
Representatives, 302 Fifth Avenue, 
New York 1, N. Y.—OXford 5-4860. 


4,300,000 
CIRCULATION 
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In suburban North Jersey one newspaper reaches more than 
64,000 Bergen and Passaic County homes every evening—and 


is over 80 per cent home delivered. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


Wa. J. Hay, Gen. Adv. Mgr. 
Post Office Box 1019 
Passaic, N.J. 


James J. Todd, Mgr. 
New York Office 
18 East 41st Street 


TV Film Ratings Corrected 

An error was made in the Sept. | 
16 issue of ADVERTISING AGE in the 
chart on syndicated tv film rat- 
ings. Pulse Inc., which provided 
the figures, reports it should not 
have given totals for the ABC Film 
Syndication show, “Code Three” 
in New York and Minneapolis be- 
cause the show had been shown 
only twice in each market. Also, 
the figures provided for the two 
markets were incorrect: “Code 
Three” should have averaged 7.9 
instead of 4.2 in Minneapolis, and | 
10.3 instead of 3.4 in New York. 


Babcox Launches New Book 

Babcox Publications, Akron, O., 
will begin publication of Home 
Improvement Topics, a new 
monthly for the home improve- 
ment market, early in 1958. Guar- 
anteed minimum monthly cover- 
age will be 10,000 copies to home 
improvement dealers, remodeling 
contractors and lumber dealers of- 
fering remodeling services. 


GARLAND F. GARRETT, M.D., prac- 
tices in downtown Los Angeles. But 
Dr. Garrett and his family live ot 
10659 Cranks Rood in Culver City 
— one of the many communities in 
the Greater Los Angeles ‘‘Hometown” 
Market served by the COPLEY 
“Hometown” Newspapers. 


Dr. Garland Garrett and his family — subscribers to the Culver City Evening 
Star-News — are among the millions in Greater Los Angeles who are sold best 
. who respond faster to the sales appeal that reaches 
them where they live. And 25% of the people in Greater Los Angeles live in 
areas covered by COPLEY Newspapers. For penetrating coverage . . . for 
strong merchandising support . . . for more sales per advertising dollar . . . 


in their own homes. . 


buy these COPLEY “Hometown” Newspapers. 


ALHAMBRA POST-ADVOCATE 

BURBANK DAILY-REVIEW 

CULVER CITY EVENING STAR-NEWS 

. GLENDALE NEWS-PRESS 


MONROVIA DAILY NEWS-POST 
REDONDO BEACH — DAILY BREEZE 
SAN PEDRO NEWS-PILOT 

VENICE EVENING VANGUARD 


“The Ring Cp Truth” 


COPLEY newspPaPrers 


15 “Hometown” Newspapers covering Greater Los Angeles — Springfield, Illinois — 
Northern Illinois — and San Diego, California . . . All the local news plus the COPLEY 
Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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CARTON AD—Crosse & Blackwell is 
promoting its $10,000 contest on its 
multi-pack carton. Container Corp. 
of America designed and manu- 
factured the package. 


Crosse & Blackwell 
Uses 2-Can Package 


to Promote Contest 


BaLTrmoreE, Oct. 8—Crosse & 
Blackwell Co. is using multi-pack 
containers to tell consumers about 
its $10,000 “Why I Like” contest. 

Three allied C&B products—date 
and nut roll, chocolate nut roll, and 
fruit nut roll—are subjects of the 
contest. Each item is sold in two- 
can packs. The packaging, designed 
by Container Corp. of America, 
Philadelphia, carries an announce- 
ment of the contest. Information 
for entrants is on the inner side 
of the can labels. 

The campaign is the first to in- 
troduce a national contest through 
multi-pack advertising, according 
to Robert R. Gentry, packaging 
engineer for Container Corp. 

Store displays and combination 
contest and product advertising are 
scheduled in several markets. 

Top prize for the entrant who 
tells best, in 25 words or less, why 
he likes the product, is $2,000. 
Other awards are four sectional 
prizes of $500 each, four of $200 
each, and four third place sectional 
prizes of $100. There will be 192 
general prizes of $25. 


s Although this is its first use of 
multiple packaging, Crosse & 
Blackwell is also testing its frozen 
concentrated orange juice in mul- 
tiple packs in a number of mar- 
kets. # 


McGraw-Hill Shifts 3 

Holt T. Buchanan, formerly dis- 
trict manager of Factory Manage- 
ment & Maintenance, has been ap- 
pointed district manager of the 
Atlantic and New England districts 
of Electrical Merchandising. He 
succeeds Harry R. Denmead, who 
has been transferred to Purchasing 
Week. All three are McGraw-Hill 
publications. In addition, Robert 
J. Scannell, who joined the pub- 
lishing company as a trainee in 
1956, has joined Electrical Mer- 
chandising’s Chicago staff. 


Jantzen Boosts Andrews 

Jantzen Inc., Portland, has ap- 
pointed Dick Andrews to the new 
post of sales promotion manager 
of the men’s sportswear division. 
Mr. Andrews has been a member 
of the Jantzen sales promotion de- 
partment for six years. 


WY i Mortimer 


does 


it! 
See page 146 
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HEALTH & BEAUTY AID ADVERTISING UP 43% 
first 8 months of '57 
over first 8 months ’56 


Ww" don’t think Arnhem Land—as a market 
- would interest you much, It’s in the most 
barren part of Australia and has a socio-eco- 
nomic level about on a par with the Stone Age. 
Consumers are scarce (and aboriginal); the 
scenery comprises rocks, sand and scrubby bush. 
For excitement, count on adders and wildcats. 
Water ? Better bring your own. 


Knowing these things, you'll probably wonder 
about the relaxed gentleman seen here pondering 
his next sentence on the typewriter. Back home 
in Washington, D.C., he’s recognizable as 
Howell Walker of The National Geographic’s 
foreign editorial staff — a vocation that also 
brings him here to his caveside office on the 
flank. of Eenyalak Hill. Arnhem Land’s people 
never heard of The National Geographic . . 
but over 2,000,000 National Geographic fami- 
lies have heard of Arnhem Land, thanks to the 
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eight months Howell Walker spent while (shall 
we say?) “roughing it’’ in this wilderness.* 

A double-duty man, equally at ease behind cam- 
era viewfinder or typewriter keys, the Geo- 
graphic’s Walker is but one of many dedicated, 
experienced staff members ranging man’s world. 
To be a competent traveler is one thing; to have 
the reportorial skill of sharing what you see 
with others — that is rare talent. National Geo- 
graphic representatives must, above all, possess it. 
They serve an exacting audience . . well-educated 
families with wide-angle horizons, and (because 
of this) high earning power, many business re- 
sponsibilities, and multiple buying needs. Arn- 
hem Land interests them. So does a universe of 
other subjects, including what they see in the 
advertising pages of their favorite magazine. 
And this, of course, could very profitably in- 
clude what you sell. 


* His assignment: accompany an expedition jointly sponsored by The National 


Geographic Society, Smithsonian Institution, and Commonwealth of Australia. Its 
purpose: gather data on primitive aborigines, animal, bird, fish, plant life. No rain 
fell in the whole eight months. Nor did the niceties of shave or haircut alter Howell 
Walker's appearance in the same time. 


TIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 


"MICE PLACE TO VISIT - BUT WOULDN'T WANT 10 LIVE HERE... 


PRESENTATION—William J. McMullen (left), Graphic Press, outgoing 
president of the Southern California chapter of the National Indus- 
trial Advertisers Assn., receives an engraved desk set, in recogni- 


tion of his work as president, 
from his successor, Thomas G. 
Monohan, Dozier-Eastman & Co. 


Pay TV Company 
Seeks Denver City 


Council Approval 


Denver, Oct. 8—Televents Inc., 
headed by Bill Daniels, has asked 
this city’s council to pass an ordi- 
nance giving it a revocable permit 
to set up a pay tv program. This 
is the first “formal” pay tv appli- 
cation presented to the city by the 
company, 

Mr. Daniels, president of the 
company, said Denver citizens will 
have pay tv in 18 months. 


s The plan, which uses cables, 
would not have to have FCC ap- 
proval. However, a city attorney 
pointed out earlier that a franchise 


| election may be necessary if any 
company wants to use city prop- 


erty in constructing a cable sys- 


| tem. 


The Televents plan would cost 


|subscribers $9.50, a charge similar 
|to the one being levied for the 


Bartlesville, Okla., experiment. 
2% of the gross receipts would be 
paid to the city of Denver. 
Programming, according to Mr. 
Daniels, would include first-run 
movies, Broadway shows and 
sports events. # 


Huckstep Heads Ad Unit 
The Portland Cement Assn., 
Chicago, has named John D. Huck- 


step Jr., who, since 1955, has been 


media group supervisor for a num- 
ber of accounts of Leo Burnett 
Co., Chicago, manager of Port- 
land’s advertising bureau. Mr. 
Huckstep will direct the associa- 
tion’s national and local advertis- 
ing programs. 


Mahoney Company Formed 

John S. Mahoney & Co., formed 
to provide sales promotion pro- 
grams for consumer product man- 
ufacturers, has opened offices at 
30 N. LaSalle St., Chicago. Mr. 
Mahoney formerly was midwest- 
ern sales manager of Sentinal Ra- 
dio Corp. 
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THE 
LIFE INSURANCE 
COMPANY 
OF VIRGINIA 


HOME OFFICE 


OUTDOOR helps __ 
LIFE OF VIRGINIA set a new all time high! 


During the past two years The Life Insurance 
Company of Virginia has used outdoor adver- 
tising as a basic field advertising medium. 
In that period the company has set an all- 
time high for insurance in force. Here’s the 
story from John Moyler, Jr., Second Vice- 
President of The Life Insurance Company 
of Virginia. 

“My job is to see that our advertising sells 
double—selling the company to the public, 
and selling itself to our field men. 

“So I’m especially pleased to get comments 
like ‘best thing the company’s ever done’ and 
‘let’s have more of the same.’ The enthusiasm 
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generated since we started our outdoor pro- 
gram has played a big part in building our 
sales and has helped us go over the 2 billion 
mark of insurance in force.” 

Outdoor advertising fits perfectly the re- 
gional pattern of operations of Life of Virginia. 

In one market or 1600 . . . locally or nation- 
ally ... flexible GOA puts your message 
where your prospects are. 

For additional success stories (Drake 
Bakeries, Life Savers, Theo. Hamm Brewing 
Co. and many others), call the General Out- 
door Advertising Company office in your 
city. Or, write us in Chicago. 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 


INSURANCE COMPANY 


IN 1600 MARKETS f 
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Gust Out! 


NEW POPULATION 


SURVEY* 
218,000 


Greater Tucson 


*Source, ‘“‘Arizona Progress”’ 
Valley National Bank 


10,248 GAIN TO DATE 


OVER 1956 


Rapocsented Fationally by Cresmer & Woodward, Inc. 


PHILADELPHIA, Oct. 8—Televi- 
sion’s biggest drawbacks for par- 
ents are its unbelievable com- 
mercials and its pitch to children 


|to make their parents buy prod- 
| ucts, 

This opinion came out of an 
|evaluation of television, made ev- 
ery other year by the Philadel- 
phia Home & Schools Council. 

Another objection voiced by 
parents: Use of crime shows on 
early evening shows when chil- 
dren are watching. 

Parents also objected to tv 
stereotypes like stupid fathers. 
They also are concerned with 
the new rash of westerns, un- 
|grammatical English used by such 
performers as Tennessee Ernie | 
Ford, and tv’s neglect of news. 

The biggest lack, according to 
the parents questioned in a sur- 
vey, is good day and early even- 
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Wallet-size ads (this small) strike it rich in N.E.D. 


It’s a fact... 


backed up by some of the most significant sales 


Statistics you've ever seen on low-cost, small-space advertising. 
Do you realize, for instance, that N.E.D.-produced inquiries, when 
followed up by salesmen, produce 440% more sales than cold 
calls? That 98% of N.E.D. readers inquire about products or 
services brought to their attention by N.E.D.? That N.E.D. brings 
its 80,000-plus readers more product news every month than they 
can get from 25 standard business publications? That N.E.D. is 


read by industry's most active buying group . . 


. the production, 


operating, maintenance, engineering and purchasing executives 
who make the buying decisions in over 43,800 industrial plants? 
There are more facts, but no more room. So write for “How to Get 
Industrial Buying ACTION for Mc per Contact’’ today. 


A Publication, Penton Bidg., Cleveland 13, Ohio 
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NOW OVER 80,000 COPIES (Total Distribution) IN OVER 43,800 INDUSTRIAL PLANTS 


Advertising Age, October 14, 1957 


TV Still Annoys Philadelphia Parents, but 
They’‘re Getting Less Critical, Study Finds 


ing programs for children under 
eight. 


= On the plus side, parents now 
feel, for the first time in this se- 
ries of studies, that the first blush 
of tv has worn off and that they 
can now control their children’s 
viewing. 

They found other things to 
praise in tv. They like such pro- 
gramming as “Peter Pan” and 
“Cinderella.” They like public 
service shows, and they also praise 
the industry’s efforts to schedule 
shows marked by violence late 
in the evening. 

By and large, local parents are 
iless critical of tv than in former 
years, and they feel broadcasters 
|are trying to do a good job. 

The evaluation was made from 
December, 1956, to May, 1957, by 
2,000 parents at all economic lev- 
els. All have children in school, 
all viewed tv at their convenience. 
Their opinions were summarized 
by Martha Gable and Mrs. Irene 
Kelly, co-chairman of the Coun- 
cil’s radio-tv committee. + 


Insert in ‘Vision’ 
Marks Opening of 
Pfizer Plant in Chile 


BrooKLyn, Oct. 8—Chas. Pfizer 
& Co., ethical pharmaceutical pro- 
ducer, will run a 20-page split- 
run insert in the Oct. 11 issue of 
Vision to tell its story to readers 
in Chile, Ecuador, Bolivia and 
Peru. 

The insert, which is in the form 
of a magazine, will be bound into 
copies going into these four coun- 
tries. 

The largest ad ever handled by 
the Spanish-language bi-weekly, 
the insert is timed to coincide 
with the dedication of Pfizer’s 
new plant in Santiago, Chile. 

The advertising section, bound 
in two four-color covers, leads off 
with an introductory statement by 
John J. Powers, president of Pfi- 
zer International, explaining the 
objectives of the insert as fol- 
lows: 

“The opening of the new Pfizer 
manufacturing plant in Chile is a 
welcome opportunity for us to 
bring our numerous friends in 
Latin America up-to-date on 
Pfizer’s current range of activities 
in the service of medicine, agri- 
culture and industry. To those 
readers who do not come in direct 
contact with Pfizer, we hope the 
following pages will provide an 
introduction by illustrating the 
nature and scope of our scientific 
research in both North and South 
America.” 


® Normally, Pfizer’s promotions 
are directed exclusively to doctors 
and others in the medical field. 
However, the company has been 
branching out lately into lavish in- 
stitutional programs. Last spring 
it reprinted its annual report as 
an advertising section in the Sun- 
day editions of the Chicago Trib- 
une, Los Angeles Times and New 
York Times. 

In the past five years the 108- 
year-old company has made rapid 
strides in overseas markets. In 
both 1955 and 1956, foreign sales 
accounted for one-third of total 
volume. 

The Vision insert was placed 
directly by Pfizer. The company 
does not use a U. S.-based agency 
for international advertising, re- 
lying instead on its own staff and 
a string of local agencies abroad. 


‘Auxiliary’ Raises Rates 
Effective Feb. 1, Publishers’ 
Auxiliary, Chicago, will raise its 
rates from 53¢ to 56¢ per agate 
line. The one-time page rate goes 
| to $995 from $975. 
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Minneapolis Star and Tribune news- 
permen drifted back to the sunny 
da s of last summer w face 


Columnist George Grim of the 
Minneapolis Tribune thinks of a hot 
Sunday in Kharkov where he pic- 
nicked on the beach with the chair- 
man of the city council and sna 

tos (see above) of beefy Russian 
thing beauties. 

For Cedric Adams, Minneapolis 
Star columnist, there is a memory of 
friendly Moscow agen students 
and their fascination with his Ameri- 
can-made typewriter, shoes, necktie 
-— oa a (The same 
students later spat a slavic ‘“‘phooey” 
at the cushed Emnousines of govern- 
ment officials. ) 

George Peterson, Star and Trib- 
une associate editorial editor, recalls 
a rather-too-genial Nicolai Bulganin 
and his unctuous thanks to Pete for 


a light at the American embassy's 
Fourth of July party in Moscow. 

In Upper Midwest cities and 
towns, too, readers of the Minneapo- 
lis Star and Tribune remember the 
revealing human-interest stories sent 
home from Russia by Messrs. Adams, 
Grim and Peterson, and can now 
ponder the paradox of a country 
where cruelty and courtesy, cynical 
brutality and naive charm are so 
bafflingly intermixed. 

F , first-hand reportson people, 
places and conditions in crucial areas 
of the world provide invaluable back - 

und for the kind of enlightened 
judgments Americans must make in 
times like these. For this reason the 


fe a 
ADAMS Grim 


PETERSON 


£- 


lis Star and Tribune kee 
seaso correspondent, Robert B. 
Hewett abroad, and regularly send 
informed home-office reporters, col- 
umnists and editorialists on overseas 
assignments. The varied skills and 
interests of these newspapermen 
help bring other nations into three- 
dimensional focus for readers make 
news ‘‘come alive” as it happens. 
Such thoroughgoing reporting 
continues to earn for the Minne- 
apolis Star and Tribune the confi- 
dence and respect of the largest 
audience of newspaper readers in 
the great 223-county area called 
America's Upper Midwest 
Copr., 1987, The Minneapolis Star and Tribune Co 
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countant, an ex-bomber pilot, a 


What makes a newspaper great?* 


couple of short order cooks and a 
former stage manager, all of whom 
have contributed to the more than 
100 major awards the department 
has won in the last 5 years for out- 
standing news and feature shots. 
This talented aggregation travels 
over 100,000 miles a year, often risk- 


tall oil derricks for p 


stinct for picture possibilities, the 17 
are armed with some of the finest 
camera equipment available in the 
country today, 


event took place. In at least one 


ic shots 
of North Dakota's new oil fields, 


*“Explosion at Third” by Paul Siegel 


inst the time was cut toa 
less 8 hours. —— 
This continuing effort to 
more color, more glamor, more heer 
on-the-spot” pictures to Upper Mid - 
west readers contributes much to 
the freshness and wide human appeal 
of the Minneapolis Star and Tribune 
-.. helps explain why these news- 
papers are the best-read, best-en- 
joyed, most-respected in a 224- 
county area in 344 states. 
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What makes a newspaper great? 


For more than fifteen years the Minneapolis Star and Tribune have been 
posing this question. 


We have asked it not just on our own behalf but in the belief that newspapers 
everywhere have made, are making, and will continue to make a big difference 


in people’s lives everywhere, every day. 
Our campaign has been cited three times by the Saturday Review for 


“distinguished advertising in the public interest” and several times has won 


awards for advertising promotion excellence in Editor & Publisher’s 


annual competitions. 


In observance of National Newspaper Week this fall, we present here and 
on the next two pages a selection of typical advertisements from this series 


—to call attention to the value of all newspapers in our daily lives. 


JOHN COWLES, 


President 


Minneapolis Star and Tribune 
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As Russian tanks rumbled through lm 
the streets of battered Budapest and i => cameras developed at the Minneap- 
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Paul Siegel of the Minneapolis it, 
Star and Tribune photographic de- e peruousiy from pianes for oe . 
partment is an acrobat. To what spectacular aerial views, frozen feet Re acigty 
extent his former training on a circus and lenses in 40-below blizzards. cies 
trapeze helps in the snapping of One got into a burning hotel ahead ae 
prize-winning pictures is Siegel's se- of the firemen, emerged with price- Sins oe 
cret. Good newspaper photographers less negatives and scorched hair. ig 
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d Tribune includes an erstwhile ac- flood. “aa 
ee To complement their unerring in- ae 
ee i Z 
. Grand Prize: LOOK Magazine all : Ma ; ye ae 
ee we See oy 
ht Place, sports: second place, best of Second place, sports: Kent State University NING MORNING & SUNDAY ae 
— NTE Gletion—Eacyclopedia Britannica compet.  Honoreble mention, sports: Inland Daily = 
toa. Press Association contest for newepapers 
with more than 50,000 daily circulation. ante 
Medal Award: 1954 Graflex photo contest. JOHN COWLES. President ck: + 
ke See 
a werk 
“oy eae 
i Bae. 
Ri ae 
econ 
ica, = c 
ae 
a oe 
ae 
ee 
. 
ico 
in age eel 
oo a le 
ee 
eee. 
‘ae 
ee <r 
: a 
ol 
a oe 
ee a 
eee 
7. 
ae 
a ; 
ee a ae ie 
ae ee te 
Ae mee 
ae 
= 
eee ee ee ee ete ee es Sete ee eae IRE Se Cerrar eles seas ital : See ee i: F mee a ee a eT corr aoe ae ae ta 
ip Mies GIRI RR Peete spacers Ff ae rk you eee > cri ee a Aa oR I ley RR 
a Angle te eg otal as Shor cea te, Seu paren TS Se a ae Tue ei wate . Ree ee Fae EERE Se NE es Ue org et en ote eS A ea a Sg A. t2 Te Ae OR a ees, nee 
TR TRE elas We Fos ig eee a ce ens Po tei a Ry Sa sbi Leroi 5. 25, 
SR Re ress Saran 2 tn 2 ha he eg a eee 2 eae enema 82 PR ar Ag kl hare ee cee eR GRA ee Nee |S ly rire Tr 


am POI a HEME Bes 


What makes a newspaper great? 


Among the more picturesque 
sights on view in Europe last sum- 
mer was a covey of 35 young 
American fomales fluttering through 
art galleries, opera houses and as- 
sorted ruins behind'a harried, middle- 
aged male with an anxious expres- 


K. Sherman, art and drama critic 
of the Minneapolis Star and Tribune. 
Sherman's charges (a whole busload 
of them) were members of American 
Youth Abroad’s Fine Arts Tour. And 
through Sherman's eyes, camera 
and battered typewriter, thousands 
of Upper Midwest stay-at-homes 
got the flavor and fun and thrills of 
the girls’ 2-month, 11-country Euro- 
n tour colorfully recounted by 
K. in a memorable and hi- 
larious series of travel articles and 
reviews. 
Between head-counting and roll- 


ing, he pointed his pen at jumbo 
events. like the 28th Biennial Art 
Exhibition in Venice and the Berlioz 
Requiem in Salzburg—conducted 
by good friend Dimitri Mitropoulos, 
former conductor of the M 


touch of home in Amsterdam, where 
Rembrandt's “Lucretia” hangs in 
the Rijksmuseum—on loan from 
the Minneapolis Institute of Arts to 
help celebrate the 350th anniversary 
of the Dutch master’s birth. 

And he saw and heard the little 
things, too—the sign on the trash 
barrel in Edinburgh that read, ‘““The 
amenity of our streets is recom- 
mended to your care”... the Lan- 
cashire lad who sang devoutly of 
“David Crockett, king of the wild 
frontyah” . . . the tour member who 
busily knitted a sweater with the 
German instructions on one knee, a 
German-English dictionary on the 
other. Mixing fun with the arts is 


easy for John K. He believes the 
arts are fun, and he is dedicated to 
sharing that fun with his readers. 

Like so many of the men and 
women who staff these newspapers, 
John K. Sherman brings to his craft 
human warmth and amiability, vi- 
gor of thought and felicitous writing 
skills; qualities which have earned 
for the Minneapolis Star and Tribune 
the respect and high regard of the 
largest newspaper audience in the 
223 counties of the great Upper 
Midwest. 


Copr.. 1956, The Minneapolis Star and Tribune Co. 
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Dyess, Sipoestasuass are still 
talking about it now newspa 

readers all over America are oualien 
the chance to read Carl Rowan’'s 
remarkable rt on a country that 
puzzles, chal Tenges and intrigues 


During a 4- oh 10,000 mile 
tour last year, this Minneapolis Star 
and Tribune reporter criss-crossed 
India from Karachi to Trivandrum, 
from Bombay to Allahabad, inter- 
viewing Indians of every caste and 
kind from the disease-riddled Un- 
touchable to Prime Minister Nehru 

. and described his experiences in 
“This is India”, an 18-article series 
which stands as one of the most pen- 
etrating studies of that country ever 
= by an American journalist. 
the series, Carl Rowan 
ned ene priceless advanta 4 is a 
Negro. In color-conscious 
proved an “open sesame” to closely 
— Indian feelings and views. 
ndi liberal and conservative, 
friends of America and d ie-hard Com 
ists, alike confided in him to an 
extent that was almost ernbarrass- 
ing. He was made welcome in homes 


heard opinions never expressed to 
any white man. Visiting palaces and 
slums, filthy villages and new indus- 
trial developments, Rowan reported 
not only on the incredible dirt, pover- 
ty and over-population but the effect 
of these factors on the emerging new 
India. “This is India” is not a happy 
report. It’s often disquieting, some- 
times frightening, but is so impor- 
tant a journalistic achievement that 
to date it has been syndicated in 32 
newspapers across the United States 
pe tf A} Times and 
the Hong Kong Standard 
Minneapolis Star paar Tribune 
readers have come to expect a i 
from Carl Rowan's em pn — Ma is 
brilliant analyses of racial problems 
—not only in India, but later in 
Southeast Asia, and then at the 
Afro-Asian Conference at Bandung, 
Indonesia—have the insight and au- 
thenticity which only a = could 
give. In 1951, Rowan gained national 
recognition for his Minneapolis Trib- 
by me =p “How Far From Sla 
ful statement on the changing 
itions for Negroes in the South. 


For this he won the Sidney Hillman 

—— award for the aa ee 
newspape 

won a Sigma Dele ChE award for 

his series “Jim Crow's Last Stand?”’, 

a deep-probing analysis of the five 

ation cases —_——aae 
the United States Supreme Court. 
Carl Rowan's specialized 

ing is just one reflection of the Min- 

neapolis Star and Tribune's belief 

that good newspapers should be a 

coustrastiuogtucntionss force 
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“TELL ME, MR. GOLOISH .. WHEN OD 
YOU START FEELING UKE A 
“a wire ?* 


. Sidney Goldish, mild-mannered 
but tough-minded researcher for the 
lis Star and Tribune, cur- 
rently knows more about house- 
wives in their natural habitat than 
any other mere male in the Upper 
Midwest. Mr. Goldish learned a 
wimmin the hard way, as director 
of the * ‘Minnesota Homemaker Sur- 
* a new kind of home-interview 


siady ofp 


such facts as these 
different makes of cooking ranges in 
use in Minnesota homes. Farm wives 
pick tank vacuum cleaners two-to- 


one over the upright kind. Small 
town women use more liquid shampoo 
than farm or city women. Forty-one 
per cent of all the state's women buy 
some of their toilet articles and cos- 
metics in grocery stores. 

The “Minnesota Homemaker Sur- 
vey,” ee of the Minneapolis 
Star and bune's Continuing Sur- 
vey of Minnesota Living, is a con- 


raisal of nds on 
hand "rise ectotdiah Girls,” skilled 
interviewers in key areas throughout 
Minnesota, hed doorbells all 
over the state, talked with 1,200 
women of every age and economic 
bracket. Over mid-morning coffee, 
homemakers let down their hair, 
confided shopping habits and secrets 
- = as pe brand 
yalties: ie. over t tato chip 
fanciers select the same —~ t 


Patterned after the Minnea 
Tribune's famed Minnesota Poll of 
Public Opinion, the “Minnesota 
ej vy has the Poll'r 
1 rs of fact ing experience 
behind it, and was conducted with 
the same proven methods and devo- 
tion to accuracy. 


This unique study of consumer 
tterns* is just one facet of the 
inneapolis Star and Tribune's 
never-ending interest in the world's 
most fascinating news story: how 
a behave and what they think. 
rning likes and dislikes of rea 
their tastes in tomato juice as well 
as politics, is a vital service of 
newspapers —a service to readers as 
well as to advertisers, that helps 
a why the Minneapolis Star 
Tribune are welcomed as leaders, 
counmiiens and friends by the largest 
audience of newspaper readers in 
the 354 state Upper Midwest. 
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* A second survey is now in progress Inquirtes 
should be addressed to National Advertising 


Department, Minneapolis Star and 
Tribune 


What makes a newspaper great? 


"Look, Tom, we can take 
nucleer physics and 


All across the Upper Midwest 
these days, young men’s fancies are 
less-than-lightly turning to thoughts 
of higher education. 

Between bouts with sundaes and 
backyard baseball, boys in some 
1,200 towns of a 3 -state area are 
studying college catalogs and private 
prep school bulletins; putting aside 
comic books and “rock” records to 
wrestle the relative merits of Har- 
vard, Yale and Carleton, or to 
compare the advantages of Phillips 
Exeter Academy in New Hamp- 
shire and Minnesota's Blake School. 

Cause of this unusual yen for 
advanced book learnin’ is Min- 


neapolis Star and Tribune's Inter- 
national Scholarship Program, which 
offers a remarkable assortment of 
educational opportunities to these 
two newspapers’ 11,000-plus carrier 
salesmen. Last year a total of 61 
scholarships, worth more than $50.- 
000, was awarded, the list of prizes 
including sixteen $250 educational 
trust funds, two all-expense trips to 
Europe through the American Field 
Service, and 43 tuition awards from 
rticipating schools and colleges. 
jinners were selected from the 
more than 3,000 carrier boy hope- 
fuls who deluged the desk of circu- 
lation director M. E. Fisher with 
their applications. 


Fisher, foster-father to this world's 
largest family of newspaper boys, 
takes personal charge of the Scholar- 
ship Program, working long and 
hard to expand and improve it. He 
travels thousands of miles each year 
to discuss the program with deans, 
professors, admissions officers and 
students, is unshakeably convinced 
that newspaper route training plus 
a good education make the best 
possible stepping -stones to adult suc- 


Cine 


vERSITY Ce 


cess. Through his efforts, the Min- 
neapolis Star and Tribune's 
International Scholarship Program 
has become not only the most ex- 
tensive newspaper-sponsored plan 
in the country, but one of the most 
highly respected, as well 

Is all this good business for the 
newspapers? Definitely yes for the 
Minneapolis Star and Tribune's 
honest concern with the welfare and 
future of every carrier boy in their 
223 county, 240,000-square-mile cir- 
culation area is just one more reason 
why these newspapers earn and keep 
the warm rega and continuing 
loyalty of the largest newspaper 
audience in the Upper Midwest. 
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What makes a newspaper great? 


Ask Rosemarie Hinman. When 
life looks blackest, when Fate has 
flung you its dirtiest deal, when it 


page of the Minneapolis Star. This 
Minneapolis music 

uled to give her 
graduation » recital at 8:15 that very 


the swing-shift in a local factory. 
The recital hall was engaged. 200 
invitations had been five 
gy pe But on marie’s 
lay not one single invitation 

pos been deliverea. cumehow, some- 


to Miss Hinman’s recital? 

People did. By the scores, Min- 
neapolis Star and Tribune readers 
turned out to transform a tragedy 
into a triumph. Radio and TV sta- 
tions sent cameramen and newsmen 


Star and Norman Houk of the 
Tribune were on deck. And after 


trilling her way through a remark- 
ably professional program climaxed 
by six curtain calls, Rosemarie Hin- 
man breathlessly agreed that few 
young singers have ever had a more 
exciting and satisfying “opening 
night.” 

Thus once again two warm- 
hearted newspapers demonstrated 
the helpfulness and understanding 
which have earned for the Minne- 
apolis Star and Tribune a unique 
respect and deep appreciation from 
the largest audience of readers in the 
Upper Midwest, not only as reliable 
reporters of the news, but also as 
considerate neighbors and depend- 
able friends. 


Minneapolis 
4 Star 2nd Tribune 


What makes a newspaper great? 


Sherry Feinberg still can't believe 
it. In a breathless four-day tour of 
Washington, D.C., she and five 
other Upper Midwest teen-agers in- 
tervie’ the Vice President of the 
United States, two Senators, Foreign 
a Administration Director 

rold Stassen, various high officials 
of the State and Agriculture de- 
partments and a brace of Congress- 
men. In their spare time they man- 
aged to take in the Supreme Court, 


long quiz on current ha ings and 
events in this complicated 20th Cen- 
tury world. Last spring, 18,000 
Upper Midwest highschoolers(out of 
90,000 weekly participants) took a 
qualifying test to ve their know!- 
edge of world affairs. Star pupils 
went on to the final quiz contest 
in Minneapolis to compete for the 
Washington trip and other prizes. 


The winners, who had answered 
an average of 1,012 questions apiece 
on Gavel prokinun, were ready with 
questions of their own when they 
got to the capital. Some queries 
which bw: —y foreign ne o- 
perts digging for answers: “ y 
does the United States continue its 
refusal to recognize Red China?” 
“What savings can be made in the 
nation’s budget without reducing or 
eliminating essential ee “In 
view of the Russian armed might, 
what do you think of the ‘long haul’ 
concept in foreign policy?” 


ability to grasp the most involved 
ideas and Gat the slightest loop- 
hole in a legislator’'s argument, 
earned kudos fi /ashing- 


rom their 
terminology of one simile-mangling 
solon. 

The Minneapolis Star's m 
of Information on World Affairs in- 
jects enthusiasm into learrfing for 
thousands of school children, their 
friends and their families, has won 
admiration and plaudits from edu- 
cators and civic officials all over the 
country. Such stimulation of global 
awareness through fresh, lively edi- 
torial features is just one more ex- 
ample of the way the Minneapolis 
Star and Tribune have en the 
a, and fi = d -y?: of 
the largest audience of newspa 
readers in the Upper Midwest. _ 


Minneapolis 


for a 
legend 


notwithstanding, reporters rarely 
find sensational disclosures dumped 
in their laps. 

More often it’s plain, ae work 
that produces trul yim 
such as Richard L ilson’ “ ‘tent. 
posers on what the FBI reported to 
the White House in 1945 on Harry 
Dexter White and numerous others 

of C ist affiliation. 

These stories in the Minneapolis 
Tribune last year revealed that, 
before ~~ f of the subsequent con. 
§ressional investigations, the FB! 


the Washington Monument, a major- The kids listened attentively as 
league baseball ee. countless State department officials discussed Starand Tribune 
EVENING MORNING & SUNDAY — — a and Sulli- European and Far Spore often tvenine MORNING & SUNDAY 

reci| — 

‘The ited junketeers were I trade bil t the teen- 
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alerted the White House on alleged 
d Soviet in the 


federal government. 

Washington was ot = 
ranking figures perspired = 
hurled charges and refutations, Ene while 
Wilson's story was hailed as a “‘jour- 
nalistic performance in the highest 

interests of American democracy.” 
First official kudos for the tall, tal- 
ented chief of the Minneapolis Star 
and Tribune's and the Des Moines 
Register and Tribune's Washington 
Bureau was a Sigma Delta Chi award 
for distingui service in the field of 

ashington co » 
the Pulitzer Prize 

Praise for many a memorable 
news beat and excellent ing 
job comes regularly to the Minne- 
apolis Star and Tribune's Washing- 
ton Bureau. Dick Wilson's Pulitzer 
Prize has been enshrined in an al- 
ready bulging trophy case of awards, 
medals and prizes accumulated by 
the Bureau's staff. 

Wilson, who started his Washing- 
ton job 22 years ago, first earned 
capital press corps recognition as an 
agricultural expert for his succinct 
reports on New Dea! developments 


in the federal farm program. Over 
the years he has acquired the i- 
dency of the National Press Club, 
an array of first-name acquaintances 
among the leading figures of our 
time and the responsibility for head- 
ing the five-man news-gathering 
team whose knowing coverage of the 
Washington scene keeps Upper Mid- 
west readers among the nation's best 
informed on national and interna- 
tional affairs. 

Dick Wilson's prize-winning re- 
porting, a daily feature in the Min- 
neapolis Star and Tribune, is a shin- 
ing example of the high standards of 
thorough, accurate news coverage 
which have won for these newspapers 
the respect, admiration and loyalty 
of the largest audience of readers in 
the Upper Midwest. 


Minneapolis 
Starand Tribune 
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What makes a market great? 


Ducks, like industry, thrive on 
water -and, like industry, they find 
a bountiful supply in the 223 
counties of the Upper Midwest. 

In Minnesota alone, one square 
mile in every 20 is covered by water. 
Minneapolis water mains can supply 
more than twice as much water as 
the city now uses. 

U und water also is plenti- 
ful: 1, -gallon-a-minute com- 
mercial wells are common. Yet one 

states: “As far as we can 
see, there is no danger of overdraw- 


difficulty even in 
pom, Tt 


lis where wells 
are concentrated. Few areas in the 
country can promise industry the 
water supplies Minnesota can.” 


Minnesota's ‘close to the surface” 


water is only of the fabulous 
wealth of the Jpper Midwest. Just 
consider: mining companies are 


spending more than a billion dollars 
palm a on facilities to process 
taconite . . North Dakota's Willis- 


ton Basin, where oil was mer tyes 

in 1951, now has 785 producin 

wells in 32 proved fields with - &.. 

ies and related industries sprouti 

= over the Upper Midwest xing 
conum lignite has been found in 

North Dakota to supply the total 

solid fuel consumption of the United 

States for 240 years. 

Such rich natural gifts enrich the 
people, too. They hunt and play on 
the waters that power their indus- 
try. They prosper from many skills. 


a 


Le | 


Saupe, 


They are happy, dependable, active. 
No wonder it is said, “The next 


"25 years belong to the Upper Mid- 
west.” 


MOTE TO Apventisens, The quickest, 
most economical way to tap the 
expanding Upper Midwest Market 
is through the pages of the Minne- 
tar and Tribune. (Now 

y the four largest A. ng 


newspapers with more 
tion than the Gtianeapelis Sunday 
Tribune.) 

Copr., 1967, The Minneapolis Star and Tribune Co. 
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Advertising Age, October 14, 1957 


THEN & NOW—That styles in pose and costume change—but the idea 
of a pretty girl as a “living hood ornament” changes not—is evi- 
denced by these De Soto 1934 and 1957 publicity photos. 


THERE'S ONE SURE WAY 


The Syracuse Market 


Bate 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


sb. 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


TO SELL ALL OF 


Once you've accurately measured the size of your sales 
opportunity in the Syracuse market, media selection is a 
cinch. Here is a fifteen-county market, with 1,392,300 
population, and over $2 billion annual buying income. 


There’s one effective, economical way to sell all of it! 


The Syracuse Newspapers deliver one hundred percent 
home coverage of the metropolitan area daily and Sun- 
day, plus effective coverage of the 14 additional counties. 
For example, in the five big, adjacent counties, these 
newspapers give daily coverage ranging from 55% to 


76%, and Sunday coverage ranging from 81% to 95%. 


No Other Combination of Media in the Area Will Do 
a Comparable Job at a Comparable Cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


America's No, 1 2 
Test Market 
| 


THE POST-STANDARD 
Morning & Sunday 


CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 


P.O. Can Delay 
Mail It Regards as 
Obscene, Court Says 


WaAsHINGTON, Oct. 8—The U. S. 
court of appeals here has ruled 
that the Post Office Department 
can delay delivery of magazines it 
believes to be obscene. 

The 5-3 ruling reverses an ear- 
lier finding that the department 
has to hold a hearing before the 
mail can be delayed. 

The decision, by Judge John A. 
| Danaher, said, “We assume that 
the department is not bound to 
permit a crime te be com- 
mitted and only thereafter pro- 
ceed against one who mails the 
|offending matter.” 

A dissent by Judge George T. 
Washington protested that refusal 
to move the mail would consti- 
| tute censorship. 
| The cases involved the Febru- 
jary, 1955, issue of Sunshine & 
|Health and the January-Febru- 
lary, 1955, issue of Sun Magazine. 


|@ Judge Danaher said the court 
was concerned only with proce- 
|dure and was not obligated to pass 
on the contents of the magazines. 
“If it had considered it,” he add- 
‘ed, “it would agree that the mag- 
,azines are obscene.” 

In preparing its verdict the 
‘court noted that the Post Office 
‘held a hearing within a month 
|after holding up the magazines. 

In a separate concurring opin- 
jion, Judge Charles Fahy suggested 
Congress might want to reexam- 
ine the administrative procedure, 
but he said he did not believe 
existing postal rules violate due 
process, + 


‘Chicago American’ Boosts 2 
The Chicago American has ap- 
/pointed Earl M. Weber assistant 
|classified advertising manager. He 
formerly was real estate editor 
jand manager of the real estate 
staff. Joseph Bolger, of the Amer- 
ican retail advertising staff, suc- 
ceeds Mr. Weber as real estate 
| editor. 
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STUDY OF 35,000 BUILDERS SHOWS 
THAT 67.4% USE DSF FOR BUYING! 


From excavating equipment to paints and 
finishes—tools, roofing, siding, windows, kitchens, 
air conditioning, appliances—in 36 different 
categories of activity, builders tell us they are 
using their 1957 DSF to select and buy all kinds 
of building products, materials and equipment 
now! 35,000 Practical Builder subscribers have 
been surveyed to date to determine how they 
use this new DSF, when they use it, how they like 
it, etc., and the response has been over- 
whelming! For example, 76% use it for estimat- 
5 ing, 69.6% in planning and 76.2% use it daily, 
a weekly or every month all year long! 


Ask your representative for this definite evidence that 
the DSF helps builders buy now... and all year long! 


For 117 fortunate building products, material and equipment advertisers whose 
catalogs are bound in the 1957 Data & Specifications File, the DSF user survey 
proves that more than 100,000 building men are buying from these catalogs now! 


The study again documents the unique selling power of the DSF—the original 
and only complete reference file for building and buying information in the 
entire light construction industry. If you haven’t made sure of sharing in the 
proven-in-advance sales success of the 1958 DSF, now is the time to act. Reserva- 
tions are being accepted for the 1958 edition, distributed next April. 


‘hulder 


WHAT IS THE DSF? 


‘©. The ‘original reference file for more than 


100,000 building men 


¢ The only complete, carefully indexed working 


reference designed to save builders time 

and money 

The only reference file that gives the builder 
complete construction data and manufacturers’ 
product information in a single source 


HOW DOES IT WORK 


It provides all the technical building data 
the builder negds 


It shows the builder how to quickly and 
accurately plan his building requirements 


It contains complete check lists on all building 
industry standards 


It provides the builder with basic design data 
It helps the builder buy efficiently 


Data & Specifications File 


Published with Practical Builder and other leading building industry publications by Industrial Publications, Inc. 


5 South Wabash Avenue, Chicago 3, Illinois 
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‘ads?” Later the housewives did 
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Copywriters Tangle with Housewives, Hit 
Far from Mark in Predicting Ad Reactions 


Cuicaco, Oct. 8—Copywriters 
are not exactly experts at predict- 
ing the reaction of housewives to 
advertising—if findings at a ses- 
sion of the Chicago Copywriters 
Club are any indication. 

The session featured a panel 
discussion by six “typical” house- 
wives on their reactions to ten 
advertisements. Pierre Martineau, 
research director, and Dr. Eugene 
Webb, psychologist, both of the 
Chicago Tribune, were the mod- 
erators. 

Preceding the discussion, the 
copywriters were asked to score as 
“poor, fair or excellent” the ten 
ads on the basis of, “How do you 
think housewives will rate these 


their own ratings. 


® Scores reported at the end of 
the session showed that the house- 
wives crossed up, but good, the 
copywriters. 

Housewife-copywriter scores 
agreed on only three of the ads: 
A Dove soap ad was rated “ex- 
cellent,” a Sanka coffee ad “fair” 
and a Bali bra ad (showing a na- 
tive-type girl crouched in a clump 
of trees) was panned by all with 
a rating of “poor.” 

Biggest shock to the copywrit- 
ers was the panel’s reaction te a 
Hunt catsup ad (a color spread 
showing a vividly-red catsup bot- 
tle against a white-on-white table 
setting background). The ad, which 
was overwhelmingly voted excel- 
lent by copywriters, drew a split 
vote (poor 1, fair 3, excellent 2) 
and some acid comments from the 
ladies: ““White and bleak looking”’; 
“catsup looks added”; “looks like 
blood on a corpse.” And the wom- 
en agreed that a catsup bottle on 
a nicely set table was improper. 


® When Moderator Martineau 
tried to get another reaction by 
asking “What kind of job does the 
husband have?” he got the tart re- 
sponse, “Probably a salesman for 
Hunt.” 

The out-of-place bothered the 
housewives—the bra-girl in the 
tree in the Bali ad, the large 
“Pillsbu” and squeezed in “ry” in 
a tricky Pillsbury logo, and the 
bottle of catsup on the table. 

They loved the luxury look of a | 
beautifully-negligeed woman in a. 
Scott tissue ad, and the “soft, 
warm and cuddly” look of a wom- | 

} 


an snuggled in a Borgana coat and 
pictured as if in a cake of ice; 
the cake illustration in the Pills- 
bury ad looked “yummy.” 


® The Scott tissue and Borgana | 
ads drew split responses from the 


Main line 
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feature 


SEND FOR o copy of FEATURE — 

America's only publicity medium. 

it reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 


copywriters and “excellent” from 
the housewives; two-thirds of the 
panel thought the Pillsbury ad 
was poor, while half the copy- 
writers thought the reaction would 
be excellent. 

They turned down a Marlboro 
ad (copywriters: excellent) on the 
basis that “Marlboro” sounds so 
elegant but the man “looks like 


someone you'd see at Riverview” 
(a Chicago amusement park). 

They didn’t like a Bufferin ad 
(copywriters voted “fair’) nor a 
Green Giant ad (copywriters split 
between poor and fair). 

The copywriters shuddered—and 
quietly left for home. + 


NTA Film Network Slates 
Live Shows; Sells in Canada 


NTA Film Network, New York, 
which has so far been devoted to 


film programming, will begin of- 
fering live shows in 1958, accord- 
ing to Raymond E. Nelson, vp 
and general manager. Shortly af- 
ter the first of the year, he said, 
the word film will disappear from 
the network’s name. The new net- 
work will offer regional and na- 
tional hook-ups using coaxial ca- 
ble. NTA Film Network, a subsidi- 
ary of National Telefilm Associates, 
tv film producer-distributor, be- 
gan commercial operations in 


Advertising Age, October 14, 1957 


rying its feature film program, 
“Premiere Performance.” 
American Home Products, New 
York, has purchased one-third 
sponsorship of “Premiere Perform- 
ance” in 17 Canadian markets 
from National Telefilm Associates 
subsidiary, NTA Telefilms Ltd. 
The feature film program, sched- 
uled on a once-a-week basis start- 
ing Oct. 10, was purchased in be- 
half of Whitehall Pharmacal di- 
vision of American Home, through 


1475 Broadway, New York 36, New York 


April, 1957, with 134 stations car-| Young & Rubicam, Toronto. 


“Trade paper advertising 
helps the man who sells” 


In beautiful mile-high Denver, we recently had the pleasure of dis- 
cussing the use of trade and industrial publications with amiable 
Gerould A. Sabin, Director of Advertising for the Colorado Fuel and 
Iron Corporation. Although a native of Illinois, Jerry has made 
Denver his home since his early years. In 1918 he left Colorado 
College to serve as a lieutenant of artillery. Following the war he built 
a successful insurance business, which he sold in 1926 to do sales 
promotion work for CF &I. In 1930 he was named Advertising 
Manager of the company and in 1946 was advanced to his present 
post, with responsibility for all advertising activities of the corpora- 
tion and its subsidiaries. Mr. Sabin is active in the Denver Adver- 
tising Club and has the distinction of having served as the first 
president of the Colorado chapter of NIAA. Here are some interesting 
extracts from our conversation. 


Q CF&I dates well back into the past 
century; so there must be many high- 
lights in your corporate history. What 
do you consider to be the most sig- 
nificant date of all? 


Al you are willing to exclude the year 
the company was founded, 1871, I'd say 
1945 was probably the most important. 
It was then that the Colorado Fuel and 
Iron Corporation and Wickwire Spencer 
Steel Company merged to combine the 
research, production and distributing 
facilities of these two famous organiza- 
tions and thus offer American industry 
a new, nation-wide service in steel and 
wire products and allied specialties. 


Q What is the extent of the CF&i oper- 
ation at the present time? 


A The corporation has 13 plants and 
maintains offices or warehouses, or has 
sales representation, in 97 cities coast to 
coast. We are of course engaged in the 
manufacture and sale of a wide variety 
of steel products. 


Q Did the consolidation which took 
place in 1945 materially affect your 
advertising activities? 


A Very definitely. Because our area of 
operation was no longer limited, we were 
able to start advertising on a national 


basis. 


Q What is the advertising history of 
CFal? 


A Some advertising was done almost 
from the start—the “do-it-yourself” 
kind. As early as 1926 we had an agency 
and were getting out a certain amount of 
direct mail and farm publication adver- 
tising. However, by 1929 the company 
had grown to the point where it became 
desirable, or I should say necessary, to 
establish a full-fledged advertising de- 
partment. We had reached the point 
where our salesmen found they were 
spending too much time selling the 
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Advertising Age, October 14, 1957 


Ease State Rules 
on Liquor Ads, Says 
Oregon Official 


PuILapELpHIA, Oct, 8—Liquor 
commissioners from 16 monopoly 
states last week were urged to re- 
duce their multiple restrictions on 
local advertising within their own 
states. 

The plea was made by Joseph A. | 
Nance, administrator of the Oregon | 


liquor control commission, who 
spoke at the annual convention of 
the National Alcoholic Beverage 
Control Assn. He emphasized that 
his opinions were his own. 

“IT want advertising to be broad 
and useful, because while we are 
not in competition, we are in the 
business of selling alcoholic bever- 
ages for profit to our respective 
states and, therefore, to the cit- 
izens of our states,” Mr. Nance 
said. 

He strongly urged the members 


to form a committee which would 
set up a set of regulations of ad- 
vertising which would be uniform 
in all the monopoly states (which 
include Oregon), instead of the 17 
different regulations which now 
prevail. 


s Mr. Nance pointed out that 
magazines are sold in all monopoly 
states and they carry liquor ad- 
vertising which cannot be censored 
by state regulations. 

“To me, the most important 


reason of all is one of economy,” 
Mr. Nance said, “Uniformity of 
regulations, I believe, would break 
down the habit of newspapers in 
the largest metropolitan areas 
from capturing the lion’s share of 
the advertising linage at the ex- 
pense of smaller city publications.” 

Importers of certain scotches 
are giving the states of Pennsyl- 
vania and Michigan a plentiful 
supply, he pointed out, while in 
Oregon and Washington, “we are 
without.” Meanwhile the importers 


**As our company develops new products it 
must find new markets. This of course dictates 
the use of additional trade magazines,’’ 


corporation and its many products, not 
enough time writing orders. 


Q Then you would say that your co- 
ordinated activities started in 19297? 


A That is correct. 


Q How important a part do trade and 
industrial publications play in your ad- 
vertising activities? 


AA very major role. And our use of 
trade magazines has grown steadily over 
the years. As our company develops 
new products it must find new markets. 
This of course dictates the use of addi- 
tional trade magazines. 


Qis your space advertising restricted 
to trade publications? 


A With only two exceptions—certainly 
the bulk of our advertising appears in 
the trade press. 


**Trade and industrial publications make it 
possible for us to find, educate, remind and 
condition a concentrated trade audtence—those 
best in a position to buy and use CF Gl 
products.”’ 


Q What are your advertising objectives? 


A Well, certainly the most important is 
to make the selling job easier. In fact 
we merchandised our 1956-57 cam- 
paigns with the slogan, ‘Trade paper 
advertising helps the man who sells.” 
We want to keep the products made and 
sold by CF &I constantly and favorably 
in the minds of the metal-using public. 


Q And just what is your advertising 
philosophy? 


A We believe that the most successful 
advertising is based on facts—the right 
facts presented at the right spots to the 
right people. And, incidentally, our ad- 
vertising story is the very same story 
told by our salesmen. We feel that each 
printed message is another sales call, 
and close coordination between the two 
is essential. 


Quhow are your sales and advertising 
functions coordinated ? 


A At the beginning of each year we hold 
a series of planning sessions attended 
by our top sales executives and their 
assistants. From them we gather a com- 
plete picture of sales potentials, new 
markets, sales objectives, and the like. 
These conferences last approximately 
6 weeks, and once we have evaluated the 
information given us, we can plan the 
advertising campaigns which will com- 
plement and support our sales efforts. 
Once we have a campaign in copy and 
layout form it is carefully reviewed by 
these same people. 


Qin general terms, how do you eval- 
vate the importance of trade and in- 
dustrial publications? 


A Well, from the standpoint. of the 
advertiser, their unportance is consider- 
able. Trade and industrial publications 
make it possible for us to find, educate, 
remind and condition a concentrated 
trade audience—those best in a position 
to buy and use CF&I products. They 
enable us to reach our customers and 
prospects quickly and with greater regu- 
larity than our salesmen can. They serve 
to introduce our salesmen to new pros- 
pects and make their calls easier and 
more effective. They also reach and in- 
fluence many decision-making people 
with whom our salesmen normally have 
no contact. 


Q Have you established any general 
policy so far as copy approach or art 
treatment is concerned? 


A No. We have no preconceived ideas 
about such things. We do, however, try 
for something new each year. So far as 
copy is concerned, we believe in brevity, 
but we make certain that the story we tell 
in our trade advertisements is sufficiently 
long to carry our message adequately. 


Q How do you go about establishing 
advertising budgets for your various 
products? 


A I'm afraid that such a question takes 
in too much to be answered here. How- 
ever, I will say that a sound budget can 
be determined only after careful and de- 
tailed consideration of all factors. And 
I can’t overemphasize the importance of 
a planned budget if specific objectives 
are to be achieved. 


Through the use of trade and industrial publications you are able to communi- 
cate with your customers and prospective customers in an atmosphere that is 
natural to them, most productive for you. In this respect, the responsible trade 
press serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and a 
strict control of circulation that assure confidence on the part of readers and 
advertisers. With such acceptance goes proportionate selling power. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsyloania 


F CHILTON PUBLICATIONS: Department Store Economist + The Iron Age 
rt = = Hardware Age + Spectator «+ Hardware World «+ Jewelers’ Circular-Keystone 
Automotive Industries « Gas + Distribution Age + Optical Journal and 

fy i Review of Optometry + Motor Age + Boot and Shoe Recorder + Commercial 
- Car Journal + Butane-Propane News «+ Electronic Industries + Book Division 
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continue to promote their products 
in magazines which have circula- 
tion in Oregon and Washington, 
he declared. + 


ABC Adds 18 Members— 

2 Agencies, 16 Nonbuyers 

Two advertising agencies have 
been elected to membership in the 
Audit Bureau of Circulations, mak- 
ing the total for the buyer divi- 
sions 1,047 member companies. In 
addition, 13 weekly newspapers, a 
religious weekly, a daily newspa- 
per and an associate member also 
have been added to the ABC mem- 
bership list, making total member- 
ship in the nonbuyer divisions, 
publishers and associate members, 
2,814. 

The agencies are Smith, Hagel & 
Knudsen, New York, and Publicite 
J. E. Huot Limitee, Montreal. The 
daily is the Free Press, Geneva, O., 
and the associate member is Great- 
er Weeklies Associates, New York. 


‘Spectator’ Boosts Thomson 

The Spectator, Hamilton, Ont., 
has appointed James S. Thomson 
national advertising manager. He 
succeeds H. O. Thomasson, who 
has been appointed personnel re- 
lations manager of the newspa- 
per. Mr. Thomson was with the 
Toronto office of the Southam 
newspapers for three years; pre- 
viously he was with the Spectator 
for a number of years. 


REGIONAL 
BAKERIES 
SALES SOAR! 


EDDY BAKERIES, sponsor of 
THE CISCO KID in nine North- 
western markets, report thru 
Givens-Davies Advertising 


“ “The Cisco Kid’ is do- 
ing a tremendous job for 
EDDY BAKERIES. Sales in all 
areas have shown a marked 
increase in spite of heavy 
competition. These in- 
creases can be attributed 
directly to the show. Bak- 
ery executives express keen 
satisfaction with the pow- 
erful sales punch packed 
by ‘The Cisco Kid’.” 


Ask te see more success sfories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 
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Compton Names Atkinson 


SIMP SON- REILLY, LTD Compton Advertising, Chicago, 
; 3 5 ° 
Publishers Re 


has appointed H. Grant Atkinson 
director of radio and tv. For the 
past year and a half, Mr. Atkinson 
has been free-lance writing-pro- 
ducing, working for D’Arcy Ad- 
vertising Co. and Fred A. Niles 
Productions, among others. Before 


that he was with Campbell-Mith- 
un. Compton also has named Rob- 
ert R. Julin a media and research 
assistant. Mr. Julin previously was 
with MacFarland, Aveyard & Co. 


‘Time’ Tests New Price 
Time has started a six-week 
test in 10 states in which it has 


| WHO ARE THE MEN WHO BUILD AMERICA? 


(They read over 3 million more copies of 
one construction magazine each year 
than the next largest publication in the field!) 


reduced its newsstand price from 
25¢ to 15¢. The aim of the test— 
in New England, Midwest, Far 
West and South—is to gain new 


readers. 


4700D OF ORDERS 
FOLLOWS NEWSPAPER 


ADVERTISIVG ” 


BENRUS RELIES ON 
DAILY NEWSPAPERS TO PROMOTE 
SAME DAY SALES AT DEALER LEVEL 


J. H. Schwartz, Vice-President and General Manager 
of the Benrus Watch Company of Canada Ltd. says: 
“When we first entered the Canadian market, newly 
acquired dealers demanded quick product recogni- 
tion and demand from Canadian customers. The 
advertising medium best able to meet these require- 
ments and prove to dealers that the Benrus line is a 
profit line was daily newspapers used in conjunction 
with local “Hookers”.* After the first series of 
advertisements a flood of orders came in from dealers 


A ‘hooker’ gives a local dealer’s name and address and is volun- 
tarily appended by him to a manufacturer's advertisement. 


across Canada and we were well on our way to 
establishing nation-wide distribution. 

Since the founding of the Benrus Canadian organ- 
ization just four short years ago, the Benrus watch 
has fast become one of Canada’s most popular 
watches and Benrus has continued to place up to 
85% of its advertising budget in daily newspapers. 
As a direct result each year new sales records are 
reached for the many fine lines of modern watches 
under the Benrus name.” 


Benrus advertising is 
handled in Canada by 
James Lovick & Company Ltd. 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 


55 University Avenue, Toronto 1, Ontario . /. H. Macdonald, General Manager 


NEW CAMPAIGN—Reinhold Publishing Corp. will use this spread in 
the advertising trade press to stress the value of business papers. 


Business Papers 
Get Pat on Back 
in Reinhold Ads 


New York, Oct. 8—For the first 
time in its history, the 42-year-old 
Reinhold Publishing Corp. is using 
an institutional campaign in the 
advertising trade press to empha- 
size the value of business papers 
as a major marketing force. 

Media Promotion Organization 
is the agency. 

Philip H. Hubbard, Reinhold 
president, commenting on the cam- 
paign, said, “The increasing im- 
portance of business papers has 
made us realize that Reinhold 
should do its part in demonstrating 
how this medium contributes to 
the nation’s economic growth. At 
the same time, because of its na- 
ture, the campaign is a service to 
advertisers to the four industrial 
markets covered by Reinhold— 
chemical process industries, auto- 
matic control industry, architec- 
turally-designed construction and 
engineering materials markets.” 

Formerly, Reinhold depended 
upon separate advertising cam- 
paigns for each of its publications. 
These campaigns will continue. 
The corporate campaign repre- 
sents an additional appropriation. 


® Mr. Hubbard noted that every 
division of the company has in- 
creased its volume in both adver- 
tising pages and revenue in 1957 
and that the gains are expected to 
continue at the current rate in 
1958. 

Growth of the company, he said, 
is spearheaded by Automatic Con- 
trol, with a 57% gain in advertis- 
ing pages for the first nine months 
of this year over last. The publi- 
cation, which was established in 
1954, Mr. Hubbard said, is 163% 
ahead of its 1955 pace, # 


Simpson Uses Direct Mail 

Mark Simpson Mfg. Co., Long 
Island City, has scheduled an ex- 
tensive direct mail campaign to 
publicize price changes in its en- 
tire Masco inter-communications 
line. Four-color mailing pieces will 
go out to 13,500 dealers weekly. 
The campaign will be climaxed by 
the introduction of several new 
products. 


L&N Adds Emerson Product 

Emerson Drug Co., Baltimore, 
a division of Warner-Lambert 
Pharmaceutical Co., has appointed 
Lennen & Newell, New York, to ° 
handle advertising for a new prod- 
uct in the pharmaceutical field. 
The agency continues handling 
other Emerson products including 
Bromo Seltzer and Fizzies. 


Film Company Boosts Miles 

Richard B. Miles, formerly Kan- 
sas City manager, has been pro- 
moted to western district manager 
of Modern Talking Picture Service 
Inc., with offices in San Francisco. 
Mr. Miles will cover seven west- 
ern states. 
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in.advertising.pages 


in Nation's Business 


ok 


For 22 consecutivemonths advertising linage in Nation's 
Business has gone-up. The big 35.7% gain has come 
from advertisers who must reach and sell the men who 
own. America’s business and industry —- the men who 
CAN and DO make the buying decisions in manufac- 
turing, banking. retailing, Wholesaling, construction and 
transportation companies. ACTION IN BUSINESS re- 


» business in Nation's Business! 


sults when you ad 


776,-90 PAID CIRCULATION (A.B.C.), including 
75,747 executives of business-members of the Nation- 
a! Chamber of Commerce ard 698,922 businessmen 
who have personal subscriptions. 
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Samstag of ‘Time’ 
Reviews 30 Years 
of Promotion Work 


Explores ‘Persuasion 
for Profit’ from 
Research to Ethics 


Cuicaco, Oct. 8—As a practi- 
tioner of 30 years “in the practice 
of promotion in one form or anoth- 
er,” Nicholas Samstag, director of 
promotion of Time, summarizes 
his convictions, his philosophy and 
his experiences in a new book, 
“Persuasion for Profit” (Univer- 
sity of Oklahoma Press, 208 pages, 
$3.75). 

“Promotion,” as Mr. Samstag 
defines it, “is the procedure of 
distributing as widely and per- 
suasively as possible those truths 
which it is to your advantage to 
make known.” 

Advertising comes under the 
all-embracing umbrella ef promo- 
tion, Mr. Samstag emphasizes, as 
does merchandising and public re- 
lations—any act of group persu- 
asion. 


® Two convictions form the basis 
of Mr. Samstag’s philosophy on the 
practice of persuasion: (1) Men 
exist only by the consent of other 
men (“an unpleasant fact”) and 
(2) although men conspire to pre- 
tend that they choose one alter- 
native over another for logical 
reasons, it is rarely true that they 
do. 

In his book, Mr. Samstag touches 
on a variety of subjects, from re- 
search to the creative process to 
writing for persuasion. Here are 
some of his views on these sub- 
jects: 

On market research: “Errors 
born of inadequate research are 
much more dangerous than intui- 
tional errors because they are per- 
petuated much longer. It is true 
that all the errors into which re- 
search can fall are errors also pos- 
sible to intuition (or judgment). 
But the difference is profound. For 
when a decision is admittedly 
based on intuition, it is easily 
challengeable; but when it is sur- 
rounded by the checks, counter- 
checks, and mathematical ration- 
ales of research, a palisade of 
‘science’ protects it—and criti- 
cism comes late and warily, if at 
all.” 

On the promotion instinct: “The 
promotion instinct is one of the 
things that protects us against too 
much harmony and a stagnant so- 
ciety. But it is not this magic elixir 
alone whose presence in the blood 
stream turns a normal human be- 
ing into a master of mass manipu- 
lation. Another essential ingredi- 
ent is the capacity for strategic 
thinking.” 


= On the creative process: “But 


27% Will Build 
Their Own Homes 


Home Craftsman readers—practicol, 
capoble craftsmen—ore now planning 
big-ticket construction jobs. 27% will 
build new homes within the next two 
yeors. 17% will do ALL the work; 49% 
will do MOST of the work; 33% will 
do SOME of the work. 

Now is the time to sell tools ond 
building matericls for these owner- 
built homes. 

Survey now available gives job-by- 
Job breakdown. 


CRAFTSMAN 


let us try to sum up what we 
have been saying on this subject, 
which is so much bigger than any 
of its practitioners: 


e “Creativity does not require 
originality of basic material, only 
the creation of original patterns 
using old materials. . . 


e “Creativity is not confined to 
any one field of human activity, 
but is the motive force in every 
field. . . 


e “Creativity is not a magical act; 
it requires only normal powers. . . 


e “Creativity is neither signaled 
nor denied by evidence of artistic 
temperament—artistic tempera- 
ment is irrelevant. . . 


e “Creativity has been described 
both logically and emotionally, and 
familiarity with such descriptions 
can nourish one’s understanding of 
the process. . . 


e “And, finally, there are certain 
devices which are used to stimu- 
late and expedite creativity. If 
they work for you, use them, or 


better still, go invent your own.” 


= On theories of promotion: “Ev- 
ery unit of promotion has, like a 
magazine, an editorial and an ad- 
vertising content. The proportion 
of one to the other differs in ac- 
cordance with the purpose of the 
promotion—and should be calcu- 
lated anew for every project.” 

On writers: “If a writing staff 
is big enough, everybody ought to 
have on it one Purple-Winged 
Wallow. I admit this bird is a lux- 
ury, but he has a wonderful effect 
on all the others, and can do much 
to correct the tendency on the 
part of the more industrious, col- 
orless birds to do good, solid, logi- 
cal work, period. There is nothing 
wrong with G.S.L. work. Except 
that after a while it begins to taste 
like Yorkshire Pudding.” 


® On ethics: “And so, the ethical 
problem in promotion must stay 
always personal; no absolute state- 
ment of it can be true for everyone 
....+ We must look at ourselves 
clearly and see ourselves as we 


are. It is not given to all men to 
go to the Crusades—to sacrifice 
everything at the slightest sug- 
gestion of dishonor. Most of us are 
too human, too much attached to 
the comfortable habits of conform- 
ity. But all men have certain min- 
imal standards. What are these 
standards? 

“I have tried to outline them. 
We must not promote knowingly 
anything that does people harm. 
We must not misrepresent. Once 
we take on the responsibility to 
promote a product, we must give 
it the best that is in us. And as 
for conflicts between our personal 
ideals and our work in advertising, 
we must look at these differences 
clearly, and each man must judge 
for himself when the line is crossed 
between honorable compromise 
and the surrender of integrity.” + 


Mutual Names Baer, Jones 
Mutual Broadcasting System, 
New York, has appointed Norman 
Baer, formerly radio-tv director 
of Lewin, Williams & Saylor, to 
its executive staff, with respon- 
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sibilities in news, special events 
and sports programming. Mutual 
also has named Robert S. Jones, 
formerly a CBS Radio account ex- 
ecutive, vp in charge of the mid- 
western division. Mr. Jones suc- 
ceeds Carroll Marts, who has re- 
signed. John Irish, formerly a 
member of the production staff, 
has been named a Mutual field 
representative in the station re- 
lations department, and Eugene 
H. Alnwick, formerly with Burke- 
Stuart Co., has been named an 
account executive. 


K&E Elects Three VPs 

Philip C. Kenney, Robert R. Bur- 
ton and James A. Dearborn have 
been elected vps of Kenyon & 
Eckhardt, New York. Mr. Kenney 
joined K&E in 1948 and was named 
associate media director in 1955. 
Mr. Burton, who is manager of 
K&E’s Chicago office, joined the 
agency last month from Needham, 
Louis & Brorby, and Mr. Dearborn 
is national account executive on 
the Lincoln-Mercury Dealer Assn. 
account. 


“Se 
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Twin Cities of the South now rank 10th in retail sales per capita according to U.S. Dept. of 
Commerce! Tampa-St. Petersburg belongs on every major-market list! 
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Dowd, Redfield Sues 
Former Account for 
$25,043 in Ad Costs 


New York, Oct. 8—Dowd, Red- 
field & Johnstone has filed suit in 
state supreme court to recover 
$25,043 from its former client, 
Guardian Chemical Co., New York. 


In 1953, Dowd was appointed by | 


Guardian to handle advertising for 
Chlorapactin, a chemical ingred- 
ient used for athlete’s foot and 
other fungus and skin conditions. 
Disagreements subsequently de- 
veloped. About six months ago the 
agency resigned the account, and 
agency president 
Johnstone tendered his resignation 
as a director of Guardian Chemi- 
cal. 

In nine separate causes of action, 
the complaint lists the papers 
across the country in which the 
agency placed ads for Guardian. 


Edmund F.| 


liability and has entered what con- 
stitutes a general denial and coun- 
terclaim for $3,000. The answer 
says that Mr. Johnstone “presumed 
to act for the defendant in placing 

, the advertising” and that he did 
so without authority “and without 
the request or approval of defend- 
ant and contrary to the instruc- 
tions of defendant that no adver- 
tising be placed or published 
without its specific prior approv- 
al.” + 


McGraw-Hill Shifts Three 
McGraw-Hill Publishing Co., 
New York, has appointed Holt T. 
Buchanan, for the past two years 
district manager of Factory Man- 
agement & Maintenance, manager 
of the Atlantic and New England 
districts for Electrical Merchan- 
dising. He succeeds Harry R. 
Deanmead, who has been trans- 


ferred to Purchasing Week. Rob-| 
lert J. Scannell, formerly with the) 


company’s direct mail division in 


The $25,043 claim is for advertis-| Detroit, has been appointed to the 


ing and production costs. 


Chicago sales staff of Electrical 


Guardian has disclaimed the| Merchandising. 


CHANGE OF OFFICE—James Christopher (left), J. W. Christopher Co., 
Los Angeles, outgoing president of Western States Advertising 
Agencies Assn., tugns over the gavel to James K. Speer, Speer Ad- 
vertising Agency, Los Angeles, who has just been elected president 


for 1957-58. 


23 of top 25 shows are on WTVT, 
according to the latest Pulse! WTVT 
captures 85% more quarter-hour firsts 
than the 2nd station, and is undisputed 
leader in the 6 to 7 p.m. slot with all 


4 top multi-weekly shows! 


Represented by the Katz Agency 


i * 


CBS Channel 13 


The WKY Television System, Inc. 


WKY-TYV and WKY Oklahoma City 


WSFA-TV Montgomery 


57 
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Frey Report 
Will Highlight 
ANA Meeting 


New York, Oct. 8—The Assn. 
of National Advertisers is getting 
ready for what may be an historic 
event in advertising—the issuance 
of the Frey report on advertising 
agency services and compensation. 
Albert W. Frey, professor of 
marketing at Dartmouth College, 
will present a preview of his report 
at the conclusion of the meeting, 
which will be held in Atlantic 
City, Oct, 28-30. He is the final 
speaker at the convention. The 
full report is expected to be issued 
around the first part of 1958. 

Mr. Frey, along with his col- 
league Kenneth Davis, has been 
preparing the study for the past 
year. Successive questionnaires 
have been mailed to advertisers, 
advertiser management, agencies 
and media. 

Earlier this year, at the ANA 
meeting in March, he emphasized 
that the study would encompass 
the present advertising structure, 
and not be confined to the question 
of the 15% commission system. 


ico = vw 


s Other segments of the ANA con- 
vention program include case 
histories on successful campaigns 
by Imperial Paper & Color Corp., 
Adell Chemical Co., Johns-Man- 
ville, Chrysler Corp., and National 
Cash Register Co. 

John P. Cunningham, president 
of Cunningham & Walsh, is slated 
to appraise the effect of medioc- 
rity and imitation in tv program- 
ming and other media on advertis- 
ing messages, and Dr. Lyndon O. 
Brown, vp and research director of 
Dancer-Fitzgerald-Sample, will 
describe two new techniques fer 
getting more out of advertising re- 
search dollars. 

Clarence Eldridge, marketing 
consultant, and onetime marketing 
vp of General Foods Corp., will 
discuss the advertising manager's as 
role in marketing. 

The meeting, to be attended by 
agency and media executives, as 
well as ANA members, may have 
an attendance of 1,000. Donald 
Cady, vp of Nestle Co., is program 
chairman. + 
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In isolated, “hi-spend- 
ing" New London, general 
merchandise sales are a high 
$876 per family . . . 3rd 
highest of all Connecticut 
cities with a population of 
25,000 or over. (SM ‘57 Sur- 
vey) 

Boost your sales “for 
sure”. Cover this 61,547 ABC 
City Zone in The Dey—New 
London's only daily. 


Che Bay 


CONNECTICUT 
Netionol Representatives: 


GILMAN, NICOLL & RUTHMAN 
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Men’‘s Wear Institute Sets Push|campaign to convince American 

The American Institute of Men’s|males to “Dress right—you can’t 
& Boys’ Wear, New York, has/|afford not to.” Based on motiva- 
scheduled 15 b&w pages in its new | tional research which would place 


Whether “a 
PRINTED 


TELECAST 


BROADCAST | 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim — 
effectively, inexpensively. 


EMPLOYERS 
REINSURANCE 
CORPORATION 


21 W. Tenth. Kansas City, Mo 
New York. 107 Witlam St 
Chicago, 175 W. Jackson 


mn Fran », 100 Bush St 


readers in “real-life” situations, 
the ads are spread among Life, 
Look and Saturday Evening Post. 
Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Frickelton, Gadsby Separate 

Charles C. Gadsby and Jean 
Scott Frickelton have dissolved 
partnership in the San Francisco 
agency, Frickelton & Gadsby. Both 
will continue as separate agencies 
at the same address, 1355 Market 
St. 


Hiram Walker 
Hikes Ads 40%; 
Stresses Yule Wrap 


New York, Oct. 8—Hiram Walk- 
er Inc. has boosted its advertising 
budget 40% for its 1957 holiday 
promotion and will market five 
brands in 46 package variations. 

Holiday promotion calls for the 
use of 500 newspapers, 12 maga- 
zines, 25 business papers and max- 
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DANIEL STARCH AND ASSOCIATES BRAND PREFERENCE CHART 


ae 


4 
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LET’S TALK MAN TO MAN 
ABOUT BRAND SELECTION 


As reported by Daniel Starch in consultation with 


the Advertising Research Foundation 


She has strong opinions about men’s shirts. 
but he determines the brand he wears. 


She drinks beer, too, but he picks out the 
family brand. 


She may buy his shaving equipment, but he 
tells her the brand he wants. 


Product after product, it’s the man who 
makes the big brand decision. 


The facts and figures are in True Magazine's 
dynamic new study of male and female influ- 
ence on buying made by Daniel Starch and 
Associates. Prepared in consultation with the 
Advertising Research Foundation, the inves- 
tigations prove it’s still a man’s world when 
it comes to brand selection. From automobiles 
to sports equipment, husbands and wives 
depth-interviewed separately both admitted: 
choosing the brand was the man’s job. Part of 
his natural authority. Part of being a man. 


It’s a revolutionary insight into the impor- 
tance of men as buyers. But it’s no surprise to 
the many advertisers who are profiting from 
TRUE’s growing selling power. America’s 


leading man’s magazine, TRUE’s ali-male edi- 
torial leadership has rolled up mass-volume 
circulation of more than 2,250,000, and ad 
revenue increases for 21 consecutive months. 


Take advantage of TRUE’s all-male market. 
Don’t pay for women when you want to reach 
men, Spend fewer dollars and reach your best 
customers through their favorite magazine. 
No need to pay the mixed mass weekly prices— 
put TRUE at the top of your list. 


Is your product here? 
Ask for the Starch report on your category 


Now ready: Soon ready: 

Business Shirts Liquor 

Life Insurance Automobiles 

Beer Tires 

Shaving Cream Outboard Motors 
Air Conditioners 
Air Travel 


TRUE 


America’s Leading Man's Magazine 
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imum outdoor coverage in eight 
key markets, Donald J. O’Brien, 
vp and director of advertising of 
Hiram Walker, told ApVERTISING 
AGE. 

Hiram Walker uses three agen- 
cies: C. J. LaRoche Inc., New 
York, which handles Canadian 
Club and Hiram Walker cordials; 
Foote, Cone & Belding, Chicago, 
which handles Imperial and Walk- 
er’s DeLuxe bourbon; and Maxon 
Inc., Detroit, which handles Ten 
High bourbon. 

In 1955 the company started a 
new trend in the liquor industry 
by concentrating its efforts on pre- 
wrapped gift packages instead of 
decanters. 


® Ross Corbit, Hiram Walker 
president, in his presentation last 
week, emphasized that the com- 
pany’s 1957 line of gift packages 
is following more or less the auto- 
mobile industry’s tactics in the 
presentation of new models by 
presenting entirely new colors and 
paper textures, involving new 
printing processes and even new 
package shapes. 

| Copy in all advertising of the 
| Walker brands will stress the ex- 
pensive foil wrappings, and that 
they are obtainable at no extra 
cost, 

To acquaint distributors and re- 
tail groups with the 1957 program, 
15 home office executives headed 
by Mr. Corbit are conducting a 
|series of meetings in all key mar- 
kets. The schedule calls for 18,000 
miles of travel on nine airlines. 

Mr. Corbit estimated that about 
15% of Hiram Walker’s annual 
business is retailed during the 
year-end holiday season and said 
that the gift packages have en- 
abled the company to improve its 
share of the liquor market. # 


NARTB Cites 
Attempts to Evade 
'TV Liquor Ad Ban 


Washington, Oct. 8—Two at- 
tempts to circumvent the National 
|Assn. of Radio & Television 
| Broadcasters code prohibiting hard 
liquor advertising were cited in 
| the latest issue of the organiza- 
| tion’s tv code bulletin. 
| Warnings that some advertisers 
|may challenge the traditional ban 
on hard liquor advertising were 
made during recent NARTB reg- 
ional meetings by Edward H. 
|Bronson, television code affairs 
| director, the bulletin said. 

Mr. Bronson told the regional 
|meeting of an attempt to gain 
|acceptance for “mixer” copy, ex- 
tolling the merits of vermouth as 
a cocktail mix. The second attempt 
described by Mr. Bronson was “to 
|utilize in prominent fashion the 


# | name of a firm best known for its 


| distilled product in the course of 
a wine commercial,” the NARTB 
builetin said. 

The advertising code of the 
| Distilled Spirits Institute also 
|prohibits liquor advertising on tv 
and radio. Non-members of DSI 
|may venture to infringe the in- 
| dustry code, but DSI and probably 
the alcohol and tobacco tax divi- 
sion of the U. S. Bureau of In- 
| ternal Revenue would clamp a ban 
on such ads, according to a liquor 
industry source. + 


Se eee 8 


hoi ee + toe ee Er Rants rote ork oa er yes ej eer > ae: Py ke on. Cen a ene i Rae sae oe ee eee ee heemciae Bebe Ns ok: ag ae ee 
ei ee aie ee pe 2 Cada sp ne mmc 8 MMMM ll 
oa = a an a I ag e ed. : BEES 52 9 dae ogi? a — eee Va Peis ee: er tie . Ste i aah oS ee ee 
ah iy. were 1S an ‘ani “3 eS _ i ee oh eae - appa . <i © 4 4 Seg eT 3 ire et oe Li a = ae: ae ole ws ea ee A, OY) See oe 62> head nr 5 oe 
fc ea me Pee RS Pca a, es ee eM a ee ey ee Sao am ye Sn ee Patten, ae a A ak eee 
We ee iekicac Re. >. fie oo ae a aes eh eee, ee Rd am Re NE, se niger 2. et pe 2 ae See ee ee fa ae ee eer he 
oh eee — ; a cer ee en; Wise a ax Ae lame eee ee 2 ee as ee pes git Nas = aaa . si a nen ane a te gee he eer ce ES, * ee 
Tl ok Sea 2 = aes "Sear Jay Sy ro ee i ss aw eae ie é ; vegans wots oa > wy oa eee ate 2 sao Soe Bis vi a sata = ae ae & gee eee 
a : . : bag ee 
1% % 
Reig af 
iil ' ' * 
bot | : 
eee | 
Shee 
is _ — ———————————————————————————————e | p> 
— bs 
ee ¢ - ' i 
| oe fone 
r 
“ i PO ne ee a ee ee , 
bs i 
te ogee : % F =* 
an e : : ‘ — . 
Be ee te a 
0 : 
eal Se ! ; 
oS . 
it Sa eal : : me : E ¥ : “ : Y, : - a f < 
eS fs . : y = 
bec : : : Bins 
Be s e + 
es ie ’ a i 
=i 3 by & : i 
a eit — = - ee — - - m 2 a ccs 
Be ot Co 
aes . Pp. ' cs, i 
poate i ¥ 
Dts : 
3 : j : ee 
a 4 : : Ny 
2s us =, & va SEES 2 ages 
mee ay ee j on 
re - a ) oo as e 
tugs 3 ous ' Ia ee 
ato “4 j oe 
a 3 &. ; ) = "SE ae . . 
i: 5 4 \ 4 
7 | mi ~ QT | 
‘a . i a 
— Se 7) @. Smee | s 
os %e ‘ — ; ae 
—_ —— 8a — en , | “ 
fis sy ——/, 7r\ll| & : . 
2 | wwncesee | | — ae | . 
In {4 A) & 
28 ; —_—— 
fot 3 x 
+e ——_——— i 
Ss “i ea — 
Pe nol é : he ms 
: te +e 
; 2 ( : : 
as wo 4 | oy 
ely » a 
re M ; ss 
hig a E 4 
a fe : 
¥ 2 
; vo 
" ad al 
> } i ian 
‘ : 1 ce 
Me a ee 
% : <a 
Fal i ay 
dues : Fo ed 
‘ae » als a 
= ee : % i 
a ; a 
ae . ee 
aha ; * ‘ewrd 
7 % wg ¥ - ia 
4 ae 
i. oF ee 
ile na rar rae 
nan : 1 ae pete. 
i zs fF ca : ee 
= ah A J * sont 9a 
bi a 2 ee 
ae Ke 7 ee 
a z | or. an 
al om = oi a 
, ‘4 : ; ee 
: Jef 
Me g 3 
4 " s ae 
cad a mo: 
-y ys " 
+ nS 3 
J ¢€ 
‘ 5 i : 
, % 
: - 
i 9 ’ ape 
\ “ . 7 Ai 
Po ie 
el nee 
. | oO OhA ee 
* ee. : ee ) . | - ‘4 Brian : 
7 | tar 
: | does are 
4 a 
4 | bel 
| it! ~ 
' : e ie 
ee : 
Se = aan Poe vt ee * Se en et se ‘ : Oe Pe ee he Rae > a enue , es ee ee orn ee ce ee on. eee Seen ; 
ee... a tsi Ke ee | ease ee ans Ree ly: pi igh ts re Re ci A Sea ise 8 <3 Oe ee ee ee 
Pada deel eoe ee a em Pee amma 2a, 4 bE gon oe eae eS eee eo Be eg ce aces a one Sees eee raat ; sa: Sick lige 2 
ete oo ee Pa i ae rg eo ee Pe ee ELE aE i ena emare ~ _ af ine ic - <a ane ar 25 ert eae 5 = 2i eee Ee eg eee es f nf Re se =a ee Banat 
ee eee ok ae SS Cee ee eee came ic gaa 2: 2 Sein ene ee ae eel ee 7” “t eee: ony Bhar i yee a 


Actual photograph of remote-controlled boat on request. 
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WATER- SKI ‘ON YOUR OWN ?... the “aual-lite” man wants to try 


it right now! Anybody can just water-ski. But if you’ve got something really new — say a remote- 
control unit that lets a man guide his own destiny over the water — you can count on the Sports Afield 
man to be the first to try it. For this unique man— multiplied by almost 1,000,000—is the hottest market 


in the magazine business. He’s the man with the built-in “urge to splurge,” who spends $500 to bring 


down a buck, and just as willingly spends money in his everyday living. Whether you're selling after- 
shave lotion or pipe tobacco you can’t talk to a more responsive group of men. Let your Sports Afield 
representative tell you the whole story. 


SPORTS AFIELD Where you reach men best for everything they want. 


A Hearst Magazine * 959 Eighth Avenue « New York 19, N. Y. 
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Murrow Show on P.O. Gives Viewers 
Glimpse of Cost-Rate Contretemps 


New York, Oct. 9—Edward R.| mail rates. 
Murrow guided his audience| Rep. Moss said that while the 
through a tangle of opposing argu-|annual loss on third-class rates 
ments on the fairness of current! comes to $160,000,000, the Post Of- 
second and third-class mailing fice seeks to make up the major 


program on CBS-TV. rates on first-class mail, the only 


class of mail paying its own way. 

Sen. Carlson called third-class 
mail “the business builder of the 
nation.” Small businesses which, 
in the beginning, can not afford 
full-page newspaper rates, can ad- 
vertise through direct mail, he 
said. Eventually these small busi- 
nesses grow large and employ 
thousands—therefore low third- 
class rates are in the public in- 


| terest, he asserted. 
rates on last Sunday’s “See It Now” | part of the deficit by increasing | 


Sen. Johnston thinks that Con- 
gress is to blame for the postal 


| deficit by not having appropriated 
| sufficient money to modernize the 
service in the past. As a solution, 
|he suggested that the Post Office 

borrow the $7 billion in the retire- 
|ment fund of postal employes and 

use it to improve equipment and 
| facilities. The money could be 
|borrowed at 3.5% interest rather 
|than at the 6% the Post Office is 
| paying now to build new facilities. 


| Last heard from on the CBS 
| show was the Postmaster General. 
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Mr, Summerfield said in reply to 
critics crying postal inefficiency, 
that often policies effective in busi- 
ness management are difficult to 
initiate in government even when 
they seem badly needed. 

Mr. Summerfield said he found 
on assuming control of the Post 
Office, that it was losing $2,000,- 
000 a working day. He said that 
the 37,000 post offices in the coun- 
try are old fashioned and out- 
moded. But, the Postmaster Gen- 
eral said, no money has been ap- 


The program was called “The 
Great $1 Billion Mail Case.” A 
heavyweight guest lineup includ- 
ed Postmaster General Arthur E. 
Summerfield; Sen. Olin Johnston 
(D., S.C.); Rep. George M. Rhodes 
(D., Pa.); Albert L. Cole, general 
business manager of Reader’s Di- 
gest; Rep. John Moss (D., Cal.), 
and Sen. Frank Carlson (R., Kan.). 

Rep. Rhodes told viewers that 
delivery of every issue of Reader’s 
Digest costs $348,000 more than the 
postage paid by the publisher and 
that this form of postal subsidy 
came to $9,500,000 for Life in one 
year. In the last fiscal year, total 
second-class postal subsidies cost 
the taxpayer $252,000,000, he said. 


® The congressman said he would 
like to limit subsidies to $100,000 | 
a year per publisher and had in-| 
troduced a measure in the last 
session of Congress to that effect. | 
Magazine publishers have been the | 
sharpest critics of subsidies to) 
farmers and others, while defend- 
ing their own giant subsidies, he) 
asserted, 

Mr. Cole denied that such a sub- | 
sidy exists. Post Office figures are 
five times as high as facts justify, 
he said. In arriving at the loss in 
delivery of Reader’s Digest, the 
Post Office applies an average of 
42% rural delivery on publications 
using second-class mail to the Di- 
gest, he said. However, only 8% 
of the magazine’s circulation is 
through rural delivery, which costs 
more than city delivery, Mr. Cole 
said. 


= Also, Mr. Cole said, the so-called | 
preferential rates for second eines | 
mail are in the public interest, 
since the reading matter in mag- 
azines and newspapers is assumed 
to have an educational value. A} 
rise in postal rates would force a. 
rise in the cost of magazines, 
therefore low postal rates benefit | 
the reader rather than the pub-| 
lisher, Mr. Cole said, 

If the Post Office wants to save | 
money, it would be a “cinch” to) 
cut its manpower cost by 10%, the 
Digest spokesman said, and this) 
does not include the savings to be | 
made by giving employes some | 
tools to work with beside their 
hands. The Post Office has been 
allowed to run downhill until “it’s | 
one of the most antiquated, ante- 
diluvian, obsolete operations in the | 
world,” Mr. Cole concluded. 


@ Rep. Moss and Sen. Carlson took 
opposing positions on third-class 


CLIPPER 
ART SERVICE 


Single issues sell for $20.00), Your sample 
is a big value, on@ Meafused can make 
you hundreds of doll¢rs im extra returns. 
Now, the revised [557 Clipper helps you 
design circulars. bulletins, catalog pages. 


“Media/scope 


Walter E. Botthof, Publisher of Media/scope, (and 
Board Chairman of SRDS), describes publishing con- 
cepts and editorial objectives of the new publication he 
terms “the only magazine published for everyone 
who makes media decisions ...and for nobody else.” 


“For 38 years,” says Mr. Botthof, “Standard Rate has published 
basic buying information for the people who compare markets 
and media. 


“In rendering our rate and data service we became increasingly 
aware of a growing need for another information service, one 
that would deliver ideas and methods information specialized 
to media buying problems. 


“In recent years this second need has been aggravated by the 
broadening scope of the media field — more types of media, more 
competition for the advertising dollar, new and complex means 
of weighing, evaluating and comparing media. 


“Now the time has come to provide the buyers of advertising 
with a business publication of their own — a magazine to help 
them know what’s going on in this important side of the adver- 
tising business without having to wade through countless pages 
of extraneous material. This is Media/scope, a specialized 
‘trade’ magazine to assemble information, discuss ideas, explore 
new techniques and advance the science of buying advertising. 


“Media/scope helps readers with their objective analysis and 
evaluation of all types of media. It is not dedicated to promoting 
any one type of medium. 


“Media / scope is dedicated to the First Rule of the media-buying 
function—to spend the money wherever it will sell the most 
products or services. It covers all phases of market and media 
selection — the strategy, the methods, the reasons behind the 
methods. 


“SRDS now provides two services for those who buy advertis- 
ing: in simplest terms, Media/scope provides the best ideas and 
methods information ...the Rate & Data publications provide 
the accurate, up-to-the-minute buying information. 


“The thought I am trying to convey is that the same quality of 
determination to give more than people expect, to develop a 
highly dependable editorial service on the media-buying func- 
tion, to surprise and please our readers, to perform a real 
service, will be present in Media/scope.” 
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propriated by Congress to correct 
the situation by building new post 
offices since 1938. 

Since 1932, he said, first class 
rates have remained the same; sec- 
ond class rates have gone up only 
3%, and third class rates, 38%. 


s The Postmaster General said he 


was frankly amazed at the power | 


of the magazine publishers’ and 
third-class mail users’ 


lobbies | 


preventing the normal legislative 
processes to function. 

“Six times, President Eisenhow- 
er has asked the Congress to ad- 
just the rates—five sessions of the 
Congress—and still the Senate of 
the U. S. has not had an opportu- 
nity to vote on the legislation pro- 
posed by the President of the U.S. 
That disturbs me greatly—even| 
|more than the amount of money 
involved, as important as that is,” 


working in unison—‘“the influence | the Postmaster General said. 


that they’ve had on Congress in| 


Office has the support of 90% of|wish of Congress to “continue to| 
the U. S. newspapers in its drive| provide that subsidy, then they|opinion between 
|should do it forthrightly, openly 


to end the Post Office’s daily $2,- 
000,000 loss. There are still some} 


| newspapers opposing the Post Of- 


fice, because of the magazines pub- 
lished by these newspapers, he/t 
said. 


s The Postmaster General said he} 


and not keep it the best guarded | 
secret of its kind in history.” 

Mr. Summerfield said subsidies | 
to third class mail users are cost- 
ing the government $200,000,000 
a year, “I see no justification for 
| permitting advertising literature to| 
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Because of the difference of 
the magazine 
publishers and his own department 
on the cost of second and third- 
‘class mail subsidies, Mr. Summer- 
‘field said he would be delighted 
to have an impartial committee 
make another study of the postal 
situation. + 


'wants the public to know there is | | go through the mail at the expense | | Finishing Publications 
la second class mail subsidy and ‘of the taxpayers, because it’s not 
| to whom it is being paid. Then if| the material that they ask for, re- 


Mr. Summerfield said the Post |it’s the will of the people and the | | quest or write in for,” he said. 


makes sense!” 


“TAKE-A-Bow DeEpPT.”, presents a profile sketch of Henry 
Sparks, associate media director of Young & Rubicam. 


|\Combines Two Magazines 

Finishing Publications Inc., 
Westwood, N. J., publisher of 
Metal Finishing and Organic Fin- 
ishing, has announced the two pub- 
lications will be merged in No- 
vember into a bigger Metal Fin- 
ishing magazine. 


Displaymen Inc. Is Founded 

Displaymen Inc., a new display 
organization, has been formed by 
Charles C. Wood in Flushing, N. Y. 
Mr. Wood formerly was vp of Dis- 
play Studios, New York, and be- 
fore that he was sales manager of 
the New York division of Gard- 
ner Displays. 


WHO REALLY 
DOES THE BUYING , 
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“How HIcKS AND GREIST BUILD SMALL-BUDGET CLIENTS 
INTO Bic ONES WITH Goop TV Buys”, a case history. 


OF WHAT YOU SELL? 


“How J. WALTER THOMPSON USES BUSINESS PUBLICATIONS 
IN KRAFT ADVERTISING”. 


here 
it is 


“THE MEDIA SPECIALIST IN INDUSTRIAL ADVERTISING”, by 
John Mather Lupton, of the John Mather Lupton Adver- 


tising Agency. 
“RUN-OF-SCHEDULE BuyING IN RapI0”. 


“NeW DEVELOPMENTS IN 
ADVERTISING”. 


R.O.P. NEWSPAPER COLOR 
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What's in the Oct. issue of Media/scope 


“Tue GROWTH OF LIQUOR ADVERTISING IN NEWSPAPERS”. 


There are other articles on media and also several depart- 
ments, such as “THE MEpDIA/sCcOPE” which is a clinical 
review of current media happenings with accent on things 


Roger Barton, editor-in-chief of Media/scope gives this con- 
densed report of the useful ideas and information supplied 


by the editorial contents of the first issue of Media/scope 
under his editorship: 


“How Goop ARE WE As MEDIA Buyers”, by Harold H. 
Dobberteen, vice president and media director of Bryan 
Houston, Inc. An evaluation of progress made and a look 


to come, 


Plus news from stations and publications 


ahead. 


In October, for the first time, Media/scope opens its pages 
to media advertisers. In this issue, just out, you’ll find use- 
ful ideas and information supplied by the following publi- 


“Famous MEDIA CAMPAIGNS”, by Dr. E. L. Deckinger, vice 
president and media director of Grey Advertising. Proposes 
a collection of famous media campaign histories and offers 
his selection of some of the outstanding ones. 


“ALL VIEWING Is LOCAL”, by Eric Sundquist, vice president 
of A. C. Nielsen Company. Tells about the local aspects of 
network television, indicating how local television or radio 
should be bought to supplement network programs. 


“How THE COMPTON ADVERTISING AGENCY'S MEDIA DEPART- 
MENT Is ORGANIZED”. An interview with Frank Kemp, vice 
president and media director of Compton Advertising. 


“CAN READERSHIP STUDIES BE UseD IN SELECTING ADVER- 
TISING MEDIA”, by Dr. Daniel Starch. Points out the pitfalls 
in using readership studies in the selection of individual 
magazines. 


A review of the new book, “ADVERTISING MEDIA”, by Dr. 
Steuart Henderson Britt, professor of marketing at North- 
western University and managing editor of the Journal of 
Marketing. 


“THe Mouse THat Cost Too Mucn Per THOUSAND”. By 
Ed Graham (inventor of the Bert and Harry Piel Brothers 
commercials. A humorous piece with a point.) 


“Wat Does PsycHoLocy Orrer To MepIA StuprEs”, by 
Dr. Robert J. Williams, of the Alfred Politz Research 
Organization, formerly head of the Psychological Depart- 
ment at the Columbia University School of General Studies. 
Suggests measurements of behavior traits in media studies. 


“First-HALF RATE CHANGES AMONG NEWSPAPERS, BUSI- 
NESS PUBLICATIONS, CONSUMER MAGAZINES AND BROADCAST 
MepiA”. A summary by Harry Johnson of the Media/scope 
staff. 


“How To Use MARKET DATA IN MEDIA ANALYsIs”, by Dr. 
H. P. Alspaugh of the Media/scope staff. 


“THE NEW TECHNIQUE OF Spot BuyING IN NEWSPAPERS”, 
by Dent Hassinger of the Bureau of Advertising. 


cations and stations: 


Agricultura de las Americas 

Architectural Record 

Aviation Age 

Boating Industry 

Chicago Daily News 

Chicago Sun Times 

Edw. Petry Co.—Radio 

Electric Light & Power 

Electronic Design 

Family Weekly 

Farm & Ranch— Southern 
Agriculturist 

Fortune 

Furniture News 

Hardware & Housewares 

Hitcheock Publishing 

Hospitals 

House & Home 

Industrial Publishing Corp. 

Institutions 

KN X—Columbia Pacific 
Radio Network 

KNXT—Columbia Pacific 
TV Network 

KPIX —San Francisco 

Ladies’ Home Journal 


Levittown Times-Bristol 
Daily Courier 

Life 

Machine Design 

NBC Radio Network 

NBC Spot Sales—Radio 

Office Appliances 

Olsen Publishing 

Parents’ Magazine 

Petroleum Week 

Purchasing 

Purchasing Week 

Railway Age 

Redbook 

Saturday Evening Post 

Selling Sporting Goods 

SRDS 

The New Yorker 

This Week 

Thomas’ Register 

Time 

Together 

To the Bride 

True 

True Confessions 

Watson Publications 

Wm. E. Whaley Co. 


An SRDS Publication Serving the Media-Buying Function 
Walter E. Botthof, publisher 


420 Lexington Avenue, New York 17, N. Y., MUrray Hill 9-6620 
1740 Ridge Avenue, Evanston, Iilinois, HOllycourt 5-2400 
420 Halliburton Bidg., 1709 W. 8th St., L. A. 17, Cal., DU 2-8576 


If you sell and advertise to 
business firms, then you’ll want 
to have this latest report on how 
business firms go about their 
buying. 


It is a big and comprehensive 
| analysis, coupled with an exten- 
sive research project, that sets 
out to answer these questions: 
1. How big is the U. S. Cor- 
porate market today? 
2. How and where is most of the 
business concentrated? 
3. How many executives spark 
the ideas and okay the purchasing? 
4. Who are they? 
5. How are they covered by 
salesmen? 


“How Business Buys.” It’s the 
result of the combined efforts of 
the Marketing Services Com- 
pany of Dun & Bradstreet, Inc., 
Benson & Benson, Inc., an 
independent research organiza- 
tion of Princeton, N. J., and the 
Marketing Division, Advertising 
Department of “U.S.News & 
World Report.” 


|The title of this report is 


For a copy, ask your adver- 
| tising agency or write on 
| your company letterhead to 
| “U.S.News & World Report,” 
| 45 Rockefeller Plaza, New 

York 20, N. Y. 


U.S.News 


« World Report 


Now more than 900,000 net paid 
circulation. Three out of four sub- 
scribers hold managerial positions 
in business, industry, finance, gov- 
| @rment, and the professions. 
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Angler Returns to 
Ad World, Hooked 
by Tackle Account 


New York, Oct. 8—When 
you’re fishing around for a new 
account, it’s handy to have a pro- 
fessional angler on the staff. At 
least Ellington & Co. has found 
it so. The presence of Walter L. 
Cooper, promotion manager and 
piscatorial pro, was a great aid in 
landing its newest account—Air- 
ex Corp., manufacturer of fishing 
gear and a division of Lionel Corp. 

For the past ten years, Mr. 
Cooper has been dividing his time 
between advertising and fishing; 
from 1952 to 1954 he was a fulltime 
salt-water fisherman. This long- 
standing knowledge of fishing) 
and tackle proved to be a major | 
factor in Airex’s decision to move 
to Ellington from the Getschal | 
Co. 

Mr. Cooper’s first assignment as 
Airex account exec will be to in- 
troduce a new line of fishing gear 
for fishermen’s wives—matched | 
rods and reels in such unfishy 
colors as pink, blue and gold 
bronze. 

Airex, which introduced spin 
fishing to the U. S. in 1947, be- 
lieves the new colors will be pur- 
chased primarily for wives by 
their husbands. Therefore, the 
first advertising will be in men’s 
sports media: Field & Stream, 
Outdoor Life and Sports Afield. 
Advertising will not begin until 
after the first of the year. There 
is a strong possibility, however, 
that later on the new gear will 
also be advertised in women’s 
books. 


® First promotion for the color 
line will be a four-page color self 
mailer going out to 15,000 dealers 
and jobbers Nov. 1. The last page 
of the mailer can be torn off and 
used as a catalog insertion. 

Mr. Cooper, who has been an 
avid angler ever since he was a 
kid, got interested in big game 
fishing after the war. First he 
built his own boat. Then he came 


across the “finest boat on the 
East Coast,” a 42’ twin diesel 
owned by the late Col. R. R. 


McCormick. Mr. Cooper promptly 
sold his hand-made craft and 
bought the one then owned by 
the Chicago Tribune’s publisher. 

He was production manager at 
Anderson & Cairns at the time 
(a post he had held since the 
agency was founded in 1950). 
During the week he was an agen- 
cy man, but on weekends he’d run 


Since his return to advertising, 
however, Mr. Cooper has pretty 
much given up fishing. “Fishing 
just takes up too much time,” he 
explains. His colleagues are now 
wondering what effect this new 
account will have. “Sort of like a 
reformed alcoholic getting an olive 
account,” one co-worker specu- 
lates. + 


United Merchants Reports 
Sales Up, Earnings Down 
United Merchants & Manufac- 


turers, New York, manufacturer 
and distributor of textiles, re- 
ports net sales of $460,990,846 
(including $68,446,642 of inter- 
company sales) for the fiscal year 
ended June 30. Net profits were 
$9,887,665 or $1.66 a common 
share. Sales for the previous fis- 
cal year were $433,060,221 (in- 
cluding $64,441,972 in intercom- 
pany sales) and profits were $13,- 
810,113 or $2.32 a share. These 
figures are exclusive of returns 
from the Argentine subsidiary. 


United Merchants subsidiaries 
include Robert Hall Clothes Inc. 
operator of retail stores in the 
U.S.; United Factors, a commercial 
factoring business, and U.M.&M. 
Credit Corp., which finances in- 
come producing machinery. 


‘Mayor & Manager’ Bows 
Mayor & Manager, a new pro- 
fessional standard-size monthly 
for municipal executives, will bow 
in January with a guaranteed cir- 
culation of 7,500 mayors and city 


Advertising Age, October 14, 1957 


managers. Advertising base rate, 
one-page, one-time, b&w, is $240. 
Publisher is William C. Copp, 
New York, who also issues Law & 
Order, a police monthly. Howard 
Rose will be advertising manager 
of both publications, and Frank G. 
MacAloon will be editor of the 
new magazine. 


Porter Henry Moves Office 

Porter Henry & Co., New York, 
sales training specialist, has moved 
to 342 Madison Ave. 


his boat as a charter rig for fish- 
ing trips. 


1952, when he quit Madison Ave. 
and turned professional fisherman 
for two years. In the spring, he’d 
fish Greenport. In the summer, 
he’d investigate the tuna and 
marlin around Montauk. In the 
fall he migrated down to Florida, 
wintering around Cat Cay. 


SEPRCREMTED HATIOMALLY BY HOLLIN 
A. HARTWELL CAMPBELL, GEN 
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® He kept up this dual life until | 


*The Wall Street Journal is read by more management executives for 


general or business news than any other magazine or newspaper. And of 
all these publications, The Wall Street Journal is rated “most important 
and useful.” This is substantiated by a whopping 60% return from every 
5th name of the 69,480 U. S. executives listed in Poor's Register. The entire 
report has been made available in an easy-to-read, easy-to-use report titled 
“The Reading Preferences of Corporate Officers and Executive Personnel 
in The United States.” 


SEND FOR YOUR COPY NOW! 


GET YOUR COPY FROM ANY WALL STREET JOURNAL 


ADVERTISING SALES OFFICE 
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‘ In Wintertime, Total Travelers Number The trips, all involving at least In a six-week midwinter period, | 


100 miles of travel or at least one | the bureau’s field staff found, 15,- | 


2 000 000 on Any Given Day, Census Finds ‘night away from home, included |000,000 persons from 8,000,000 


WASHINGTON, Oct. 9—During an|bureau’s field organization. Cen-|by air, 1,500,000 by bus and 2,- 
average winter day roughly 500,-|sus people think it is the first| 400,000 by some combination. 
000 men, women and children start 
out on trips, the Census Bureau 


large-scale survey ever made to 
measure systematically the total|# The survey indicated 21,400,000 | holds. 


|2,200,000 miles by rail, 1,700,000 | households took 22,000,000 round 


reports, and about 2,000,000 peo-| volume of travel by the civilian|of the trips were to visit friends| About 7,000,000 persons visited 


ple are away from home on trips | population. 
on any one of these winter days. 


Of the 48,000,000 round trips|for business purposes, 6,600,000 
This is one of the significant! recorded for the first 15 weeks of | were for vacations or pleasure and |ness trips, while 3,000,000 went | 
findings in a special survey on|the year, 


travel recently completed by the | 40,000,000 were by automobile. | sons. 


or relatives, while 13,600,000 were | friends or relatives, and about! 
half that number were on busi-| 


the bureau estimated, | 6,300,000 for other personal rea-|to vacation spots, and 2,000,000 
| were on other trips, largely per- 


PUBLISHED AT: 
Eastern Edition 


44 Broad St. 
HAnover 2-3115 


NEW YORK AND WASHINGTON, D. C. 


1015 - 14th St., N. W. 
STerling 3-0164 


.. and you’re closer to the , sale! 


The Wall Street Journal subscriber in any company is a 
good man to know . . . and to be known by. A Journal sub- 
scriber can open more doors, make more things happen. It 
is through The Journal you get directly to these men who are 
hard to reach by ordinary means. This is the medium where 
your product comes to their attention with all the advantages 
of an executive-to-executive handshake. 

Among the men who are American business, The Wall 
Street Journal is the preferred publication.* Corporation 
officers and other executive personnel say they read it more 
regularly, find it most useful. Not surprisingly, this enthu- 
siasm carries over to the advertising impact. Over 82% say 
they read the advertisements in The Journal. They acknowl- 
edge that the ads help them form decisions . . . and induce 
them to make direct response. 

When a seller needs a friend, The Wall Street Journal 
subscriber and his favorite publication can really make 
things happen! 


Midwest Edition Southwest Edition Pacific Coast Edition 


CHICAGO DALLAS SAN FRANCISCO 
711 W. Monroe St. 911 Young St. 1540 Market Street 
STate 2-9400 Riverside 7-1587 UNderhill 3-3250 


trips. This represented roughly 9% | 
of the civilian population and in- | way—and four out of five were to 
volved about 16% of the house-|destinations within 250 miles. In 
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sonal emergencies. 

About 75% of all business trips 
were taken by automobile, the 
survey found. One-third were 
short—less than 100 miles each 


three instances out of four they 
lasted no more than four days. 


s About 45% of the winter travel 
was by persons not in the labor 
force—mostly housewives, chil- 
dren and retired persons. About 
15% of the business trips were by 
persons not in the labor force— 
generally some member of the 
family who accompanied the per- 
son making the trip. 

Census Bureau says additional 
travel reports are to be made cov- 
ering other seasons of the year, in 
an effort to get a picture of travel 
volume and habits for each month. 
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NEW ORLEANS 2nd Port USA 


DOLLAR VALUE OF EXPORTS AND IMPORTS FROM 
DEPARTMENT OF COMMERCE TABULATIONS: 1956 

(In millions of dollars) 
sss 50 ckvéivechococnnbes 6asue 
I . Sse i eRbdxbocsecdsaeseees SEEM 


TES err 
PEED ocnvwcccsccscccssccvoccsces SFE 
ee et cbececeocese SEE 
kc taseceose Me 
Les ARGUED ccccccccccscciveccceeccsess GGA 


Che Cimes-Picamme 


NEW ORLEANS STATES 


REPRESENTED BY JANN & KELLEY INC. 


CIRCULATION 
Daily eeeeee’s 296,399 
Sundoy .....288,453 


A. B. C. Publisher's Statement ist gtr. 1957 


| Rice Industry Sets Drive 


‘| Rice growers and millers are) 


| planning to spend $500,000 for ad- | 
vertising, research, public rela-| 
tions and other promotional activ-| 
‘ities during the next 12 months, | 


jaccording to Claude R. Miller,| 
|committee chairman of The Rice! 


|Industry, an organization of top| = 


|growers and millers. The promo- | 
| tional funds were pledged by lead- | 
|ing companies in the organization | 
lat a recent meeting in Memphis, | 
Tenn. 


s Ohio Select List Elects 


J. O. Amos, Sidney News, has 
been named president of the Ohio 
Select List. Other officers elected 
are W. O. Littick, Zanesville Times 
Recorder & Signal, 1st vp; Frank 
R. Myers, Piqua Call, 2nd vp; and 


Advertising Age, October 14, 1957 


These Men Heve Wern 
"al 


FATHER & SON SHOES 


'Fred Koehl, Ashland Times-Ga-|CUSTOMERS—Father & Son Shoe 


|zette, secretary-treasurer. At the : , . 
|same time, the advertising man- | technique in newspaper pages in 
| agers’ group of the Ohio Select | Chicago, Detroit and Philadelphia. 


| Stores is using the testimonial 


|List elected Richard L. Harris,| Smaller ads are scheduled for oth- 


| Piqua Call, president. 


TOLEDO 
is the key 


f to the sea 


Ninth largest port in the U.S., Toledo is already the center of Ohio's third market with 
$1,996,423,000 net effective buying power*. What will it be when the St. Lawrence 
Seaway is completed? Keep your sights trained on Toledo, the key to the sea. 


i 


PORT BRIEFS 
from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


275 tons of Jeeps bound for Rotterdam 
were part of the cargo recently taken 
on by the Ternefjell, of the Fjell-Oranje 
line. Loading operation is shown in 
photo. 

7 


Four “pilot” shipments of soybean oil 
meal, produced at the Rossford, Ohio, 
plant of General Mills, will move 
through the Port of Toledo this season 
destined for Antwerp, it was announced 
by Louis Brewster, director of buying 
and sales for the soybean division of 
General Mills. Revival of the poultry 
industry in Europe has created a high 
demand for the meal which provides 
essential protein for poultry feed. 
Shipments which average several 
thousand tons a year since 1954, were 
formerly exported by way of Montreal 
and East Coast ports to Europe. 


Sunny Girl, the three-month-old Nor- 
wegian-flag freighter, made Toledo 
her first U. S. Port of Call on July 13. 
She loaded 95 tons of flour, 25 Jeeps 
and 12 tons of paper-bag-making 
machinery, all destined for Venezuela. 


\\ 


\ \ 


TOLEDO’S NEWSPAPERS «ve the key / to this 


great and growing market on the St. Lawrence Seaway 


Third in Ohio in net effective 


in Ohio in food sales. First in Ohio in farm sales. To 
open the door to this big and getting-bigger 14- 
county Toledo Market you must use the proper key 


buying income. Third 


—the TOLEDO BLADE and TIMES. There are 
no duplicate keys. Send for your copy of the 1957 
Toledo Market Map. 


“Sales Management Survey of Buying Power, May 10, 1957 


TOLEDO BLADE Daily ond, Suurdoy. TOLEDO TIMES Mowing 


REPRESENTED 8 Y 


MOLONEY, 


REGAN 


& SCHWMITT, 


Inc, 


er markets. Cahall Advertising 
Agency, Upper Darby, Pa., is the 
agency. 


pereees: Succeeds 
with Teamwork, Not 


Genius, Says Gould 
New York, Oct. 8—Contending 
that there are few miracle men in 
industry, Joe Gould, director of 
public relations for Jacob Ruppert, 
writing in the current issue of 
American Brewer, declares, “If 
most companies could just elim- 
inate executive bungling alone, 
they would almost be assured of 
a successful and profitable opera- 
tion.” 

Citing some examples of so- 
called miracle men who “got their 
positions by mesmerizing manage- 
ment with two words: ‘creative’ 
and ‘ideas’,” Mr. Gould says that 
“these men convinced manage- 
ment they had something equiv- 
alent to an Aladdin’s Lamp.” 

Asking how management could 
have been deluded by such pre- 
tense, he says that “many compa- 
nies actually believe such people 
exist. And they are constantly 
| searching for executives that come 
with a built-in genii, instead of a 
well developed cranium which has 
an abundant supply of gray mat- 
ter. 
| “There have been pitifully few 
male or female Joan of Arcs in 
| business,” Mr. Gould says, “And a 
| great many corporation presidents 
| will tell you they just don’t exist. 


| 


|# “A successfully completed proj- 
ect is usually the result of a num- 
ber of dependable people who have 
collectively put their muscles and 
backs into their jobs. Even the 
original project idea in its final 
form is most often the project of 
many flexible minds.” 

While most companies contend 
jthey “are not looking for men to 
'produce  block-busting  brain- 
storms,”’ Mr. Gould says, “many 
|companies continue to search for 
/men who have allegedly per- 
|formed some miracles in the past, 
|hoping they can manage a repeat 
|performance for them. They gen- 
erally never do.” + 


Hertz Gets Pensacola Branch 

Hertz Corp., Chicago car leas- 
| ing organization, has acquired Mc- 
Cord’s Car & Truck Service, Pen- 
sacola, Fla., from H. D. McCord, 
former Hertz system licensee. The 
operation includes three sites in 
Pensacola as well as locations at 
Fort Walton Beach and Eglin Air 
Force Base. Mr. McCord will re- 
main as manager. 


Katz Underwear to Dundes 
Katz Underwear Co., Honesdale, 
Pa., manufacturer of women’s 
| sleepwear, has appointed Dundes 
|& Frank Advertising, New York, 
as its first agency. 


———————— 
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“52-week schedules in Spot- 
keep Robert Hall sales rolling; 


9 


says Jerry Bess, Vice President 
of the Frank B. Sawdon agency, 
reporting sales effectiveness 

of Station WABC-TV, New York 


Your mention of 52 weeks is a surprise, Mr. 
Bess. In the clothing field, don’t most adver- 
tising budgets have sharp seasonal peaks? 


True—but Robert Hall has a different philos- 
ophy. 


Different? In what way? 


We feel it’s a costly mistake to let customer- 
enthusiasm cool off, ever. Of course we inten- 
sify our efforts in spring and fall. But between 
seasons we keep selling-steam in our boilers all 
the time. 


How do you accomplish that? ° 


In most markets, we use at least one basic me- 
dium on a multi-exposure, 52-week basis. In 
New York City, for example, Robert Hall is a 
52-week advertiser on WABC-TV. 


When did TV become your main selling force? 


In 1953. Prior to that time, Robert Hall had 
been one of radio’s biggest advertisers. In fact, 
coast-to-coast, Robert Hall is still radio’s No. 1 
retail advertiser. We used newspaper schedules, 
too, for visual impression. 


And television gave you the means of combin- 
ing the voice with the visual? 


Precisely, plus the tremendous advantage of 
action. At the outset, our TV selling approach 
was very direct. Announcers handled our com- 
mercials “live” wearing the clothes about which 
they talked. 


Currently, you're using animation, too? 


Yes, we found certain selling points registered 
better through animation. Also, in showing 
Robert Hall clothes, we feel it’s more effective 
to show them “on location”—in situations fa- 
miliar to the TV audience. Being active in so 
many markets, Robert Hall is among the top 
Spot-TV advertisers. In the fall of '56, for ex- 
ample, TvB listed Robert Hall as No. 8 among 
national Spot-TV users. 


Then Spot-TV really carries the ball for Robert 
Hall? 


; : That’s right. We still use plenty of radio and 
«Se Pes aurea 4 Bey newspaper space. But in our book, Spot-TV 

JERRY BESS, Vice President of the Frank B. Pe at ae ae -e sivas os ten sae power we want. WHEN 

Sawdon agency, New York, ‘who personally “yA on ae as Fe we want it, and WHERE we want it. : 

directs the broadcast advertising for Robert eee 7 eile , Oe > ae 

Hall clothes. ; 


Television's 


4 ro First Exclusive 
For sales building availabilities on these major-market stations ...Call BLA Sx National 


Representative 


WABC-TV—New York 
WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO-TV—Providence WEWS—Cleveland KGO.-TV—San Francisco WFBG-TV—Altoona 


WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma | WXYZ-TV—Detroit WHDH-TV—Boston WIIC—Pittsburgh WCPO.-TV—Cincinnati KFJZ-TV—Dallas-Ft. Worth) KTVI—St. Louis 
WOW-TV—Omaha KTTV—Los Angeles KFRE-TV—Fresno WFLA-TV—Tampo-St. Petersburg | WNBF-TV—Binghamton WMCT—Memphis KGW-TV—Portland WJZ-TV—Baltimore 


OFFICES: NEW YORK * CHICAGO * BOSTON ° DETROIT * ST. LOUIS ¢* JACKSONVILLE * 


DALLAS ° LOS ANGELES ° SAN FRANCISCO * SEATTLE 
TEmpleton 8-5800 SUperior 7-5580 KEnmore 6-1472 WOod'rd 1-6030 CHestnut 1-5686 Elgin 6-5570 


Riverside 4228 DUnkirk 1-3811 YUkon 2-7068 ELliott 6270 
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WERE ARE THE RANKINGS... 
California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


Los Angeles-Long Beach 

San Francisco- Oakland 

San Diego 

RIVERSIDE, SAN BERNARDINO, 
ONTARIO 

. San Jose 

. Sacramento 


~e ee = 


. Bakersfield 
. Stockton 
10. Santa Barbara 


see the man from 
RIVERSIDE PRESS 


and ENTERPRISE 


10,000,000 lines of 
retail advertising ‘56 


5. 
6. 
7. Fresno 
8 
9 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


FTC Order Bans Ad 
Claims by Velox 
Mail Order House 


New Yor«, Oct, 8—The Federal 
Trade Commission has obtained a 
consent order prohibiting Velox 
Service Inc. from misrepresenting 
the quality and regular price of 
the various merchandise it sells by 
mail order. 

Located at 352 Fourth Ave., the 
Velox mail order operation is 
among the largest in the country. 
Some of the names under which it 
does business are Thoresen’s Di- 
rect Sales, Consumers Mart, Inter- 
national Binocular Co., Thoresen’s, 
The Honor Co., Rocket Wholesale 
Co., Moto-Matic Co. and Trans- 
Kleer Co. Among the items sold 
are binoculars, watches, dolls, au- 
tomobile seat covers, plastic storm 
windows and housewares. 

The FTC order is also directed 
against Ceaser Torelli and Nelson 
Torelli as individuals and officers 


Aiming at the Rich Southwest .. . 


Don't Miss the COLORFUL 


Advertising Age, October 14, 1957 


Advertising We Can Do Without... No. 26 


Now" Like you toTry My Potatoes 


WASHINGTON State POTATOES am 


You know famed, flavorful Washington Apples. 
Here come potatoes—fiufly white—from the same 
deep, mineral-rich lava soil. The land of sunny 
days and cool nights... ideal for growing these 
energy packed potaioes. Try them, won't vou, for 
we Washington Potato Growers believe that you 
don't really know how good potatoes can be until 
you've tasted ours. They're on the market right 
now—bring home a big bagful next time you shop! 


As Featured 
on NBC-TY by 


DAVE GARROWAY 


= a 


TRY MINE—A correspondent who believes “I should remain anony- 

mous” takes umbrage at this newspaper advertising of Washington 

State potatoes for its use of an “endorsement” by George Washing- 

ton, who never heard of the State of Washington. While the impli- 

cation that George raised the potatoes on his farm may be harmless 

in a material sense, the use of a national hero in this context does 
seem out of character. 


MAGIC EMPIRE! 


of the corporation, and against 
Charles Torelli, Hilda Torelli, 
Alice Jean Torelli and Marie A. 
Thoresen as individuals and as co- 
partners. 


® Velox has agreed to cease mak- 
ing claims which led to FTC com- 
plaints. Among them are: 


Automobile seat covers—That 
the fabric, thread, quality and 
wearability are of higher quality 
'than actually is the case. 

Plastic storm windows—That 
they will withstand blows of 
greater force than is the fact, and 
that they were developed specif- 
lically for the use of governmental 


MARKET 


ribune... 8 


risa ©) I Rd | L D reLSA 


EWSPAPE 


ribune 


A BILLION DOLLAR 


This is the billion-dollar Magic Empire, oil-rich, 
water-rich, and loaded with buying power. You 
just can’t cover the Southwest without it— 
and at the heart of this Magic Empire you'll 
find the richest pay zone of all: Metropolitan 
Tulsa. Here *323,500 people share an effective 
buying income of *$610,033,000. 


Are you getting your share of this billion-dollar 
market? You can, when you tell your story 
in the Tulsa World and the Tulsa Tribune— 
preferred reading of +171,897 residents of the 
fabulous Magic Empire. 


*1957 Sales Management Survey of Buying Power. 
+March 31, 1957, ABC Publisher’s Statement 


COLOR ADVERTISING 


Ask a Branham man for copies of color ads in the World 
and pot color in black and one, two or three 
colors. Also process and Sunday letter press magazine color. 


REPRESENTED NATIONALLY BY @ THEBRANHAM CO, | 
OFFICES IN THE PRINCIPAL CITIES IN THE U.S.A. 


Binoculars—That binoculars are|and private organizations when 
of greater power than they actual-|such is not the case. 
ly are and are cased in better ma- 
terials than is the fact. |@ Comparative price claims made 
Watches—That they are mois-| by the various advertisers are also 
ture resistant when they are not;/| subject to the FTC order, and the 
that they have jewelled move- companies are prohibited from of- 
ments when they contain less than fering items at so-called reduced 
seven jewels; that the cases are of | prices. 
designated karat or rolled gold| A charge by the FTC that the 
finish when the cases do not con-| company misuses the terms “im- 
form to the accepted definitions of | porter” and “wholesaler” was dis- 
those two terms. missed, but the company was 
Dolls—That the dolls have aj) ordered to stop claiming that it op- 
skin-like texture and softness and | erates or controls factories or man- 
are clothed with superior designs ufacturing establishments which 
and workmanship when such is not |make the merchandise advertised 
the case. for sale when such is not the case. 


MAXIMUM Spender Impact 
for MINIMUM Dollars 


If you want maximum spender impact for your 
money—more advertising for your dollar concen- 
trated on those with more dollars to spend—plan 
your advertising in the Morning Courier-Express. It 
carries your sales message to the top 45% of the 
families in ABC Buffalo—to nearly of all families 
in the 8 Western New York counties that constitute 
the Greater Buffalo Market. It carries it to them in 
a clean paper where visibility is high—in a paper 
packed with news and features that insures readers. 

And for SATURATION among 491,300 families 
in the 8 Western New York counties, use the Sunday 
Courier-Express—the state's largest newspaper out- 
side of Manhattan—your most potent sales force in 
reaching aneffective buying income of $2,674,340,000. 


ROP COLOR available both daily and Sunday 
Member: Metro Sunday Comics and Sunday Magazine Networks 


Buffalo 
COURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 
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‘*l would 


hafta say women 


are different than men” 
says CASEY STENGEL 


Women have a world of their own... 


and a magazine of their own... Losdies’ 7 
{ 


(Armed with our favorite thesis — 
that women are quite different 
from men — Ladies’ Home Journal, 
the world’s foremost authority 
on women, solicited the views of 
Casey Stengel, the world’s foremost 
authority.) 


“Tes like they [Ladies’ Home Journal] 
keep saying, men and women are different. 
Because why? Well, take ballplayers. They 
[women] won’t ever make as good a hitter 
as some of my fellas. Maybe, but not many 
of them. All you hafta do is look. 


“Sure they [women] like to watch a ball 
game as much as anybody, but, you know, a 
woman is a woman and she may be out cheer- 
in’ in the stands one minute, sure, but the 
next minute she’s out running for the P.T.A. 
or cooking scollop potatoes or bringing up 
your kids for you, and what guy could do all 
that? 


“A woman may be a lot of things but 
she’s always a woman. That’s what they 
[Ladies’ Home Journal} understand, so no 
wonder they [women] all read it. Which of 
the two are best—men or women? Let’s say 
it’s lucky for you there is two.” 


* * * 


(We agree with Mr. Stengel that it is be- 
cause Ladies’ Home Journal understands 
women —and talks to them in womanese — 
that more women buy and read the Journal 
than any other magazine on earth. And adver- 
tisers, who recognize the Journal’s influence 
with women, invest more money in the Jour- 
nal than in any other women’s magazine.) 


A CURTIS PUBLICATION 


THE NO. @) MAGAZINE FOR WOMEN: NO. @ IN CIRCULATION * NO. @ IN NEWSSTAND SALES * NO. @ IN ADVERTISING REVENUE 
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HOOPER — PULSE — NIELSEN 


| Battery Makers Plan Merger 
Electric Storage Battery Co., 


| Battery common stock for two 
shares of Ray-O-Vac common 


Philadelphia, and Ray-O-Vac Co., 
Madison, Wis., plan to merge on| Co. 


sae 
@] | move. The plan calls for exchange 
of one share of Electric Storage 


Nov. 20 if stockholders approve the 


stock. If the merger is approved, 
Ray-O-Vac would become a div- 
ision of Electric Storage Battery 


Walgren to ‘Scholastic’ 
Howard L. Walgren, formerly 

with Sport, has joined the Chicago 

sales staff of Scholastic Magazines. 


‘Ghee, Tat Wet a BE Ales, T TA 
BUT Hl BEAT | 


EVEN IN HINDUSTANI IT’S: “Sell the POST fi INFLUENTIALS —they tell the others!” 


* Revised 


Advertising Age, October 14, 1957 


Television Gross Time Charges 
Source: Publishers Information Bureau 


August 
1957 
esoteinennpioc $ 6,134,380 $ 
18,278,933 
14,150,907 


August 
1956 
6,842,292 
19,430,748 
16,323,549 


% Jon-Avg. Jon-Aug. % 
Change 1957 1956 Change 
~-10.3 $ 52,578,094 $ 50,855,477 + 3.4 
— 59 153,578,489 144,411,892 + 63 
—13.3 121,825,283 119,587,046 + 1.9 


siinreanaioans $38,564,220 $42,596,589 — 9.5 $327,981,866 $314,854,415 + 4.2 


ABC 
$ 6,715,581 


6,134,380 
$52,578,094 
as of October 3, 1957 


Heneeeeesccerees 


1957 NETWORK TELEVISION TOTALS TO DATE 


CBS NBC TOTAL 

$ 20,231,474 $ 16,554,941 $ 43,501,996 
18,309,088 14,900,631 39,385,207 
20,172,173 16,631,974 43,652,995 
19,385,098 15,154,388 41,222,272 
20,307,762 15,811,033 43,377 602 
18,356,892 14,746,537 39,517,137 
18,537,069 13,874,872* 38,760,437* 
18,278,933 14,150,907 38,564,220 

$153,578,489 $121,825,283 $327,981 ,866 


Business Yule Gifts, to Cost $300,000,000 
in ‘57, Are Losing Favor, Surveys Show 


United Air Lines will pick up and deliver 
your shipment... hold space for it, too! 


Want your shipment on a particular United Air Lines 
flight? Just say the words—“Reserved Air Freight.” 
This guarantees the space you need on any flight you 
want. United will provide pickup and delivery service 
if you wish. For further assurance, United's system- 
wide Customer Service will monitor your shipment all 
the way to its destination. 


There’s assurance, too, in United’s frequent, high- 
speed Air Freight schedules, including same-day DC-7 
Mainliners and 30,000-lb.-capacity DC-6A Cargoliners 
coast to coast. All this is part of the new standard in 
Air Freight set by United. Specify UAL} on your next 
airbill, then notice the difference. 


TUAL is 2 service mark used and owned by United Air Lines. 


Door-to-door service 


RESERVED 


SPACE 


CHICAGO to CLEVELAND... 
NEW YORK to DETROIT ... 
DENVER toOMAHA ..... 
LOS ANGELES to SEATTLE . . 
CHICAGO to LOS ANGELES . 

PHILADELPHIA to PORTLAND 


*These are the rates for printed matter. They are often lower for larger shipments. 
Rates shown are for information only, are subject to change, and do not inciude the 


3% federal tax on domestic shipments. 


Vancouver B C. 


x m SHIP FAST...SHIP SURE... SHIP EASY 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 


| New York, Oct. 8—The current 
|issues of two business publications 
present special surveys on Christ- 
mas gifts by American business. 

Premium Practice reports that 
|business companies this year will 
spend more than $300,000,000 on 
Christmas presents. Most of the 
$9,000,000 increase over last year 
is attributable to higher prices. 
The magazine also notes that Ca- 
nadian companies will spend about 
3% more on gifts this year, bring- 
ing the Canadian total to about 
$13,000,000. 

Management Methods reports 
that a sampling of 52,000 man- 
agement executives shows that 
53% of leading business concerns 
send holiday gifts to customers. 
‘But 55% of those responding to 
\the survey indicate that they feel 
the custom should be eliminated. 
An additional 26% say they’d like 
| to see it curtailed, Only 19% of the 
respondents indicated a belief that 
the custom should be continued. 


| 
|@ Methods of drawing up the an- 
jnual lists of recipients seem to 
vary widely, the magazine says. In 
most cases presents are automati- 
cally sent to customers who have 
placed a specified volume of busi- 
ness, but some companies take the 
opposite tack and send gifts to 
jack up those customers whose or- 
ders have fallen off. In many 
| cases, reportedly, it is the practice 
|to turn the job of gift list prepara- 
\tion over to the sales manager or 
|}some other executive who then ex- 
ercises his own judgmeni. Only a 
small number of companies send 
| gifts to all their customers. 

The average company spends 
|less than $10 per gift and includes 
| between 50 and 100 customers on 
its list. Some companies in recent 
years have begun to make mone- 
tary donations to various worthy 
causes during the holiday season, 
in lieu of sending gifts to custom- 
ers, Management Methods reports. 


‘Cooperative Advertising 
Newsletter’ Launched 

A new publication, the “Coop- 
erative Advertising Newsletter,” 
devoted entirely to information 
concerning cooperative advertis- 
ing, has been published by Lester 
Krugman Associates, 520 Fifth 
|Ave., New York. Published month- 
ly, the newsletter includes lists of 
manufacturers who make cooper- 
ative advertising funds available, 
new uses and devices they have de- 
veloped for these funds, how re- 
tailers use the funds, legal deci- 
sions, co-op studies and statistics. 

Subscription rates are $35 a year. 
Mr. Krugman has written many 
magazine articles on co-op adver- 
tising. 


Gillett to Southern Outdoor 

H. F. (Bunny) Gillett has joined 
the sales department of Southern 
Outdoor Advertising Inc., Los An- 
geles, He recently completed a tour 
of duty with the U. S. Army. 
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| OUTDOOR DOES BIG 
SELLING JOB FOR SCHRAFFT'S 


a pte . er a eR eee 
— es ee amma 
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WHAT MORE CAN A FELLOW SAY? 


Poster designed by Silton Brothers, Inc. 


“The one big job Outdoor advertising had to do for Schrafft’s 
v11a ; was to increase turnover at the retail level...and it 
William A. Silverman certainly has done it. The results of our Valentine showing 
Vice President were excellent. Warehouses were cleaned to the bare 
ngepomeenes ors nie ainemenamions eave, walls. Retail buying action showed a sales increase... 
the biggest in company history. Advanced bookings for 
other ‘feature day’ promotions were heavier than usual.” 


8 out of 10 people see and remember Outdoor posters!* 


*Urban Poster Readers —Starch Continuing Study of Outdoor Advertising 
OUTDOOR ADVERTISING INC. 


WATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK @ ATLANTA @ BOSTON @ CHICAGO © DALLAS © DETROIT © HOUSTON @ LOS ANGELES © PHILADELPHIA © ST, LOUIS @ SAN FRANCISCO @ SEATTLE 
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Rothmans Plans 
‘Aggressive’ Cigaret 
Marketing in Canada 


Toronto, Oct. 8—Rothmans of 
Pall Mall Canada Ltd., which is 
about to commence manufacture 
of cigarets here, “will hit Canada 
with a real tough selling proposi- 
tion,” Patrick O’Neil-Dunne, di- 
rector of the parent British com- 


pany, told a press conference to- 


day. 

Although Rothmans will have 
to buck the three established cig- 
aret manufacturers in this coun- 
try, its ultimate aim is to capture 
one-third of the market. It has 
been testing the market, mainly 
in the Toronto area, for several 
months with cigarets made in Eng- 
land to Canadian specifications. 

In addition to concentrating on 
the king-size cigaret, Rothmans 
will undertake vigorous promo- 
tions. Scope for this, Mr. Dunne 


said, is indicated by the fact that 
only 4¢-6¢ per 1,000 cigarets is 
spent for promotion in Canada. 

The Canadian market for cig- 
arets is wide open, according to 
Mr. Dunne, thanks to laws against 
monopolies and retail price main- 
tenance. 


# Company plans look ultimately 
to a $25,000,000 factory, financing 
of which would include up to 50% 
ownership by Canadian inves- 
tors, # 


e 
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Nielsen Network TV Ratings 
Two Weeks Ending Sept. 7, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 
TOTAL HOMES REACHED 


Program 


Miss America Pageant (Philco, CBS) 

Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Playhouse 90 (Several sponsors, CBS) 

Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 


I've Got A Secret (Winston cigarets, CBS) ........sesssesnsenseerenenenrsnrerensnes 
Climax (Chrysler, CBS) 
$64,000 Question (Revion, CBS) = 
Disneyland (Reynolds Metals, Derby Foods, General Foods, General 
Mills, ABC) 
Lawrence Welk Show (Dodge, ABC) 

Undercurrent (Procter & Gamble, Brown & Williamson, CBS) 


PROGRAM POPULARITYT 


Ono UMA WH — 


ANOTHER ONE OF THEM PIPEDREAMS AT 
M EDIUM -R f) RE GUILD» BASCOM, 4x> BONFIGLI-ADVERTISING- 
SAN FRANCISCO LOS ANGELES- NEW YORK 
(eS, GENTLEMEN, 
DR HICKEY, HERE, HAS 


PERFECTED A GREAT 
NEW SELLING- 


_ 
ov 


r 


Program 
Miss America Pageant (Philco, CBS) 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Playhouse 90 (Several sponsors, CBS) 
Ed Sullivan (Lincoln-Mercury dealers, CBS) 
I've Got A Secret (Winston cigarets, CBS) 
Climax (Chrysler, CBS) 
$64,000 Question (Revlon, CBS) .... 
Disneyland (Reynolds Metals, Derby Foods, General Foods, General 
Mills, ABC) 
Lawrence Welk Show (Dodge, ABC) ... 
Cheyenne (General Electric, ABC) 


HEARD OF 
MENTAL 
TELEPATHY 


77? 


evounson=-F 


° 


LD, BASCOM ,AND 
Gui BONFIGLI ” 


Nielsen Average Audience** 
ADVERTIS‘(NG— INC. 


Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Miss America Pageant (Philco, CBS) 
I've Got A Secret (Winston cigarets, CBS) 
$64,000 Question (Revlon, CBS) 
Se 
Playhouse 90 (Several sponsors, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
Undercurrent (Procter & Gamble, Brown & Williamson, CBS) 
GE Theater (General Electric, CBS) 
Those Whiting Girls (General Foods, Max Factor, CBS) 


PROGRAM POPULARITY; 


THE DOCTOR SIMPLY SITS HERE AND 
SENDS OUT THOUGHT WAVES 
ALL OVER TOWN. 


covano us own — 


Buy 

HAPPY 4 
gO\ HOGWASH 
oO 


CB 


Program 
Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Miss America Pageant (Philco, CBS) 
I've Got A Secret (Winston cigarets, CBS) 
$64,000 Question (Revion, CBS) 
Playhouse 90 (Several sponsors, CBS) 
Climax (Chrysler, CBS) 
Undercurrent (Procter & Gamble, Brown & Williamson, CBS) 
What's My Line (Sperry-Rand, Helene Curtis, CBS) 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
GE Theater (General Electric, CBS) 
* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 
** Homes reached during average minute of the program. 
+ Percented ratings are based on tv homes within reach of station facilities and by 
each program. 
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BUT 1M AFRAID YoUR 
SCHEME IS Qu/TE OUT 
OF THE QUESTION... 


. — | 
( WHERES OUR 15% 7U/ 


consistent 


industrial growth 
keeps 


ROANOKE 


an ideal 
test market 


GE's 
new plant 
now employs 


uu, BASCOM, AND BONFIGL! HAVE 
JUST BEEN NAMED To HANDLE THE 
ADVERTISING FOR BREAS-O” CHICKEN 
TUNA INC. 
(AND You CAN BET THEYZL CONTINUE 
JO EXPLORE ALL COMMISSIONABLE MEDIA 
IN ORDER TO INCREASE BO’C. SALES 
AS WELL AS THOSE OF SKIPPY PEANUT 
BUTTER, BEST FOops’ NUCOA., RALSTON 
WHEAT CHEX AND RICE CHEX , RY-KRISP 
AND INSTANT RALSTON, HARRY AND DAVIDS 
FRUIT- OF-THE-MONTH, MOTHERS COOKIES, 
FARMER JOHN’S HAM AND BACON 5 MARY 
ELLEN'S JAMS AND JELLIES, MAX FACTORS 
SOF-SET, AND HEIDELBERG BEER...) 


16 counties, more than 500,000 people 
reached exclusively by the 


ROANOKE 
TIMES and WORLD-NEWS 
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PINPOINT 


It’s axiomatic that the more accurate your aim, the more 
effective your advertising. Atlantic City officials put the axiom 
into action with measurable results. They know where their 
potential visitors are, how to attract them, and how to bring 
them back again via 7 of TV GUIDE’s 50 regional editions. 
Region by region, they talk to top prospects, 

net more inquiries at less cost with TV GUIDE than 

through any other medium they use. Most marketing 
programs have varying regional problems, 


TV GUIDE can help you solve yours. 


Today’s most flexible magazine 


CIRCULATION NOW OVER 5,300,000 
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Bigelow 


rugs and carpets 


. . . . advertises consistently in 
House & Garden to reach the more- 
than-half million HOME COUNTRY 
tastemakers who regard H&G as 
THE DECIDING FACTOR in the buying 
of quality products. 


House «Garden 


A CONDE NAST PUBLICATION, 420 LEXINGTON AVE., N.Y. 17, N.Y. 


SERVICE—To highlight its “Pay by Check” campaign, Lindell Trust 

Co., St. Louis, put on a one-day bank-bus promotion urging passers- 

by to “open your account now.” The chartered bus was parked on 

the bank’s corner location and free checks were imprinted inside 
the bank while the customer waited. 


GEEF saia the tittle girl in Chicago 


She was watching WGN-TV at noon (along with 248,928 other boys and 
irls). She was thrilled by the Lunchtime Little Theatre, designed by 
IGN-TV to get “GEE!” reactions (A.R.B., July, 1957, 9.3%). 


She had her mother buy the sponsor’s product. 
That’s why Top Drawer Advertisers use WGN-TV. 


Let our specialists fill you in on some exciting case histories, discuss your 
sales problems and advise you on current availabilities. 


warrant WON=TV 


CHANNEL 9—CHICAGO 
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Comics Magazine 
Group Wins Award 
for Self-Regulation 


Sr. Louis, Oct. 8—Recognition 
has been given to the Comics Mag- 
azine Assn. of America for achiev- 
ing a workable self-regulation 
program and for “the great im- 
provements which have resulted” 
from it. 

The American Society of Assn. 
Executives’ grand award to asso- 
ciations for having rendered out- 
standing service to the industry 
which they represent, as well as 
to the American public, was pre- 
sented to CMAA President John 
Goldwater at a luncheon here. 


@ The Very Rev. Paul C. Reinert, 
J. C., president of St. Louis Uni- 
versity, awarded the grand award 
plaque on behalf of Secretary of 
Commerce Sinclair Weeks, chair- 
man of the ASAE awards commit- 
tee, 

The citation states that CMAA 
gained the award “for its success 
toward achieving one of the most 
difficult objectives of any industry 
—a workable self-regulation pro- 
gram.” The citation also set forth 
the methods of CMAA’s code op- 
eration and calls attention to the 
improvements it has helped 
make. # 


Dole Names Shafer S.M. 

John Shafer has been promoted 
to general sales manager of Dole 
Hawaiian Pineapple Co., San Jose, 
succeeding E. B. Woodworth, who 
has resigned. Mr, Shafer, who 
joined Dole in 1923, has been as- 
sistant general sales manager since 
1945. 


STATEMENT OF THE OWNERSHIP 

MANAGEMENT AND CIRCULATION 

REQUIRED BY THE ACT OF CONGRESS 

OF AUGUST 23, 1912, AS AMENDED BY 

THE ACTS OF MARCH 3, 1933, AND 

JULY 2, 1946 (Title 39, United States 
Code, Section 233). 


of Advertising Age, published weekly at 
Chicago, Ill, for October 1, 1957. 

1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are: 

Publisher, G. D. Crain, Jr., Chicago, 
Illinois. 

. “eed S. R. Bernstein, Chicago, Illi- 
nois. 

eg Sater, J. J. Graham, Chi- 
cago, Illinois. 

usiness Manager, C. B. Groomes, 
Chicago, Illinois. 

2. The owner is: (if owned by a cor- 
poration, its name and adress must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unincor- 
porated firm, its name and address, as 
well as that of each individual member, 
must be gon. 

Advertising Publications, Inc., 200 East 
Illinois Street, Chicago 11, Illinois. 

G. D. Crain, Jr., 200 E. Illinois St., Chi- 
cago, Ill; G. R. Crain, 200 E. Illinois St., 
Chicago, IL; S. R. Bernstein and A. B. 
Bernstein, 200 E. Illinois St., Chicago, 
Ill.; O. L. Bruns and M. S. Bruns, 200 E. 
Illinois St., Chicago, Ill.; C. B. Groomes 
and D. A. Groomes, 200 E. Illinois St., 
Chicago, Ill.; M. E. Crain and E. F. Crain, 
200 E. Illinois St., Chicago, Ill.; Estate of 
Jane C. Ivie, Chicago, II1.; Kenneth C. 
Crain, 238 East 23rd St., New York City; 
L. C. Crain, 238 East 23rd St., New York 
gg (RS B. Miller and M. A. Miller, 409 
Ss. ond Ave., Maywood, Illinois; B. G. 

M. hm, 4308 Churchill 

y.; G. L. Hamlin and 

E. K. Hamlin, Route 1, Vandalia, Mich- 
igan; Mary C. Sanders, 611 Barton Place, 

vanston, Ill; Jessie W. Crain, Box 2059, 
Carmel, California. 

3. The known bondholders, mortgagees, 
and other security holders owning or 
holding 1 percent or more of total amount 
of bonds, mortgages, or other securities 
are: None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting; also 
the statements in the two ragraphs 
show the affiants full knowledge and 
belief as to the circumstances and con- 
ditions under which stockholders and 
security holders who do not appear upon 
the books of the company as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner. 

5. The average number of copies of 
each issue of this publication sold or dis- 
tributed, throu e mails or otherwise, 
to paid subscribers during the 12 months 
+ ee the date shown above was: 


G. D. CRAIN, JR. 
Publish 
Sworn to and subscribed before me this 
18th day of September, 1957. 
LELAND W. HAGMAN 
(Seal) 


(My commission expires April 9, 1960.) 
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The Philadelphia Bulletin 
WINS 
2 First Prizes 
In R.O.P. Color 


Awards For 1957 


2nd Annual Newspaper Color Conference 


The Bulletin publishes 
the largest amount of 


R.O.P. color advertising 
in Philadelphia 


In Philadelphia nearly everybody reads The Bulletin 


Advertising Offices: Philadelphia - New York - Chicago 


Representatives: Sawyer Ferguson Walker Co., Detroit - Atlanta - Los Angeles 
San Francisco: Seattle - Florida Resorts: The Leonard Company, Miami Beach 
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Roston Forms Art Service 
Arnold Roston has resigned as 
an art director and group super- 
visor of Grey Advertising Agency, 
New York, to set up his own office 
at 12 W. 55th St., New York, spe- 
cializing in art and design services. 


Wolfe Heads ABP Group 


Eugene E. Wolfe, sales promo- 
tion manager of House & Home, 
has been named chairman of the 
Promotion & Research Roundtable 
of the Associated Business Publi- 


cations. 


Air Freight. 


PURCHASING NEWS.” 


“| SELL AIR FREIGHT FACILITIES 
TO THE METALWORKING FIELD” 


TRANS WORLD AIRLINES 
“The metalworking industries are heavy shippers via 


“The man I have to see, and sell, is the Purchasing Agent. 


“He’s a key influence in the selection of shipping methods. 
That's why I'm glad TWA is a regular advertiser in 


. WELL-SERVED—The 
young lady here 
offers a sample 
of Granny Goose 
Foods’ new Dip 
Chip, a_ sturdy 
potato chip de- 
signed for use as 
an appetizer dip. 
Posters, spot ra- 
dio and tv will 
be used in the 
introduc- 
tion campaign. 
Brooke, Smith, 
French & Dor- 
rance, San Fran- 
cisco, is the agen- 

cy. 


Day, Harris Adds Montag 

Day, Harris, Hargrett & Wein- 
stein, Atlanta, has been appointed 
to handle advertising for Montag 
Bros., Atlanta stationery manu- 
facturer. Mitchell WerBell Adver- 
tising, Atlanta, is the former agen- 


Meldrum & Fewsmith Adds One 

Meldrum & Fewsmith, Cleve- 
land, has been appointed to han- 
dle advertising for Strong, Cobb 
& Co., Cleveland manufacturer 
of private formula pharmaceuti- 
cals. Paul Klemtner & Co., New- 
ark, is the former agency. 


HAMILTON HARBOUR 
handles the third 
lorgest tonnage of 
ony Canadian port— 
over 7,800,000 tons 
in 1956. 


Bee 


fig 


Sica ag 


THROUGH THE ~ 
_ HAMILTON 


Gy 


_* a 


Population of Metropolitan Hamilton now stands at over 325,200 


NOW ONTARIO’S FASTEST-GROWING MAJOR CITY® 


Look at the facts: The latest Dominion Bureau of Statistics release shows 
Hamilton is now Canada’s Sth largest city and Ontario’s fastest-growing major 
city. Latest Sales Management figures put retail sales in Metropolitan 
Hamilton at $287,783,000—per family income at $6,590—a full 

$2000 above the Canadian average. 


Industry is booming! The Steel Co. of Canada, Ltd., Canada’s top producer, 


is engaged in a seven-year, $173 million expansion program. 

Hamilton’s Dominion Foundries & Steel, Ltd. is topping off an $88 million 
expansion program. The chemical industry in the Hamilton area has 

six companies involved in programs totalling $15 million. 

*Dominion Bureau of Statistics, 1956 


The Spectator is 
the only newspaper with 


SPECTATOR 


One of the Eight Southam Newspapers in Canada 


MONTREAL 


388 Yonge St 
L. Bower  Monoger 


1070 Bleury St. 
J. C. MeCogve, Manager 


GREAT BRITAIN 
F. A. Smyth 
34-40 Ludgote Hill, 
London, tc, 


New York, Detroit, 
Chicago, Son Francisco, 
Los Angeles, Atlonto 


UNITED STATES 
Cresmer & Woodward inc. (Con. Div.) 


saturation coverage of 
Ontario’ s fastest-growing 
major city 


Advertising Age, October 14, 1957 


Olive Board, 
Crown Zellerbach 
Seek Agencies 


Only Institutional Part 
of C-Z Account Solicits; 
Olive Men Resuming Ads 


San Francisco, Oct. 8—Two ma- 
jor San Francisco accounts are out 
seeking agency solicitations. Larg- 
est, in billings, is the Crown Zell- 
erbach Corp., which has sent let- 
ters to “a selected list” of agencies 
seeking solicitation of the compa- 
ny’s institutional advertising ac- 
count. 

Gene K. Walker Co., San Fran- 
cisco, is now handling the paper 
manufacturer’s institutional ad- 
vertising, with a budget of approx- 
imately $250,000 a year. 

Cunningham & Walsh, San Fran- 
cisco, and Merchandising Factors 
Inc., handle Crown’s consumer 
industrial advertising. 


® The second account in search of 
an agency is that of the Olive Ad- 
visory Board, which resumed op- 
eration this year after having been 
inactive for several years. 

Daryl Hutchins, manager of the 
board, has indicated he will review 
agency presentations at the board’s 
offices, at 64 Pine St. He said the 
budget probably will approximate 
$150,000 a year. 

J. Walter Thompson Co. had 
been the board’s agency before the 
cessation of ad activities. # 


Canadian Dailies 
to Hike Newsstand 
Prices, Hicks Warns 


WINNIPEG, MANn., Oct. 8—The in- 
creased price-per-copy trend 
which American dailies have been 
displaying will hit Canada before 
long, George Hicks, circulation 
manager of the Pittsburgh Post- 
Gazette, predicted last week. 

Mr. Hicks was here for the 24th 
convention of the Canadian branch 
of the Newspaper Circulation Man- 
ager’s Assn., of which he is pres- 
ident, 

He said in an interview that 
daily newspaper circulations are 
on the upswing both in Canada and 
the U.S., but costs are rising, forc- 
ing increases in selling prices. 

“37% of American dailies now 
are charging more than 5¢,” he 
said. 


® He blamed increased costs of 
printing equipment, circulation and 
delivery on the 15¢ to 20¢ price 
of many U.S. weekend and Sun- 
day newspapers, versus the stand- 
ard price of 10¢ in Canada. 

He pointed out that U.S. daily 
newspaper circulation has _ in- 
creased to 57,000,000 copies a day 
from 38,000,000 in 1956, but that 
cost of publishing and distributing 
had increased with circulation, + 


Lehman Joins Tidy House 

Jesse E. Lehman Jr., formerly 
assistant national sales manager of 
Mystic Adhesive Products, has 
been named director of advertising 
of Tidy House Products Co., 
Shenandoah, Ia., manufacturer of 
Perfex household cleaner, Dexol 
powdered bleach, GlossTex liquid 
laundry starch and Shina Dish 
detergent. 


Johnson-Bartnett Adds Two 
Johnson-Bartnett Agency, Flem- 
ington, N. J., has been appointed to 
handle advertising for two new ac- 
counts. They are J. S. Freling- 
huysen Corp., New York, insurance 
broker, and Jugtown Mountain 
Smokehouse, Flemington, process- 
or of smoked meats and delicacies. 
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A Case in Point: 


Oxfor 


There are good and important rea- 
sons why Advertising Requirements 
consistently outpulls for those who 
have products and services to sell to 
the advertising world. 


First is audience interest: Only in AR 
can those who create, plan and direct 
the nation’s blue-chip advertising 
campaigns find the “how-to-do-it” 
and “where-to-buy-it” information 
they need each month for 13 sepa- 
rate areas of advertising promotion, 
production and merchandising. 


Second is audience buying power: 


Survey after survey has shown the ‘ 
Ps | 


dominant influence which adver- 
tising management wields in the 
buying of advertising products and 
services—purchases that total over 
$3 Billion annually. 


Third is audience coverage: Over 
21,000 advertising men in virtually 
every advertising agency and impor- 
tant advertiser turn to the editorial 
features and ads in AR for ideas and 
information they need daily. 


Workbook of Aduertinimg & Sales Phowution 


Published By The Publishers of ADVERTISING AGE 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 


appeared in 
other trade 


ly confirm 
Power of your magazi 


@ 480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 


Paper Checks 
on AR’s Pulling Power 


Pm gern OFFICES 
50 PARK AVENUE 


Mr. Robert 
‘ B. Konik = : x 
Managing Editor - ba 
vertising Regui as 
quir ee 
200 East Illinois — * 
Chicago Ul, Illinois 


Dear Mr. Konikow: 


you a copy of t : 
to your subscribers who wilh he material 
Pact Book Papers, in for the 


Here it is (enclosed), 


Ip 
we have sent 
booklet on Im 


The Same new . 
S item on I 
your August is mpact Boo 


sue, k Papers which 


also appeared j 


I think this is qu; 
quite remarkab : 
S everything I have believed ls ee 


ne. t the Pulling 


Best regards, 


Sincerely, 


ale 00 


Joseph H. Magruder 
Advertising Manager 


co 


and INDUSTRIAL MARKETING 


1 Year (12 issues) $3 


If you have products or services that will help admen plan and produce 
more effective advertising, more colorful and dynamic advertising, it will 
pay you to tell them about it with an ad in “The Workbook of Advertising 
and Sales Promotion.” The overwhelming response to items advertised 


or mentioned editorially in AR indicates their intense interest and readi- 
ness to be sold. 
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seems to consistently draw more inquiries than any other 
Magazine in which we advertise. Here is a case in point. 
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1 Papers. I have kept an accurate record of all : 
inquiries received to date, which Shows that Advertising , 
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LIDAY 


THE QUEEN OF ENGLAND 


ee terme ere 


one cenmens cemnne come, C28 08 rate 8 Sammne » epemeramiry tous OF now rome 


A CURTIS MAGAZINE 


new active leis 


... has created the most important new 
market in selling today. And the place to 
reach the leaders of this go-more, do-more, 
buy-more way of life is in Holiday. Read 
by 875,000 families with incomes nearly 
triple the national average, Holiday inspires 
the well-heeled, enthusiastic people who 

are eager to try the things that add fun 

to living. If your product gives people more 


leisure or pleasure, it belongs in Holiday. 


HOLIDAY readers are the leaders of the new active leisure ! 
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MORE COVERAGE 
MORE LISTENERS 


than any other full-time 

station in Texas 
artes Cost 
PER THOUSAND © 


KRLD Radio 


50,000 WATTS —CBS— DALLAS 


ASK A BRANHAM MAN 


B-M Donates Apothecary Jugs 
Bristol-Myers Co., New York, 
has donated a collection of apoth- | 
ecary jugs dating back to the 13th 
century to the Smithsonian Insti- 
tute, to commemorate the com- 
pany’s 70th anniversary in the toi- 

letries business. 


Nielsen Names Four AEs 

John M. Ahern, David A. Da- 
vies, Charles T. Gunn and Wil- 
liam R. Muenster of the client 
service department have been 
named account executives of A. 
C. Nielsen Co.’s food and drug 
index. 


COORDINATED—Pabst Brewing Co. is carrying its advertising theme 
“Pabst makes it perfect” to this new bottle-neck label. 


You look at the engraver’s proof. There, in your hands is the promise of things to come. 
How the plate will reproduce ... how your prospects will see your message. Is it good 
enough to represent you? Is it really good enough? 


Ask yourself. 


Does it get across the color and sparkle of the original copy? Does it coax and persuade 
and demand action with its type and tone and clarity? 


Yes—it does if Superior made it. A proof from a plate by Superior is a promise of profits to come. 


day or night call 
SUPERIOR 7-7070 


Psurerion racnavine com ralay 


ADVERTISING TYPOGRAPHY ¢ LETTERPRESS AND OFFSET PROCESS PLATES ¢ 215 W. SUPERIOR STREET, CHICAGO 10, ILL. 


Advertising Age, October 14, 1957 


Now Pharmaceutical 
Field Is Target of 


Business Novelist 


New York, Oct. 8—The rough, 
tough ethical pharmaceutical busi- 
ness, with its crash programs for 
the development of wonder drugs, 
forms the background of a new 
novel, “The Blue Chips” (Simon & 
Schuster, $4.50), by Jay Deiss. 

“The Blue Chips” is based on 
a theme reminiscent of Sinclair 
Lewis’ “Arrowsmith” and Camer- 
on Hawley’s “Executive Suite.” It 
pivots on the conflict between sci- 
ence and industry. 

Dr. James Howell Winslow, a 
microbiologist, is placed in charge 
of a new research project at Fa- 
ber-King & Co., “the greatest 
pharmaceutical factory in Amer- 
ica, making products ranging 
from liniment and laxatives to 
aspirin, vitamins, and penicillin.” 

His assignment is to produce a 
new antibiotic, one that will be 
more effective than any other on 
the market. 

This is a scientific challenge, but 
Dr. Winslow finds in no time at 
all that the overriding considera- 
tion at Faber-King is sales. Health 
and medical factors are obliterat- 
ed by the need to make huge prof- 
its. 


s Since competitors are presum- 
ably working along similar lines, 
it is urgent that Faber-King be 
first to market the new drug. Care- 
ful research is therefore sacrificed. 
The company taps its own phones 
to insure that no one is leaking 
information to a competitor. 

Clinicians who test the product 
are subtly influenced. Meanwhile, 
within the industry, Faber-King 
works in collusion with competi- 
tors so that no one will undercut 
prices of drugs. 

Within Faber-King, Dr. Win- 
slow discovers he must engage in 
some rugged in-fighting to main- 
tain his position. It’s either kill or 
be killed. 

His alternatives, in the end, come 
down to these: Remain a scientist 
(and leave industry) or become a 
business executive (and desert 
science) . 

To help him make his choice, Dr. 
Winslow has available women 
from each camp: Dr. Abby Parker, 
head virologist at Faber-King, who 
is on the side of ethics and sci- 
ence, and glamorous, empty-head- 
ed Diana Herbert, daughter of the 
chairman of the board. 


® The launching of a new prod- 
uct in the ethical drug business is 
depicted in “The Blue Chips” as 
follows: 

“They called in the advertising 
manager, a taciturn middle-aged 
man, who at heart was an artist 
and who had been caught in in- 
dustry only by the necessity for 
bread and butter for the half-doz- 
en children whose pictures he kept 
on his desk. 

“With the aid of an advertising 
agency executive, a campaign was 
set up for mail advertising direct 
to physicians, plus full-page ads 
in two score or more medical jour- 
nals (including three or four 
which the advertising executive 
owned or controlled—a _ secret 
which the advertising manager 
cynically revealed). To Winslow’s 
amazement, the annual appropria- 
tion for advertising totaled more 
than the entire Faber-King budget 
for research.” 


® Before retiring to write this 
novel, author Jay Deiss headed up 
Medical & Pharmaceutical Infor- 
mation Bureau, a New York pr 
company specializing in the ethical 
drug field. Mr. Deiss personally 
serviced the account of Charles 
Pfizer & Co., one of the country’s 
largest ethical drug producers, # 
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All over America... people respond to LIFE 
One picture in LIFE inspires 1,500 churches 


i. * . 
oa mae aa 


HE story of Dr. Roy Burkhart, Minister of a a 

the First Community Church of Columbus, . 
Ohio, provides another dramatic example of the 
lasting, nationwide response to LIFE. 


On January 1, 1951, LIFE included First Com- 
munity in a photo-essay on “Great American 
Churches.” Immediate response was overwhelm- 
ing, and today, seven years later, it is still active. 


Here are reports of the response . . . proof 
again that exciting things happen—and keep on 
happening—whenever an individual, a business 
or a product appears in LIFE. 


7 years ago in LIFE 


reo 


| 
| 
| “ First Community, 
membership (4.488) of Fiest Come, 
} ms ene Under Dr Roy Oty Com. 
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and today response continues throughout the country 


Columbus, Ohio. As a result of LIFE, Dr. 
Burkhart’s community church has inspired 
community churches across the country. To- 
day, by request, regular printed material is 
sent to 1,500 churches. 


Annual seminars were started—in 1956, 76 
ministers and laymen came to Columbus from 
22 states. They saw First Community in opera- 
tion, lived with its members, returned to bene- 
fit their own churches and communities. 


Westport, Oregon wrote Dr. Burkhart and re- 
ceived help in merging two little churches into 
one active community church with a new 
building and an outstanding young minister. 


North Jackson, Ohio was moved by LIFE to 
ask Dr. Burkhart for help in merging four of 
its struggling Protestant churches. Where no 
minister lived in the community before, the 
North Jackson United Church now has an 
outstanding full-time minister. 


Vero Beach, Florida. In response to a letter, 
Dr. Burkhart helped citizens plan a financial 
campaign to build a community church. A 
$150,000 sanctuary was also built and $175,000 
raised for an educational building. 


Minnesota, Nebraska and Washington towns 
wrote Dr. Burkhart in July of 1957 mentioning 
the LIFE article and requesting information. 


ag 


ree | 
Dr. Roy Burkhart, Minister of the First Community Church, Columbus, Ohio. 


To sum up, Dr. Burkhart wrote on August 
14, 1957: 


“LIFE started a chain reaction that is still 
going on. It is amazing to me how people re- 
member it, and when a community wants to 
do something about their church life, they still 
write me. 


“LIFE goes into every community. When it 
brings people the story of just one’place—they 
get an idea, they organize it, they get action. 
And a whole community becomes transformed.” 


is read by 12,000,000 households every week % 
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‘Oldsmobility’ to Key 
‘58 Olds Campaign 


Detroit, Oct. 8—You won’t find 
it in the dictionary, but a brand 
new word will soon make its de- 
but in the American vocabulary. 

The word is “Oldsmobility,” an 
expression which will be the cen- 
tral theme of Oldsmobile adver- 
tising in 1958, according to L. A. 
Grobe, Oldsmobile advertising 
manager. 

The 1958 Oldsmobile models will 
go on display Nov. 8. 

Oldsmobile’s 1958 advertising 
program, which will “bring the 
word” to the public, will be far- 
reaching, Mr. Grobe said. While 
he declined to set a figure on 
Olds’ ad budget, it is reported to 
be in excess of $12,000,000. 


® Newspapers will carry a heavy 
share of the advertising. Spear- 
heading the newspaper campaign 
will be a series of teaser ads, 
starting in mid-October and cli- 
maxing with a full-page an- 
nouncement ad in 1,600 dailies 
and 3,175 weeklies. 

Oldsmobile’s newspaper cam- 
paign will continue to get strong 
emphasis throughout the year. 
Present plans call for several 
large-size insertions per month, 
backed up by frequent small-size, 
bulletin-type ads. 

Oldsmobile also is scheduling a 
special color campaign for news- 
paper supplements in the Ameri- 
can Weekly, Family Weekly, Met- 
ro Group, Parade, This Week 
Magazine, and several locally-ed- 
ited sections. 


= Slated to carry a three-page an- 
nouncement ad are Life (Nov. 11), 
Look (Nov. 26) and The Satur- 
day Evening Post (Nov. 9). A 
spread will appear in Time (Nov. 
11), Newsweek (Nov. 11), U.S. 
News & World Report (Nov. 15) 
and The New Yorker (Nov. 9). 

A special second announcement 
ad is scheduled during December 
in Holiday, Vogue, Harper’s Ba- 
zaar, Town & Country and The 
New Yorker. 

An innovation in Oldsmobile 
magazine plans for 1958 will be a 
newly designed campaign for the 
leading scientific publications, in- 
cluding Scientific American, 
American Scientist, Electrical En- 
gineering, Chemical & Engineer- 
ing News. 


= Extensive television program- 
ming also is planned. The new 
musical show “The Big Record,” 
starring Patti Page, will be fea- 
tured Wednesday nights over a 
217-station CBS-TV network. This 
represents the biggest station line- 
up ever assembled for a regularly 
scheduled tv show, Mr. Grobe said. 

Also included in Oldsmobile’s 
tv plans is the new “Jerry Lewis 
Show,” an hour-long series of six 
NBC-TV specials, starting early 
in November. 

Oldsmobile will present both 
“The Big Record” and the “Jerry 
Lewis Show” to highlight its an- 
nouncement week festivities. It 
also will carry on a concentrated 
spot radio campaign throughout 
the year. D. P. Brother & Co. han- 
dles the Oldsmobile account. # 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-pepers, 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-537 
165 Church St., New York 7, N. Y. 


Gordon, Hymes Form Agency 

John D. Hymes, former research, 
sales promotion and merchandising 
director of KGO-TV, San Francis- 
co, has become a partner in Peter 
J. Gordon & Staff, San Francisco. 
The new agency will be known as 
Gordon-Hymes & Staff, with of- 
fies at 240 Stockton St. Mr, Gordon 
will be president, and Mr. Hymes, 
vp. 


Guild, Bascom Names Two 

Henry Buccello, an account ex- 
ecutive in the San Francisco office 
of Guild, Bascom & Bonfigli, has 
been transferred to the agency’s 
New York office. Guild, Bascom 
also has named Eugene A. Thomp- 
son, formerly a copywriter with 
C. J. LaRoche & Co., a copywriter 
on its San Francisco staff. 


Marketing Efficiency 
Can Be Accurately 
Forecast: Roberts 


New York, Oct. 8—Accountants 
who find “conspicuous indirect 
expense” in the marketing depart- 
ments of companies were warned 
last week that the same expenses 
might be found in their own op- 
erations. 

Joseph W. Roberts, vp of mar- 
keting, Muzak Corp., admitted to 
members of the Brooklyn chapter 
of the National Assn. of Account- 
ants that marketing expenses are 
often large, and complimented the 
accountants on their zealous scru- 
tiny of them. 

However, in consumer goods and 


mail order merchandising, Mr. 
Roberts said, marketing invest- 
ment and payout usually can be 
predicted fairly closely. He chal- 
lenged the accountants to do as 
well in predicting the efficiency 
of their workers. He urged the 
CPAs to turn their attention to 
payroll waste in administrative de- 
partments such as their own. 


® In discussing the high cost of 
clerical help, Mr. Roberts named 
monotony, boredom, fatigue and 
worker tension as four of the ma- 
jor factors siphoning off payroll 
dollars, 

He suggested that more empha- 
sis be given the human side of 
worker efficiency. Noting that of- 
fice automation has received a 
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tioned that, though effective, it is 
not the only means of getting the 
most out of payroll dollars. 

Specially designed work music is 
useful to soothe nervous tension 
and relieve boredom and fatigue, 
he said, citing studies to show that 
Muzak increases employe efficien- 
cy and reduces boredom-related 
problems. # 


‘Reading Trends’ Bows 
Sindlinger & Co., Ridley Park, 
Pa., has issued its first “Magazine 
Reading Trends” report. The re- 
port covers circulation, reader- 
ship, reading days, times read, 
and total exposures. Basis of the 
report is a national random prob- 
ability sample of 400,000 inter- 
views a year. Monthly reports are 


“science-fiction” buildup, he cau- | based on 30,000 interviews. 


THE LIQUOR STORE THAT DISPLAYS THIS SEAL FEATURES 


THESE PRODUCTS TO SIMPLIFY YOUR GIFT PLANNING ® 
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For the Top of Your List 
— Personalized Old Forester 


Entirely redesigned bottle and 
label, with recipient's own 
name imprinted. Matching pre- 
sentation box for extra prestige. 


America’s Most Desired Gift 
Bourbon in Its 1957 Decanter 


Famous registered... bonded 
Old Forester, repeatedly cho- 
sen as favorite gift whisky in 
independent business surveys. 


Same Fine Old Forester 
in Handsome Gift Wrap 


New in convenience, old in 
prestige. Brand name remov- 
able. Gift wrap or decanter 
same price as regular fifth. 
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Bissell Introduces 
New Rug Cleaning 


Items in Four Markets 


Granp Rapips, Oct. 8—Bissell 
Carpet Sweeper Co. last week in- 
troduced a new appliance here and 
in Pittsburgh, Cleveland, and In- 
dianapolis. 

The product—an appliance for 
home shampooing of rugs and car- 
pets combined with a liquid clean- 
er—is called the Bissell Shampoo 
Master. The appliance and the 
cleaner are the first products Bis- 
sell has ever marketed other than 
a carpet sweeper. 

P. W. Nickel, advertising man- 
ager for Bissell, said that no ad- 
vertising plans have been set yet 


for the products, which are being 
handled by N. W. Ayer & Son, Chi- 
cago, He also said that national 
distribution would probably come 
“very slowly.” 

The Shampoo Master will retail 
for $14.95, including a 22-oz. can 
of cleaner. Additional cans of 
cleaner will retail at less than 
$2. # 


GE Elects Paxton Exec VP; 
Smith Heads Canadian Unit 
General Electric Co. has elected 
Robert Paxton, formerly in charge 
of apparatus sales, to the board of 
directors and as exec vp of opera- 
tions, a new post. Mr. Paxton fills 
the board vacancy created by the 
resignation of Neil H. McElroy, 
former president of Procter & Gam- 


of the 
low-price three! 


MOTION—Not the Fords, but the scenery goes by in this new spectac- 

ular erected for the Ford Dealers Assn. of St. Louis by General 

Outdoor Advertising Co. The inner panel has a moving background 
of St. Louis scenery. 


ble Co., who is now Secretary of|sponsible for four operating groups 
Defense. Mr. Paxton will be re-!at GE—apparatus; consumer prod- 
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Kentucky’s Favorite Straight 
Gift Wrapped Early Times 


America’s best recommended 
straight, festively wrapped. 
Your choice of three different 
holiday color combinations. 


Early Times in Hol 


Twelve fifths of the 
come Early Times, 


For the Extra Special Gift 


Christmas case. Ideal for en- 
tertaining, as well as giving. 


Brown-Forman’s new Business Gift Service helps your 
local retailer to provide large and small firms with 

the utmost convenience in prestige gift selection. 

Look for this emblem in your pre-holiday gift planning. 


01957, 6. F. D. Corr. 


Old Forester « Kentucky Straight 
Bourbon Whisky « Bottied in Bond 
100 Proof « Brown-Forman Distillers 
Corp. « At Louisville in Kentucky 


iday Case 


same wel- 
in special Early Times + Kentucky Straight 
Bourbon Whisky « 86 Proof 
Early Times Distillery Co. 
Louisville 1, Kentucky 
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ucts; electronic, atomic and defense 
systems, and industrial components 
and materials. Arthur F. Vinson, 
formerly vp of manufacturing 
services, succeeds Mr. Paxton as 
vp and group executive of the ap- 
paratus group, and Halbert B. 
Miller, formerly general manager 
of the home laundry department, 
appliance and tv receiver division, 
becomes vp of manufacturing 
services. 

J. Herbert Smith, vp of Canadi- 
an General Electric Co., Toronto, 
has been elected president of the 
company, succeeding James H. 
Goss, who has returned to GE in 
New York as vp and group execu- 
tive of the consumer products 
group. Roy W. Johnson will be vp 
and consultant to Mr. Goss. Mr. 
Smith has been with the Canadian 
unit 25 years. 


Strutwear to Sills & Slesinger 

Strutwear Inc., Minneapolis, 
manufacturer of hosiery, lingerie, 
blouses and sweaters, has ap- 
pointed Sills & Slesinger, New 
York, to handie its advertising. 
Bozell & Jacobs, Minneapolis, is 
the previous agency. 


Would you like to be the 
life of the Plans Board? 


Do you sit idly by, sobbing 
into your hankie, while 
someone else hogs the 
stage? 


There’s a cure, friend... 


At the recent Sportsman’s 
Show, key KTTV person- 
nel interviewed the crowds 
day after day, getting 
important answers to 
questions about Southern 
Californians and their tele- 
vision viewing habits. 


For the first time, this in- 
formation is available to 
you...packed with vital 
facts that mean business 
to you. 


“How many people enter 
contests?” 


“What time do people go 
to bed in Southern 
California?” 


“How many people write 
letters to television 
stations?” 


“Where do people find 
out about the television 
programs they watch?” 


Fill out the coupon below 
and the booklet is yours 
by return mail. 


f° nn aD GED ED aD ED aa away 


Research Department 

5746 Sunset Bivd. 

Hollywood, Calif. 

Send me 30,000 Answers 
About Los Angeles Television. 


Name 
Address 


City 


L—_ 


State 
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THIS WEEK, lowa fa 


ie 


rmers are harvesting 


their billion-dollar corn crop— 


: The bigge 
products. 


dvertise 


Ss 


ge of this will go for 


laces’ Farmer 


WALLACES’ FARMER delivers the lowa Farm Market — 


as no other publication can. 


PERFECT COVERAGE 


There are 200,000 farms in Iowa; Wallaces’ 
Farmer has 202,000 Iowa circulation. The Ad- 
vertising Research Foundation says 91% of Wal- 
laces’ subscribers farm, 6% more own land or 
are in business allied to farming. 


FARMERS’ CHOICE BY 4 TO 1 


Iowa State College asked Iowa farmers which 
farm publication they would choose if they could 
take only one. Results? 46.8% stated that they 
would take Wallaces’ Farmer. Next highest pub- 
lication polled 10.8% . 


DEALERS’ CHOICE BY 7 TO 1 


Companies selling to agriculture have frequently 
polled their dealers to find out, “In which farm 
publication do you prefer to see advertising?” 
69.5% said Wallaces’; next highest publication 
scored only 10.2%. 


LOTS OF GOOD COMPANY 

Advertisers recognize Wallaces’ unique ition 
and lineage has gained steadily from 503,576 in 
1947 to an all time high of 835,490 lines last 
year. Most leading farm and consumer goods 
advertisers are there. 


WALLACES’ FARMER 


AND IOWA HOMESTEAD 


Des Moines, lowa 


*NOTE TO CONSUMER 
GOODS SPACE BUYERS 


lowa farm income in 1956 totaled 
$2,552,063,000. Farmers are lowa's big- 
gest-mass market. No general interest 
magazine penetrates over 22%. Wal- 
laces’ fills the valleys between urban 
magazines beautifully. Women reader- 
ship of home features often hits 80%, 
according to Starch reports. And remem- 
ber—Wallaces’ will please more dealers 
than any other lowa advertising medium. 
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Income Up... 

Farmer to Become 
Like City Fellow 
With Good Future 


Technological Changes 
Bring Him Closer 
to Urban Living 


By Don Paarlberg 


Assistant Secretary 
U. 8S. Department of Agriculture 


The long range outlook for 
farming is good—good for the) 
farm families who keep up with} 
the changes in a dynamic agricul- | 
ture and good for the consumers 
of agricultural products. 

Created by the _ technological | 
revolution in agriculture, by the) 
ingenuity of farmers and by the 
changing economic and sociologi- 
cal climate, a new farm scene in a | 


new rural landscape is fast emerg- | 


ing. 
s The agricultural revolution will 
gain speed and spread in 1958 and 
in the years im- 
mediately ahead. 
As it does, the 
countryside will 
become more and 
more urbanized. 
Farming will re- 
quire ever-in- 
creasing amounts 
of capital. Ma- 
chines will con- 
tinue to increase 
the productivity 
of the individual 
farmer. And the culture, education, 
recreation, and buying habits of 
farm families will differ little 
from those of city people. 

The transition is creating new 
problems, of course. Farm families 
and rural communities often are 
hard-pressed to make the neces- 
sary economic and_ sociological 
changes. Some farm legislation al- 
ready is outdated, further compli- 
cating the solution of the new 
problems. 

But the agricultural revolution | 
cannot be avoided, and need not be | 
feared. It can and must be kept 
within the framework of our free 
enterprise heritage for the greatest 


(Continued on Page 94) 


Don Paarlberg 


PRINCIPAL MACHI 


NES ON FARMS 


1940 AND 1956 


TRACTORS 
i940 CE 1.5 MIL. 


56 GS GS HS tis mu. 


AUTOMOBILES 


1940 SAE 4.1 MIL. 
1956 Ga 6 4.2 mit. 


TRUCKS 


940 1.0 MIL. 


1 
1 


Sie Ge Sy 


MILKING MACHINES 


1940 175 THOUS. 


i % & & wi 


COMBINES 


mel a HOUS. 


a. i te Me 1.0 MIL. 


MECH. CORN PICKERS 
pen 110 THOUS. 
1956 


RE BE AR a a 0 715 THOUS. 


THE BIG CHANGE—The tremendous strides in U.S. farm mechanization 

are shown vividly here. With more and more machinery replacing 

hand labor, farm wages going up and number of farm workers go- 
ing down, 1956 saw a record farm output, 1% above 1955. 


Mother Nature Foiled Again... 


Diversification Dulls 
Crop Failure Sting 


Its Ill Wind that Helps 
No Farmer; Here Is 
Record by Areas, Crops 


WASHINGTON, Oct. 8—Rural 
America is sufficiently diversified 
so that disappointments with one 
crop are at least partially offset 
by gains for another. 

This is true, even though dif- 


Spurs Retailers, Too... 


Do Farmers Need More Specialized 
Farm Papers? Adman Suspects So 


Ad Head Prefers Narrow 
Reader Groups So as to 
‘Know What I’m Buying’ | 


Peorta, ILt., Oct. 9—An adman | 
raised the question today whether 
farm publications aren’t losing step 
with progress by staying too broad | 
and too little specialized. 

Harold L. Coons, advertising 


manager of Keystone Steel & 
Wire Co., which sells fences to} 
farmers, said that today’s farmer | 
has become “a manufacturer— 
who uses soil, water and chemicals 
to manufacture farm products and 


who therefore has acquired com- | 


plex, technical problems.” 
Mr. Coons, in an exclusive inter- 
view with AA, said that farm pub- | 


(Continued on Page 90) | 


ferent parts of the country have 
their own agricultural specialties. 

The national trends often hide 
success or failure stories with a 
special twist for each product, and 
indeed for each community. 


® Bad weather, which cut cotton 
yields in the southern Piedmont— 
North Carolina, South Carolina 
and Georgia—by 25%, made it 
possible for irrigated cotton grow- 
ers of Texas, Arizona, New Mexico 
and California to enjoy good prices 
for their bumper crops. 

In Texas, receipts for cattle suf- 
fered from a drought which re- 
sulted in one of the poorest years 
in recent history for some ranch- 
ers, but the great grazing areas of 
the inter-mountain region enjoyed 
such lush pasturage that expen- 
diture for feed was unusually low, 


jand revenues per farm at the 


highest point since 1952. 

Drought hit wheat-corn-live- 
stock farms of southeastern North 
Dakota and eastern South Dakota, 
while the wheat small-grain-live- 
stock farms of central and eastern 
North Dakota had their biggest 
production in history. 

Last year, Kentucky’s tobacco 

(Continued on Page 104) 


Despite Drought, Surplus... 


Farm 
Markets 


Section 


Farm Income Rises, 
Crops Hold in ‘57 


From Political Haggling, 
U.S. Farmer Emerges 
as Richest in World 


By Stanley E. Cohen 


Wasuinctron, Oct. 11—Despite 
the hardships which continue to 
fall on some segments of the U. S. 
farm world, farmers in general 
have more than held their own 
during the past two years, and 
there is increasing confidence that 
the problems inherent in sur- 
pluses, unstable prices and the 
ravages of nature are finally be- 
ing chopped down to manageable 
proportions. 

Crops this year are big, but 


Recognition Hiked 
44% for Monsanto 


After Farm Drive 


Sr. Louris, Oct. 9—Company rec- 
ognition among farmers increased 
44% after a one-year farm pub- 
lication campaign, studies for 
Monsanto Chemical Co. show. 

A survey of 1,500 farmers was 
conducted in the fall of 1955, be- 
fore the start of a Monsanto cor- 
porate campaign of two-color 
spreads every third month in Farm 
Journal. After four ads had ap- 
peared, the survey was repeated 
on the same group, taken from the 
publication’s circulation list. 

The number who had heard of 
Monsanto or used its products in- 
creased from 38% in the first sur- 
vey to 55% in the second. 


s William R. Farrell, director of 
advertising for Monsanto, said that 
the 38% recognition chalked up in 
the first survey was partly the 
(Continued on Page 108) 


not too big for the increasing re- 
quirements of a growing—and 
more discriminating—population. 
With prices steady and the vol- 
ume of products marketed in- 
creased by 5%, realized net in- 
come from farm operations has 
been increasing and there is 
strong belief here that the gains 
are built on a solid foundation. 

Last year, realized net income 
from farm operations increased 
by 4%, the first gain in more 
than four years. In first half 1957, 
realized net income ran 2%% 
above the level of first half 1956, 
and a further gain of at least 
half a billion dollars is expected 
for third quarter 1957 over third 
quarter 1956. 


= General statistics are little 
comfort, of course, to cattlemen of 
the Southwest, the winter wheat 
ranches of the Panhandle, or the 
sections of the corn belt which 
suffered from drought, But even 
here the impacts have been sof- 
tened as a result of diversified 
farming, government payments 
and off-the-farm income. 

Besides roughly $12 billion 
which farmers receive as net in- 
come for the products they grow, 
|spending power and living stand- 
ards of rural people are supple- 
mented by a variety of resources 
which add up to a net income in 
cash and kind of at least $23 bil- 
lion. 

Because machinery makes it 
possible to operate the farm with 
less effort on the part of the farm- 
er and his family, farm income 
from off-the-farm work now 
amounts to nearly $7 billion an- 
nually. Rental for the farmstead, 
and the value of home-produced 
products consumed by the farm 
family each amount to over $1.7 

(Continued on Page 99) 


Since Before Lasker... 


Northrup, King Farm Sales Formula: 
Show ‘em (Often) and Gently Does It 


Continuing Campaign 
Tries to Build an 
Image Ali Its Own 


Mrinneapouts, Oct. 10—Adver- 
tising that is without flamboyancy 
or fireworks, but is unquestionably 
successful, helps build the reputa- 
tion and position of the largest 
seed advertiser in the nation. 

Spurning jingles, singing com- 
mercials, cheesecake and gim- 
micks, Northrup, King & Co. car- 
ries on a heavy bombardment of 


radio and farm paper advertising | 


that helps sell seed to wary farm- 
ers. 


s The image that the advertising 
raises, almost gently, is of a reli- 


able company that won't try to 
fool the farmer or oversell a prod- 
uct. Every company is quick to ad- 
mit such virtues in itself, but 
Northrup, King and its advertis- 
ing have been exceptionally good 
jat getting the idea across—even 
among the skeptics down on the 
farm. 

For example, in the corn coun- 
try where the borer is a menace, 
|a typical ad for the company’s 
| Kingscrost hybrid corn said: 
“Borer resistant? No. 

“Borer tolerance? Yes. 

| “We have found a high degree of 
|borer tolerance in Kingscrost 
|corn.” 


le Along similar lines of low-key 
| selling is the company’s radio ad- 
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vertising. Northrup, King is in its 
14th year as a sponsor of “CBS 
World Roundup” in the Minnea- 
polis area over WCCO at 7 a.m. 
weekdays. A year ago when the 
network allotted three one-minute 
commercials on the program, 
Northrup, King decided three com- 
mercials were one too many for 
the 15-minute show. Accordingly, 
the company used one of the three 
minutes for a roundup of the 
morning's top farm news. 


® This continued until several 
weeks ago, when the company was 
obliged to give up five minutes of 
the show to Ford, which acquired 
its portion in last spring’s $5,500,- 
000 deal with CBS (AA, May 6). 

For other midwestern and west- 
ern coverage, the company uses 
15-minute farm news, markets and 
weather shows presented by local 
station farm directors who are 
members of the National Assn. of 
Radio & Television Farm Direc- 
tors. 


® Kenneth H. Erickson, director 
of marketing and advertising, him- 
self writes and is the voice on 
three or four commercials a week 
on “Roundup” and midwest farm 
stations. 

Mr. Erickson’s one-minute, low- 
pressure commercials are really a 
combination of farm report and 
commercial, reporting new devel- 
opments in the company’s seed re- 
search and farm success stories 
about the seed. For his material, 
Mr. Erickson draws heavily on his 
experience with the company’s re- 
search department, where he had 
close contact with farmers before 
taking over sales promotion in 1953 
and moving up to his present post 
in 1955. His farm report-commer- 
cials are recorded on platters for 
distribution to stations. 


@ The company’s news-reporting 
type of ad format and the attempt 
to build what the marketing di- 
rector refers to as “listener and 
reader confidence” reflects a phi- 
losophy adhered to pretty con- 
sistently since the company started 
in 1884. Company records show 
that the first mailing piece, in the 
days before Lasker, Blackett and 
George Washington Hill, intoned 
without help of adjectives: 

“The purchase of a package of 
seed, however small, involves a 
trust to which the seedsman should 
honestly and honorably respond. 
In no case will we send out mer- 
chandise that we do not believe 
will give satisfaction to the pur- 
chaser and reflect credit on our- 
selves.” 

The company’s six divisions sell 
bulk garden seeds (to market 
gardeners and the canning and 
freezing industries), farm seed 
items, hybrid corn, hybrid sorg- 
hum, lawn seed and related prod- 
ucts, and packet seeds for home 
gardeners. 


s Farm paper ads ranging from 
single columns to spreads and 
four-page inserts, all b&w, feature 
farm case histories and shun “mere 
claims and_ testimonials.” Mr. 
Erickson said that state farm pa- 
pers are the basis of Northrup’s 
farm advertising, with ads tailored 
to each state’s seed requirements. 
The schedule, he said, includes 
Farm Journal and Successful 
Farming nationally and such re- 
gionals as Farm Management, 
Western Dairy Journal, Western 
Farm Life and Western Livestock 
Journal. Gardening and women’s 
magazines are used for packet 
seeds. 


® The company tried tv tests last 
year and will test again next 
spring, but has “not yet seen tv 
of a farm nature that has con- 
vinced us.” As of the moment, Mr. 
Erickson observed, “We think 
farm radio is a better buy.” 
Batten, Barton, Durstine & Os- 
born, Minneapolis, is the agency. # 


Top corn yields year after 


SHOW ‘EM—Stressing evidence of results Northrup, King & Co. ran 
this b&w spread in Wisconsin Agriculturist & Farmer. 


Farmer as a Consumer... 


New U.S. Study Shows $15.75 Billion 
Spent for Family Living on Farms 


Exceeds Estimates, 
Excludes $24 Billion 
for Operations 


WASHINGTON, Oct. 9—When re- 
searchers go into the country to 
find out how farm families live, 
they get new proof that the city 
limit sign at the edge of the county 
seat no longer means what it did 
a generation ago. 

In recent years there has been 
ample evidence that farm people 
buy much the same household 
equipment and clothing that city 
people buy, and even look to the 
retail store for nearly two-thirds 
of their food. 

Now there is a comprehensive 
new survey by the Department 
of Agriculture and Census Bureau 
which shows that living expense 
budgets for farm families are 
amazingly similar to spending pat- 
terns of urban families of com- 
parable income as reported by the 
Bureau of Labor Statistics a few 
years ago. 


e This new agriculture-census sur- 
vey demonstrates that total spend- 
ing by farm families is substan- 
tially higher than widely publi- 
cized estimates of farm income 
imply. 

Instead of $11 billion, which is 
net income after farm operating 
costs are eliminated, this study 
shows that $15.75 billion is spent 
by 4,760,000 farm families of all 
kinds for family living purposes 
alone (another $24 billion is spent 
for farm operations and equip- 
ment). 

For, in addition to $11 billion 
of net farm operating income, ag- 
riculture-census interviewers es- 
timate that farm residents receive 
over $8 billion spendable funds 
annually from sources other than 
farm operations. 


s Former Assistant Secretary of 
Agriculture Earl L. Butz used the 
word “rurbanized” to describe the 
change in farm living and buying 
habits which has taken place. 

With the arrival of scientific 
agriculture, he found that the 
country hick of a generation or 
two ago was displaced by a breed 
of able technicians and resource- 
ful business men who want the 
same good standard of living for 
their families that urban people 
have. 

These individuals, who brought 
modern technology and mechani- 
zation to the farm, are the kind of 


people who are able to make in- 
vestments in plant and equipment 
which amount to as much as $50,- 
000 for some kinds of farms, and 


average more than $18,000 per 
farm worker for agriculture as a 
whole. 


® As educated individuals, careful 
readers of good farm journals and 
newspapers, movie-goers, radio-tv 
listeners and frequent visitors to 
town, these people have been able 
to change farming from a “way of 
life” to a “way of making a living.” 

“The city limit sign is just a le- 
gal dividing line,” Mr. Butz says. 
“The same kind of people live on 
one side of that city limit sign as 
on the other. They have increas- 
ingly the same types of ambitions, 
similar social and economic op- 
portunities, comparable ways of 
life and even similar disappoint- 
ments and frustrations.” 

The school and the highway are 
important factors which have 
helped sweep away the differences 
between town and country. At con- 
solidated schools, farm children 
receive an education more typical 
of urban schools, and rub shoul- 
ders with non-farm children to a 
degree unheard of among students 
of a small country school. 


= Moreover, the paved highway 
has given the farm family mobil- 
ity which in many areas has com- 
pletely changed living and buying 
habits. With a car or a pick-up 
truck and a good road, the farm 
family is not limited to the near- 


est village for shopping, recrea- 
tion, personal services or churches. 
Many rural villages have lost pop- 
ulation as business concentrates 
in larger centers and in some sec- 
tions a growing number of farmers 
no longer live on the farm, but 
commute from town by automo- 
bile much as any factory worker 
might. 

One by-product of this trans- 
formation of farm living has been 
that rural areas now face many of 
the same social and economic pro- 
lems that formerly were peculiar 
to the city. Per capita expenses 
for schools, roads, fire protection 
and other services have risen 
greatly. Even the small rural 
churches are consolidating, giving 
way to the larger congregations 
more typical of urban living. 

Among the elements contribut- 
ing to the big break-through in 
farm living standards, none is 
more important than the arrival 
of electricity and machinery. The 
drudgery of farm work has been 
eliminated, and the workday in 
many instances has been reduced 
to the point where the farmer has 
time to supplement his income 
rom off-the-farm sources. 


® Because of new production 
methods, gross income per farm 
worker increased about 2% times 
on the cattle ranches of the North- 
ern Plains in the past 25 years, 
over three times on the dairy 
farms in the Northeast, and more 
than four times on the cash-grain 
Corn Belt and Black Prairie cot- 
ton farms. 

Of an estimated $8 billion 
off-the-farm income obtained by 
farm operators in 1955, the na- 
tionwide survey by the Depart- 
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ment of Agriculture and Census 
Bureau shows over $3,190,000,000 
was from non-farm work, and an- 
other $1,267,000,000 from off-the- 
farm business or self employment. 
Another billion was from rental 
of farm real estate, or from div- 
idends, interest, trust funds and 
royalties. Nearly $1.5 billion rep- 
resented income received by mem- 
bers of the family (including the 
wife) from non-farm sources, and 
there was nearly a half billion in 
such forms as social security, re- 
tirement or veterans pensions. 
According to other studies by 
the Census Bureau, a fourth of 
all farmers have 100 days or more 
of non-farm work each year. 
Moreover, the $800,000,000 of in- 
come reported by farm wives from 
non-farm sources in the recent 
agriculture-census study reflects 
the fact that introduction of ma- 
chinery has reduced the woman’s 
production chores to the point 
where the majority of all farm 
women who work now work in 
non-agricultural industries. 


@ Only a quarter of a century ago, 
less than 11% of the nation’s 
farms were electrified, and as re- 
cently as 1950 only 77.2%. Now 
the conveniences of city living are 
available to virtually every rural 
resident, for over 95% of all farms 
have central station service. 

“For all intents and purposes,” 
says the Rural Electrification Ad- 
ministration, “there is hardly a 
farm in America that can’t have 
central station power if it wants 
it.” 

By adding more than 2,500,000 
new subscribers since World War 
II, the 988 active REA systems 
alone are serving 4,300,000 rural 
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U.S. DEPARTMENT OF aGeiCuLTURE 


REALIZED NET FARM INCOME 


Dollars Per Farm, 1956 
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HOW INCOME’S DIVIDED—Map above and table below show how states 
and areas of the nation compare in farm income. 


sylvania. 


Michigan, Wisconsin. 
Western 


* States included in each section are as follows: 


New England: Maine, New Hampshire, Vermont, 
Massachusetts, Rhode Island, Connecticut. 


Middle Atlantic: New York, New Jersey, Penn- 


Eastern Northern Central: Ohio, Indiana, Illinois, 


Northern Central: Minnesota, Iowa, 
Missouri, North Dakota, South Dakota, Nebraska, 


Farm Population and Income 


July 1, 1956 1956 1956 

Total Farm 
Total Farm Per Cent Personal Personal Per Cent 
Population Population of Total Income Income of Total 

Section* (000 Omitted) (000 Omitted) (000 Omitted) (000 Omitted) 

New England 9,711 445 4.6 $ 21,385,000 $ 316,000 1.5 
Middle Atlantic 32,562 1,535 4.7 74,006,000 843,000 1.1 
E. N. Central 34,221 3,816 11.2 73,874,000 2,530,000 3.4 
W. N. Central 15,057 3,399 22.6 25,583,000 2,707,000 10.6 
South Atlantic 23,971 4,548 19.0 38,212,000 2,234,000 5.8 
E. 8. Central 11,743 3,717 31.7 14,462,000 1,281,000 8.9 
W. South Central 15,980 2,734 17.1 24,847,000 1,516,000 6.1 
Mountain 6,127 824 13.4 10,741,000 910,000 8.5 
Pacific 17,818 1,239 70.0 41,171,000 2,004,000 4.9 
Total U.S. 167,191 22,257 13.3 $324,281,000 $14,341,000 4.4 


Pacific: 


South Atlantic: Delaware, Maryland, District of 
Columbia, Virginia, West Virginia, North Caro- 
lina, South Carolina, Georgia, Florida. 


Eastern Southern Central: Kentucky, Tennessee, 
Alabama, Mississippi. 


Western Southern Central: Arkansas, Louisiana, 
Oklahoma, Texas. 


Mountain: Montana, Idaho, Wyoming, Colorado, 
New Mexico, Arizona, Utah, Nevada. 


Washington, Oregon, California. 
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One hundred and sixty eight month-old 
range bred steers cost a farmer about $20,000. 
In ten months, fed to a marketable 1,000 |b. 
weight, the steers would bring (at current 
prices) around $40,000 gross—with a possible 
profit of $8,000. 

Such a beef herd will eat some 5000 bushels 
of corn, and Gooo bales of hay or equivalent 
forage, grown and harvested on the farm-— 
thousands of tons to be moved, stored, and 
distributed as feed; and drink 800,000 gallons 
of water, which must be pumped, tanked, and 
piped to troughs. It requires shade in summer, 
shelter in winter, an occasional change of feed 
lots, clean barns, some medical treatment, and 
constant watchfulness. 

Not long ago tending 160 steers was a full 
time job for four men; today it is a one man 
operation, carried on by many SuccEssFUL 
FarMING subscribers. Their only helpers are 


machines—conveyors, blowers, driers, trucks, 


tractors and machinery for field crops. 
Regardless of prices, they make money by 
producing more and more economically; with 
better plans, better methods, and industrial 
techniques learned from SuccESssFUL F ARMING. 
And to farm living, SF has contributed as 
much as to farm business. The publications of 
urban and suburban dwellers cannot meet the 
needs of farm families. The farm home houses 


a larger family, must provide more meals, 
handle laundry and food supplies, be suited to 
weather and a primarily outdoors occupation. 
Thousands of farm homes have been built 
from SuccessFUL FARMING plans, have SF 
planned kitchens, room furnishings, work 
areas, and leisure facilities. The influence of 
SuccEssFUL Farminc has been made manifest 
in a million farmsteads. 

For fifty years SF has been helping its 
readers increase their incomes, save time and 
effort, and get more out of life—and earned a 
degree of confidence and respect that gets 
a better reception and better response for the 
advertising it carries. SuccEssFUL FARMING 
sells better because it serves better. 

And no medium offers a better market. 


SF farm subscribers have had an average cash 
income, from farming, in excess of $10,000 
for several years. With its 1,300,000 selective 
circulation, SF represents a $12 billion market 
annually—the equivalent of a new 
suburbia. 

For more action from your 
advertising, and to balance national 
advertising schedules where general 

media have little impact... 
SuCCESSFUL FARMING is an outstanding buy! 
Any SF office can give you the facts. 


Meredith Publishing Company, Des Moines... 
offices in New York, Chicago, Philadelphia, 
Cleveland, Detroit, Atlanta, San Francisco, 
and Los Angeles. 


In the same period, SF farmers 
have spent more than $1 billion’ 


; “has exceeded $10,000 for several years— 
indicates prime prospects for all consumer goods! 


a 


SES aye Se fi ar re eo hn an Pee ne ing ee ar SL ~ nya 2 oe Bering ee eae Oly ee eee ee ee oe ee + a ee re di A enn Ae a ey) Nb mw ial J ad om eee ee, 2 gle TO ks PR A BET SS Ly 
eee a ee —. mitecmeeusar Ml ipo oed SS cae a Nc > eo cme erm ea es ale.) “2 imei 3 ® a 
Fi ow ipiaeee * Pia Poppe ee rs * rt as Panna 3 aN alice ‘ian ta ge ae z rn a sae ie ee ees oy are ‘ Pade ad cis. 2°. OM gio pee hes oe “2 ig Mees Soe ei ye ee 

a eee oes: sae) “ie he ee gees as beer oa cal 5 SED le a ee ae Sep a - . a ee Ok. Ss wre > 
ye a ae re ee ae J i Piper ea die ee ee a = £3 Pee g her oe re i i Pie oe ee ie a See F LaMarr ys St ieee ae z eee ee ey Y ar ary See cee ene Se 
ark ue ig oles Pai , a se See eae e ceeepels.» i eo tree yy cues is ux Sop ene ee cs a ath ee: ‘aaph hllee 7 wy a al orc mek co: 4 baat icacrse se Ae a Gas | ae Reyer ec. fr ie poe 

2 d f er 5 og Ce oe : : ae 

a ae 
= 
u 
a 
Fe, 
ie 
pe 7 
. RE i ee a 
panera ener = 
cs 
; eg ees 
Be — ——Ee. ana: 
aa 2 ae ‘ bos shop 
. x —/s > we Ls See 
ss ? L —e—o- od 
5 # “~ ~~ Le . a 
; o on o s ical 
s 2 —— ~ eae 3 
= > ° Cad * 
¥ ae y ee 
iy = “ ‘ , A 
ais y — . * as 
ae ; = ree 3 
: ‘ ae 
eRe 
es ui . d ' et - - 
pity 0 an : “a 
oe $8 
ie . ce es Z 
Sig » Pie 
Ph a a 
ak fo aes 
ir pat 
7 ee 
i ; : 
: ae 
fis oa 
iri es 
ne = 
jee Suna 
i ies 
ai or i 
“— 
<— ! ‘ay, 2 
ar <i eee 
is : f aoe 
4 a 
ree es 
a see = 
ee nee 
aoe ae 
ae ors ~ 
Ligaen: . 
a 7 
a ante 
bes? bao 
a are © 
¥ ae 
ae nie 
; ea zi 
cme og Ae 
Stes an 
ae ne 
i Pee ts 
au . as : ' 1 ae 
a Be ta: Se" a inci er eae eM eT 2 ee Wt als a ete ae jell 3 ae ON we = Se eo i Pa hoes ac. ee i 
ges ha oN ee | a Bess Seek She oe arian a Re ke Ryley Bena _s Si ee ee ; a se eee ee WM are | ee } 
ke ens es aa eee i ee ee ea eA tay CS poe ne a ce Sree a ee ne : ug Se a ee ee ee A aed “ 
ale Gea Ata TR i eas ae a eT Nt ne age Ha PIGY ai a one a ees ene Sve kml yaks ee PA te Mt (oe era — 
2 Peete tk en ee ae ee Oe Lah 
ar eee en eee a AMD ory si) eae a SS ee iki ie 
i Sie a eee rs Ce ctiok ee 7 ee oe 
7 ae pe Rie ei C a ae 3) le eee CGbacoha. ~~ Snel ae See poy a 
Senet tae roe Ce gee he, pn a ae ore, . yA 7 oe 
5 ee eee eae ee et ee Cae arn : ; ee ‘ : : ame 
a — q —— st cha ee ! 2 pS By Senmereat =n 7 A Oh ands a: 
bee: bik — CRD i, ay Pe se co ea . : Pr pt ey a: 
’ ) pug | ea: i ent exeunsion in twelve years)... er 
Li compe Fe ne : Gn Tie eae aL ke Os ee ea ec, “ae, oe Ee trere Leis 
. re : : ; ah ooo ig 
Br Tes ih a Anat 5 eis ae es a | . , ele ae 
ee teed es) Ae ‘ E Aa ae cee ‘ x ey . Cee "ok apes: 
<< a Vy \ imines Soy bp Oe a : t : ae ae, 
i) Bit $p- OE Sae ae wary & yas a % Be ok a baa a ots! Bae 3 ae 
“ Bet, oe aera i eran ala sa me iia ea 7 : A 4 Bier, 3 ene 
e "5 if — Rint ar omer <x See RN tlc eee kh rear , — eta a 
3 : , coe averaged 218 acres in 1945, = 
a8 SASS = RO at ae re < i hae eee ; fs j ( fepe et ee 
i Ls : by ‘ : 45° 
as Adis ae eee Cts < 437 eS over ea pe ae ane 
toe | j \ mate rir a er se 2. gonet \ eee ree “ee ; : a, \ * a Sah ees aie ae 
a un SS 366 acres in 1957— increase a ae 
eis ae A a — Oe ‘ o BA VN ae : Seon or ah at at Se 
ted L ty 7‘ . det ieee a =" 2 | 7 Fae Z e es es oe i ue ory 
oo —_ i ; er eee Cs Pe ie “= - ly f et a 0 ee 
bi v. { Sia dashatels as ae Pasa j nett be me 
ieee bed \ Te LAS PNY i . < > ‘ i ee a ver Be meet 
oH || y ~ ss pee ag aie te he 
ae ‘. \ ) gene he ens < ke ¥- Dp. VU ait tea tea 
x j a. te eal Ae i l ” Z oi aces pier are 
es Se SRM oem d ait es oe te cee 
Cave oN ge cnr] 5 A — = Baer ies Mae pes 
} Sa 28 Bt Wit cee meg eae 
ise 6 > {__ PA Nas Bees | rem eek oe eee ee. oy 
he ¢ eae ale = 7 ee 7 arith o z 
ia ee f ' Tee) Eg Seer we Sib “ry —- 
ay Poe < ee tae ra ’ mee: “eae 
ee . in, ae cag aes 2 é : Aare, a nS ae a ? f a4 : et 
iag Mee ee ene " Ee ey ee cy: ee ee MES Me ae Ue od te y , eet okt % Wt 
~ cman te ail Mere ee ieee ai inc 2: se, io iar ia =<, 12 Ce ee Nis : res ee 

: “ SFP ae 4 | 4 eS ae SE Peet ya) Sah ca ‘ . = a coe 

e - aa a ae | | : en 
oe es Ey hae ; oe oe 7 
a : oe ee ae " . —— : 9 (0 atets 
ee es _ Their average cash farm income __ = 
ey Ca da aries 7 : Mk ore re 
a CRS sek al BAe s: 32 a 
ae Os ee oo ee ie 
tee mba bf 3 cae fame i peeing nas Peet, te : 
ae ch Nie a, Sy tes tae gree a 
=a p>, eho eae a Aue dik. eee ; 
ee PS espe aoe, SS “ eas ose me — 
— Sh Sale LAT Cnaeneeerae Ge ae SF Saas oe 
= . A Ve ee arabe veges, Ses a ee 
‘aie glee ; Se aoe Sp ee eon Mg 0 ie 
oe WOT teas oi eee eS ra pe ee ig 
arr mat £ ee ee oe an i cated! eS sea 
es jatar ree a ee Le er ee eee le 
- ks ah: Hes ahead 4 ane : f E Roo te , 
ane eet ees 1, Nab - @npe.¢_ Nee aa 
Bia r brian J “2 saree: ae oie 
- : : = Bas , i oa ae i ‘ 
; a r a Pe | os : ae 
; : ; eo ee i Vs . ’ _s Jaa " 
, peas ‘ B : eae, LB) -~ . ae = ag SS 
Nee his See ee ae ; ‘ s ti 3 ek " 
hous wee Sie GET yn oe een Ere To eee ee De ge tome Cae oe 7 _ ae i ; Pie feciece a 
Ay oe apa ge Beas ear oie) ae pate roche see: vertisi races Ch 
af Go eee ee aan is, See ces ’ BRS a - 
Bi sera meth ie elas MOA gee Tia cs a 1 het aeons eh a eal, a a ae, Se 
if eee Bikes ron gs, sia ton Cee Satake ee F ‘ Ree ie : 
SS a hg SRE a ta SAAS, cates tS ay . Prue ve ee? Pe ie EER : 
ae : ; ee TR Fe Eee eee pe yi pert tee jo ees ae i, 5 ae eg « aut : 

t sie ; a ecg! 5  jeea mee rele eee ie kee ee ae te ' 
pet ‘eee apples Foy saat ile d . ‘ i . 2 es, oh 
tn Pa pate eA Ser eens ne Bic on . : ao : ae F aren eres ee as 
Clad dis 9) ghee See a eS ? . ( ve ; ; = re fa 
a a ce oe ee ei im : i : : Eun ed is ie 

<a r evs, 1S Pa ae eee eS : Bo ope eee es ee Facil var pak aa ree pee Soak eee nt ae A ee aaa apt 
Nie Rabies Tos egos is oo ieee eo a a caine meee ie Gee =p eer tes se ae ike be Sekt hate aes Dy gk en eae i 
gp eoneeisi aaa emai pinarigce3( enim, enema eme rec e a  R s RE ae ssc ae ea Pr eo ae ‘ ae or alist se iis F a ier es Ss Oe re a ae a : 
ee ae ee ee en he OE Raye or sds gina ee A aR Reg Ne tery 7 a A Oe ie te a oo, eee Se ees Oe) tee: Cs Ek, 
rates mites tet ; Pa air: ike ee tee AN - ef ees ae ee oh 2 Sai eit." ae eat Meet peng Se gs 1 5 5 Ra ae peep Foe le i ae 

a2 Pigs oa ry oe = = ke : i ht tape aie et i ee (se iy ein ok ae ee Nene a é a lin oi pL Lt A RE i gg |e SB a Sh ae eae 

i aren.” / iene, pikin, Rae ae ea J lpn aaa Ma pe <P SARE oc Se aaa ; Diba ae 8a Ee i : ens ai iri es Pi eee SC ce ey Pee OF ee So 
2 AS ase ie: pie Cag Re Note, > ibere de Pec ok Dye peter Th) (i igre - ec i oe gnc i in oN ee ee eee oe ae ie En : » SE tie ea - rane. pat ee a A a, eee 
oe es ic: ne 4 f= a te on ote ne 3 ee ee: as - a ee kd ee eo a ee em eee Sere) coat Mahe rine at ann e Ee oe : Fite 
Pee es ee Since sscciongien. sell: A emigre Stk Bi Sy ES ee eR Nee aos Jd oat ae ee ete i ea ee CE Ge aa ee Ag ot ee Beet 585% 


THE RURALIST COVERS INTENSIVELY 
MISSOURI'S 80,656 TOP COMMERCIAL FARMS 
95.5% of all MISSOURI RURALIST subscribers LIVE ON FARMS.* 
MISSOURI RURALIST subscribers OWN 375,000 
Automotive Units (tractors, trucks, cars). Due for 

early replacement are 122,957 of these units.* 


In Missouri, the REAL farm market is the 
MISSOURI RURALIST SUBSCRIBER MARKET. 


IK o MISSOURI RURALIST 


STATE FARM PAPER FOR MISSOURI 


Spee ae Bev 


| 


|spend about $825,000,000 a year 


homes. With average monthly con- 
sumption per farm up from 90 
| kwh in 1946 to more than 271 kwh 
|in 1956, most of the current activ- 
jity of REA co-ops is devoted to 
“heavying up” the lines to handle 
the heavier loads 


ent items of electric equipment 


which are found on farms. 


|= This REA experience is con- 
sistent with trends reported from 
| other sources. One study by the} 
| Agriculture Research Service cov- 


|ering the 10-year trend for 10 ma- 
| Jor type-of-farming areas found 


| the increase in use of electricity 


western Kansas to 21% annually 
in eastern Washington, while in 
five of the 10 areas, annual con- 
sumption per farm increased at 
rates that ranged from 13 to 16%. 

REA estimates that farmers 


for electrically operated farmstead 
equipment, and perhaps more than 
that for electrical appliances. One 


What does 
Fort Worth 
Mean to the 
National 
Advertiser 
in Texas? 


Here Are the Facts 


Put yourself in Fort Worth for justca moment, 
and look around. Here you find<One of 
the most rapidly expanding metropolitan 


_—_—_—— 


areas he country . . . new skyscrapers a lerenage 
are-being constructed, ae POPULATION 4st 
the city, new ultra-modern ‘suburban CONSUMER SPENDABLE 
shopping centers are everywhere, and mile INCOME 37th 
after mile of residential areas are being built. TOTAL RETAIL SALES 34th 
You see aircraft production, automobiles FOOD 46th 
being assembled, the meat packing DRUG 32nd 
industry, the oil industry, and a wide GENERAL MERCHANDISE 27th 
diversity of industry responsible for uncontrolled AUTOMOTIVE 
growth. You soon realize that Fort i 2 om 
Worth has really got what it takes. 


Standard Rate and Data Service has 
ranked the Fort Worth metropolitan area 


a 


IT TAKES A 


FORT WORTH _ Fort Worth Star-Telegram influences 
NEWSPAPER TO virtually a =o oe 

area, and in addition reaches 
SELL THE 


out to influence a large portion of 
West Texas, pre-selling customers, 


FORT WORTH 
MARKET! 


your products. 


FORT WORTH STAR-TELEG: 


AMON G. CARTER, Jr., President and National Advertising Dir 
LARGEST COMBINED DAILY CIRCULATION IN 


without the use of schemes, premiums or contests 
“Just a good newspaper” 


oe 


assuring more sales and bigger profits for 


he 


Newspapers published in cities other than Fort Worth do 
not penetrate the metropolitan area with ample 
coverage to be considered merchandisable. The 


TEXAS 


required to! 


maintain the more than 400 differ- sion, REA-financed systems are 


| ators, 


: | $439,000,000 for washing machines, 
| ranged from 7% annually in south-| 


Advertising Age, October 14, 1957 


projection by REA co-ops esti- 
mates purchases of electrical ap- 
pliances and equipment by farm- 
ers during the next 20 years will 
total $24 billion, or an average of 
$5,300 per farm. 

In anticipation of this expan- 


planning to double their capacity 
by 1965 and triple it by 1975. 


s If REA estimates stand up, over 
a billion dollars will be spent for 
lighting and wiring farm homes 
in the next five years. Over $535,- 
000,000 will be spent for refriger- 
$472,000,000 for tv sets, 


$394,000,000 for plumbing and fa- 
cilities, $363,000,000 for home 
freezers and $213,000,000 for elec- 
tric ranges. 

This increased use of electricity 
(Research Service says anywhere 
from half to two-thirds is for 
household purposes) is a constant 
reminder of the rapidly rising 
standards of living among people 
who make their homes on the farm. 

In fact, says the Agriculture 
Marketing Service, the level of 
living for U.S. farmers is up 40% 
since 1945, with 15% of the gain 
registered between 1950 and 1954. 


s Agriculture Marketing Service 
recently published new level-of- 
living estimates for farms in every 
county, state and economic region. 
With 1945 as 100, it shows the 
level for all farms at 140 in 1954. 
Improvements were evident in 
all states and economic areas, and 
all but a handful of counties, The 
most spectacular increases were 
in formerly subnormal areas such 


‘as the Mississippi delta, and the 
|southeastern hilly area of Missis- 


sippi, where indexes sometimes 
have risen as much as 100% since 
1950, reflecting the arrival for the 
first time of central station elec- 
tric service. 

California, which topped all 
other states with a 92% gain over 
1945, had 96% of its farms elec- 
trified, 77% with telephones, 86% 
with automobiles and an average 
value of products sold or traded 
of $18,370. New Jersey, in second 
place with a 90% gain over 1945, 
had 99% electrified, 88% with 
telephones, 84% with automobiles 
and average value of products per 
farm of $10,697. Iowa, with an 
88% gain over 1954, has 98% elec- 
trified, 87% with phones, 92% 
with autos, and average value of 
product per farm of $9,537. 

Only three states—Mississippi, 
Alabama and Arkansas—had lev- 
els of farm living below the aver- 
age for 1945, and only one state 
outside the South—Missouri (135) 
had a 1954 index below the na- 
tional average of 140. 


# While Mississippi remained at 
the bottom, its rise from 57 in 
1950 to 84 in 1954 was the largest 
percentage increase of any state. 
Alabama’s index reached 87, Ar- 
kansas’ 90. 

Within each state, 
wide variations in farm living 
standards, but increases were 
scored in all but 106 of over 2,575 
counties studied by the Market- 
ing Service. 

In California, for example, the 
level of living ranged from 264 in 
the Imperial Valley (164% above 
1945) to 153 in the northern and 
eastern hinterland. In the wealthy 
irrigated short-staple cotton areas 
of south-central and southwestern 
Arizona the index is 314, the high- 
est in the nation, but in south- 
eastern Arizona it is only 147. 
Area 7, in north central Kentucky, 
had an index of 145, in contrast 
with 67 in area 9, the southeast 
corner of the state. One portion 
of southern Florida has an index 
of 178, while the northwest corner 
of the state shares the less-than- 
100 typical of the adjoining “Deep 
South.” 


there were 


|@ Relatively little detailed infor- 
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Grit keeps on growing! 


Grit is as lively as an Antelope (Calif., Kans., 
Mont., Oreg., Texas), as solid as Gibraltar (Pa.), 
as interesting as the pases Parade (S.Dak.), and 
as successful as the Dickens (lowa, Mo., Nebr., Me.). 

In 1956, it set new all-time records for both circu- 
lation and advertising. Circulation was up 30,000; 
now more than 850,000 families (4,000,000 people) 
read Grit. And national advertisers spent 16.2% 
more in Grit than ever before. 

Grit is designed for families in true small towns 
remote from the influence of major cities. Here is 
America’s least-exploited market, because it is the 
most difficult to reach. 

And Grit covers it as no other national publica- 
tion can. Over 74 years ago, the basic editorial 
appeals for doing so were conceived. Those appeals 
are so sound they have never been altered. Only the 
format and ‘‘feel’’ have changed—gradually, care- 
fully—as small-town tastes and reading needs have 
changed. 


elgg tutate's 
ery $ete Ot Paw 


What's more, Grit readers pay their own freight 
—advertisers don't do it for them. An astonishing 
90.15% of Grit circulation represents single-copy 
sales at 10c each—cold cash votes of confidence 
repeated 52 times a year. Grit subscriptions cost 
$3.50 yearly, and there are no cut rates or special 
incentives. Grit is, and always has been, financially 
successful. 

Because Grit offers solid value to readers, readers 
see and respond to the advertisements it carries. 
We've a whole storehouse of proof that Grit adver- 
tisers consistently increase their share of the valu- 
able small-town market. 

1957 is a Goodyear (Ariz.) for you to win sales 
and Goodwill (W.Va.) for your products in this 
Goodland (Fla., Ind., Kans., Minn., Mo., Tex.). 
Advertise in Grit! 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, Meeker 
& Scott in New York, Chicago, Detroit, Philadelphia; and by Doyle & 
Hawley in Los Angeles and San Francisco 
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hold equipment have been made 


electric washing machines, 2,018,- 
578 with electric water pumps, 
936,055 with electric hot water 
heaters and 650,512 with home 
freezers. 

By 1955, the number of home 
freezers had doubled or tripled in 
virtually every state, so that at 
least one third of all farms had 
a freezer at that time; in many 
states, nearly half the farms were 
equipped with one. 

While the 1955 census of agri- 
culture failed to provide fresh 
benchmarks for most household 


equipment, there are many items | 


of evidence which show that the 
purchase of modern equipment is 
moving rapidly ahead. In first 
half 1957, for example, over 111,- 
000 pieces of water conditioning 
equipment for farm and house- 
hold were shipped, and in June 
alone, more’ than 72,300 farm 
pumps. 


s Tv on the farm has progressed 
from only one farm in three in 
1954, to at least two-thirds in 1957. 
Over half of all farm homes now 
have phones and the quality of 
service is rapidly increasing, so 
that the old party line shared by 
nine or more subscribers is giving 
way to service generally with five 
parties at the most. 

With more than three-fourths 
of all farms equipped with a pas- 
senger car in addition to truck and 
tractor—the ratio runs between 
80 and 90% in most states—the 
recent agriculture-census survey 
showed farmers buy 1,100,000 cars 
a year, involving $1,220,000,000 
for initial investment, plus another 
$1,419,000,000 for passenger oper- 
ation and maintenance. Roughly 
420,000 of the cars bought by farm- 
ers were new cars, while 680,000 
were used cars. 

Except for a few scattered stud- 
ies by state universities, the new 
agriculture-census report on farm 
expenditures is the first large- 
scale study of farm spending pat- 
terns since 1935-36. 


s Based on interviews with 10,600 
farm operators in early 1956, the 
study confirms the predictions of 
government experts, who have said 
repeatedly in recent years that 
farm family spending for different 
kinds of goods and services has 
been following the same trends as 
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mation on “inventories” of house-| for all consumers. 


in 1956)—farm living budgets in- | total. 


|clude most of the same require-| 
ments in roughly the same pro-|s# Where the farm family spent 
portions as budgets for city people | 25.2% of its budget for purchased 
\food, studies by the Bureau of 
Family living expenditures for|Labor Statistics in 1950 showed 
the average farm-operator family |that urban families with a $3,700 
|was $3,309 in 1955, according to | budget needed 29.9% of their funds 
the agriculture-census survey. The|for food. Farm and urban families 
largest segment was housing (in-|spent roughly the same percent- 
andjage for household operation and 
|household operations) , which aver- | equipment, 
‘aged $868; the second largest was|slightly more than urbanites (13% 
$833 (for | vs. 10.5%) for clothing. 
Nearly half of all farm spend- 


| of comparable incomes. 


cluding home furnishings 


food, which averaged 


purchased food only). Clothing 


|expenditures at $427 and trans- 
While the farm family has its | portation at $378 ranked third and 
since the 1950 Census of Agricul-|own special characteristics—it is|fourth respectively. Family med- 
ture. At that time, with 5,382,162 | larger (4.01 persons compared with|ical care cost $240, while other 
farms, there were 3,160,141 with | the 3.43 national average), and has|items combined, including insur- 
|}more home owners (over 70% of | ance, 
farm homes were owner-occupied added up to $563, or 17% of the 


recreation and cash gifts, 


and 


farmers 


less than $1,200 yearly classifies 
them as “part-time and residen- 
tial” farmers. 

For the 656,000 big commercial 
farmers—those with production 
valued in excess of $10,000, family 


21.4% 


A separate study of 


ing $1,485 for housing and equip-|it-yourself’”’ to 


$427 for clothing, and $377 for 
transportation. 


|\the food consumed on 


= While these commercial farm 
families were spending 29.4% of|show farm families in 


spent 


parable incomes had only 24.4% |ing 
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ing was by 2,160,000 farms with|poses in the 1950 BLS studies. 
production of $1,200 to $10,000 an- Farm people used 12.5% of their 
nually, but over a third was by j|cash for clothing, urban people 
nearly 2,000,000 whose output of/|11%. But farm people needed only 
of their money for food, 
while urban people used 27%. 
family food 
practices conducted by the De- 
partment of Agriculture in 1955 
showed that farm families have 
budgets averaged $5,070, includ-|shifted increasingly from “grow- 
“buy-it-yourself.” 
ment, $1,081 for food (purchased),| While a substantial percentage of 
the farm is 
still grown on the farm—leaving 
the farmer free to use his cash 
for other purposes—these studies 
the past 30 
their funds for housing and equip-| years more than doubled their 
ment, urban families with com-j|food expenditures while decreas- 
their home production 
of their money for similar pur- | terms of dollars) by a third. 


FARM and 
Better Customers 


Wore 


HOUSEHOLD AND READER CHARACTERISTICS 


Southwide 


SOURCE: FARM AND Other 
52nd C Magazine Report—Daniel Storch and Staff RANCH Farm Magazine 

FARM OPERATOR HOUSEHOLDS: 

Own Farm 77.3% 76.3% 
~ © 260 acres and over 22.9 18.0 
~— «© 140 to 259 acres 20.4 16.6 

e 70 to 139 acres 22.2 23.2 
e Under 70 acres 34.6 42.1 
Economic Status 
— * Top Quarter 25.2 21.2 
e Middle Half 51.8 54.1 
e Lower Quarter 22.9 24.8 
. Have one or more farm tractors 68.7 63.9 
Have one or more trucks 56.7 52.9 
ALL HOUSEHOLDS: 
Home ownership 
— Own one or more automobiles 77.8 73.0 
.. Have a home freezer 33.2 29.7 
_.. Have an electric or gas range 83.1 79.9 
.- Have a room air conditioner 11.8 6.8 
.. White Households 92.4 89.1 
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Farm people buy more than 60% | ies show a tendency for farmers 
of their food, compared with less|to rely increasingly on outside 
than a third in 1923 and only 42% | processors. In the dairy areas of 
as recently as 1941. With food ex-|the north central region, for ex- 
penditures per farm person up |ample, recent studies show most of 
18% (in equal dollars) during the | the butter and even a fifth of the 
past 30 years, at least two-thirds | milk were purchased rather than 
of all farm families now eat what | home produced. At least two-thirds 
the experts regard as a “good or|of the meat and pork is stili home 
excellent” diet. produced, but most of this home 

|produced meat is custom proc- 
s Farm diet is still somewhat dis-|essed at the commercial locker 
tinctive from urban diet, usually|plant for storage in the family 
involving more meat, milk, fresh | freezer. # 
vegetables and fresh fruits. Baked 
goods are more often made at home,, MacManus Names Halpern VP 
particularly since the advent of Henry Halpern, who joined 
food mixes and prepared foods,| MacManus, John & Adams in 1953 
which farmers use in roughly the|as research director in New York, 
same quantities as city people. |has been named vp in charge of 

Even among the items which are|media and research for the New 
still largely home-produced, stud- | York office. 


From Texas to Japan 
—Farmers Turn on 
the ‘Hard Sell’ 


PHILADELPHIA, Oct. 8—Farmers 
are becoming salesmen. 

Carroll Streeter, Farm Journal 
editor, cites these sales and pro- 
motion activities, “a _ relatively 
new field for farmers’”’: 


e The American Sheep Producers 
Council is spending $2,500,000 to 
promote lamb and wool. The pro- 
gram includes an ad campaign for 
lamb in 16 metropolitan centers 
|and stepped up magazine advertis- 
jing of wool fabrics, clothes and 
| furnishings. 


,@ Oregon wheat growers are put- 


| ting on a big campaign in the Ori- 
jent, especially Japan, to substitute 


| wheat for rice, at least in part. 


|e Wheat growers of Texas, Okla- 
j}homa, Kansas, Colorado and Ne- 
|braska have erected a giant dis- 
| play at the food fair in Cologne, 
| featuring German rolls, bread and 
|doughnuts made with American 
flour. 


|e Soybean growers are doing a 
|spectacular job of selling beans— 
|}not only here but around the 
world. 


e Apple growers of Washington 
/are assessing themselves $1,000,000 
|a year for advertising and for field 
}men to keep customers in 48 states 
asking for Washington apples. 
“And they’re smart enough not to 
advertise apples only, but to tie 
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SOURCE: 


ADVERTISEMENT READERSHIP AVERAGES 


Januvary-December, 1956 
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54th Adnorms Report— 
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Four-Color Pages 
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lin with advertising of cereals, 
| cheese, mayonnaise and prepared 
food mixes.” # 
| 
Agency League Adds Four 

Three New York agencies and 
lone New Hampshire agency have 
been elected to membership in the 
League of Advertising Agencies, 
New York. The New Hampshire 
agency is Weston Associates, Man- 
chester, The others are Lloyd S. 
Howard Associates, Ysobel Sand- 
ler Advertising and Marlon Stew- 
art Inc. 


‘House Beautiful’ Rates Up 

House Beautiful will raise its 
rates 4% on four-color pages and 
6% on b&w, effective with the 
February issue. The new rate for 
b&w pages will be $4,450 and for 
four-color, $6,500. 


~QUAD-CITIES. 
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Do Farmers Need More Specialized 
Farm Papers? Adman Suspects So 


( Continued from Page 83) | 


lications specializing in such areas 


“If these changes don’t come 
about, the larger distributors in 


as soil chemistry, animal nutrition |the bigger towns will take over 


and antibiotics would seem to fill 
needs “just as important and just 
as technical as those which, in in- 
dustry, are filled by a multitude 
of specialized industrial publica- 
tions.” 


® Observing that the farm press is 
virtually without such specialized 
publications, he said: 

“The farm press is a pretty tra- 
ditional group. I know it considers 
itself progressive, and in many 
ways it is. But agriculture has 
changed tremendously in the past 
several years and the changes have 
created new needs. Is the farm 
press filling those needs in the most 
logical way?” 

From the farmer’s point of in- 
terest, farm publications could im- 
prove their editorial content by 
concentrating on narrower phases 
of agriculture, Mr. Coons believes. 
From the advertiser’s point of in- 
terest, such publications would be 
going to smaller groups of farm 
readers with specialized interests. 
“I would rather have a choice 
among such publications,” he said, 
“and know what I’m buying.” 

He said he was “just asking the 
question” of farm publishers 
whether such publications aren’t 
possible and to the best interests 
of farmers. 

Keystone spent $153,274 on farm 
papers last year and is spending at 
a $165,000 clip in 1957, via Fuller 
& Smith & Ross, Chicago. 


# Another part of the farm pic- 
ture which Mr. Coons challenged 
is the farm supply retailer, whom 
the adman criticized for not doing 
his job. 

“Retail trade is way behind the 
times,” Mr. Coons asserted. “It 
isn’t able to render the technical 
services the farmer now needs.” 

Observing that the industrial 
manufacturer gets technical help 
from industrial suppliers and their 
salesmen, Mr. Coons averred that 


the farmer should be getting sim- | 


iliar help from dealers, who need 
to send out salesmen to call on 
farms just as industrial salesmen 
call on manufacturing plants. 


s “Many dealers, particularly 
lumber and hardware, have a large 
enough sales potential to travel 
salesmen, but they aren’t doing it.) 
They are losing sales. Some grain | 
and seed dealers, on the other | 
hand, have begun to send out sales- | 
men, and are finding pay dirt. } 
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| the job, and the small town retail- 
}ers will wither away.” 

To help train dealers, Keystone 
stages merchandising clinics in 
many parts of the country, but Mr. 
Coons admits that dealer training 
has been “a slow, discouraging 
job.” 


s Battling the problem on another 
flank, Keystone’s “better land use” 
advertising program aims at giv- 
ing the farmer some direct tech- 
nical help. A heavy schedule of 
b&w full pages in farm papers de- 
votes two-thirds of each page to 
“practical land use research re- 
ports,” designed to educate the 
farmer in soil improvement, and 


straight selling copy for Keystone’s 
Red Brand fence. 

“This seems very altruistic,” Mr. 
Coons commented, “but it’s really 
very commercial. Better land use 
means more grass planting—to re- 
juvenate soil on which other crops 
were raised. More grass means 
more livestock, and more livestock 
means more fence.” 

The schedule includes Capper’s 
Farmer, Farm & Ranch, Progres- 
sive Farmer, Successful Farming 
and a list of regionals and papers 
for farm youth and farm leaders. 

Part of the program is a radio 
campaign of taped interviews with 
farmers who have successfully en- 
gaged in better land use. The 15- 
minute shows sometimes include 
testimonials for Keystone, but 
often the successful farmer has not 
used Keystone fence and doesn’t 
mention it. Then the interview is 
followed with a 30-second com- 
mercial. A 44-page, 10x13”, full- 
color booklet on better land use, 
crammed with diagrams, drawings 
and photos, goes to dealers, farm 
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POTENTIAL PRODUCTION NEEDS 
Crops -1975 Compared With 1951-53 


1951-53 AVERAGE PRODUCTION PERCENT CHANGE FROM 1951-53 
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SOURCE: AGRICULTURAL MARKETING SERVICE AND AGRICULTURAL RESEARCH SERVICE COOPERATING 
Smccuoes ESTMATEO NEEDS FOR ALL CROP PRODUCTION EXCEPT PasTURE 


U. &. DEPARTMENT OF AGRICULTURE WEG. 56(5)-916 AGRICULTURAL RESEARCH SERVICE 


NEEDS VARY—Projected needs for crop production vary considerably 
among crop groups. Substantial increases in needs for feed grains, 
hay and pasture reflect projected increases in livestock. But only 
moderate increases are expected in the quantity of cotton that will 


| 


<UTRUISTIC?A—Two thirds of Key- 
stone b&w page in farm papers 
pushes better land use, including 
more pasture for livestock, and 
only a third pushes company’s Red 
Brand fence. Reason: more live- 
stock means more fence. 
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Total Spokane Market 


Effective Income: 
Retail Sales: 
Families: 346,300 


$1,922,915,000 
$1,287,109,000 


The self-contained (Population: 1,108,200) 

Inland Empire The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families 

Effective Income: $1,186,915,000 

Retail Trading Zone* Retail Sales: $ 760,054,000 


Families: 201,800 (Population: 645,100) 
The Spokesman-Review and Spokane Daily 
Chronicle reach 8 out of 10 families 


One of the largest areas 
in the nation 


Totols ore cumulanve, Population, households, income, soles Soles M 


Effective Income: $519,983,000 
Retail Sales: $338,221,000 
Families: 87,500 (Population: 267,800) 
The Spokesman-Review and Spokane Daily 
Chronicle reach 10 out of 10 families 


Hub and trading center 
of the Inland Empire 


*24 complete counties 


1957; Ci ABC Audit Report, Morch 31, 1956 
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Hayseed to Business Man... 


Farmers Spend $6 


Billion a Year 


on Machinery Purchases, Operation 


Today They Buy 60% of 
Farm Production Supplies 
From Cities, Factories 


WaAsHINGTON, Oct. 10—As a re- 
sult of his willingness to use mod- 
ern methods and technology, the 
American farmer has taken the 
drudgery out of farm work, and he 
has learned to provide for the na- 
tion’s human and industrial needs 
with a minimum of manpower, and 
a surprisingly small share of the 
consumer’s purchasing dollar. 

Unlike his forebears who lived 
off the land, today’s farmer relies 
heavily on industry and other 
farmers for the equipment and 
supplies which make mass-pro- 
duction agriculture possible. 


Where grandfather relied chief- 
ly on animals or the sweat of his 
(and his family’s) brow, today’s 
mechanized farmer spends well 
over $6 billion annually simply for 
purchase, maintenance and oper- 
ation of vehicles and machines. 

Only 30 years ago he produced 
at least 80% of the ingredients that 
go into farm production. Now he 
finds it sensible to buy at least 
50%, and he currently spends more 
than $9 billion for such things as 
livestock, feed, seeds and fertiliz- 
ers. As recently as 1940, only 25% 
of farm production supplies—fer- 
tilizers, seeds, feed—came from 
urban-industry sources. Now the 
farmers get more than 60% of 
these supplies from cities and fac- 
tories, and with the march of tech- 


nology, government experts as- 
sume the percentage will reach 
75% or more in less than 20 years. 

Besides machinery and automo- 
tive equipment, which take nearly 
12% of farm income, the farmer 
spends $4 billion annually for feed, 
$2.6 billion for livestock and poul- 
try, $1.4 billion for fertilizer and 
liming materials, and nearly $850,- 
000,000 for seed, plants and trees. 


s Each increase in the price of 
steel has its impact on the farm, 
for the farmer uses 6,500,000 tons 
of finished steel each year—more 
than is used for a year’s output of 
passenger cars. He spends over 
$3.2 billion simply to maintain and 
operate the farm vehicles used for 
production purposes, and burns up 
17% billion gallons of crude petro- 
leum, more than any other indus- 
try. 
The 286,000,000 pounds of raw 
rubber which he uses would make 
tires for 6,000,000 automobiles, and 
electrical power he requires would 
be more than enough to serve Chi- 
cago, Detroit, Baltimore and Hous- 
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FARM OUTPUT AND POPULATION * 
% OF 1910-56 
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GOING UP—In the light of current projections of population and con- 
sumption growth, the volume of farm output needed in 1957 may be 
about a third larger than the output in 1951-53. 
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The Spokane Market is: 
4 times as big 
as it looks! 


it’s One Big Exception to metropolitan area concept 


Take a market as big, as isolated—as distinctly different—as the 
Spokane Market, and you can see why metropolitan area rankings 
don’t always apply when selecting markets. Isolated by great distances 
and giant mountain ranges, this vast integrated market is one big uni- 
fied sales entity-—-4 times as big as its metropolitan area in population 
... income... and retail sales. And you sell it completely with an “A” 
schedule in Spokane’s two hig daily newspapers— The Spokesman-Review and 
Spokane Daily Chronicle. 


‘THE SPOKESMAN-REVIEW 
: ‘SPOKANE Daity CHRONICLE 


ton for a year. 

Altogether, according to a new 
report by the Department of Ag- 
riculture and Bureau of the Cen- 
sus, farmers spend nearly $24 bil- 
lion annually solely for the oper- 
ation of their farms. 


= The farmer’s interest in mech- 
anization is immensely practical. 
Labor, which is scarce and costly, 
accounts for $2.5 billion of his 
production cost. By investing $3 
billion annually in labor saving 
machines and equipment, he has 
been able to feed, clothe and sup- 
ply 30,000,000 more people with 
30% less farm labor than he re- 
quired 15 years ago. 
Where Canada uses a sixth of its 
labor force in agriculture and So- 
viet Russia reportedly has half its 
people on the land, U.S. farmers 
do their job with less than one 
ninth of our labor force, and the 
productivity of farm labor has 
been increased to the point where 
one farm worker supplies himself 
and nearly 20 other persons. 
Adoption of modern methods 
have had other far reaching re- 
sults, too. Farms have been con- 
solidated into bigger units, with 
average acreage up 41% from 220 
acres in 1939 to 336 acres in 1954. 
Moreover, the farm population has 
been reduced to only 13% of the 
total population, as families which 
grubbed a bare living were re- 
leased from the land and left free 
to turn to other more promising 
occupations. 


s Even with the 2,000,000 small, 
part-time farms included, the av- 
erage U.S. farm now involves an 


AMERICA’S BIGGEST 


FOOD BARGAIN 


A 20 ibs. Food Crusade 
package will be sent in 
your name to a hungry 
family in one of 19 coun- 
tries of Evrope and Asia. 


Send 1.00 to 
CARE CHICAGO 
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KANSAS FARMER COVERS INTENSIVELY 
THE STATE’S 78,601 TOP COMMERCIAL FARMS 
90.3% of all KANSAS FARMER subscribers LIVE ON FARMS.* 
KANSAS FARMER subscribers OWN 416,525 Auto- 
motive Units (tractors, trucks, cars). Due for early 
replacement are 178,237 of these units.* 
In Kansas, the REAL farm market is the 
KANSAS FARMER SUBSCRIBER MARKET. 


jinvestment of $36,000. For large | 
| commercial farms, such as those in| 
the Corn Belt, total investment 
frequently exceeds $100,000. 

Only 15 years ago, the average | 
U.S. farm had $3,500 invested in 
land and equipment for each farm | 
worker employed. Today that fig-| 
ure is over $15,000 and many com- 
mercial family farms involve in- | 
vestments of $50,000 and more per | 
worker. 

Although some portions of ag- | 
riculture, such as the northern} 
plains spring wheat area, went | 
through their rapid phase of mech- | 
anization in the late twenties and 
thirties, the big upsurge in mech- 
anization has come since World 
War II. 


*Petroleum & Automotive Markets (1957). 


KANSAS FARMER 


STATE FARM PAPER FOR KANSAS 


® Since 1945 the number of trac- 
tors on farms has increased from 
2,200,000 to over 5,000,000, with 
expenditures for tractors alone av- 
eraging nearly three quarters of 
a billion annually. The number of 
grain combines jumped from 375,- 
000 to over 1,000,000; corn pickers | 
from 168,000 to 715,000; pickup | 


@ 


. 
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balers from 42,000 to 525,000, and 
field forage harvesters from 20,- 
000 to 240,000. Milking machines 
are a must on many farms, so the 
number equipped with them went 
from 365,000 to 720,000. The num- 
ber of trucks in 1957 is more than 
double the 1,490,000 reported in 
1945. 

Despite a somewhat tighter cash 
situation in 1955 and early 1956, 
farmers continued to be a mar:ret 
for roughly 15% of all new plant 
and equipment sold during the 
past two years. Sales of tractors, 
trucks, automobiles and large farm 
machines were approximately the 
same in 1956 as in 1955. With 
farm income up 7% in 1956 and 
early 1957, census figures show 
shipments of all kinds of farm 
machines up substantially over 
first half 1956, with harvesting 
machinery, for example, up 42%. 

Specialized machines of all types 
are capturing the farmer’s imagi- 
nation. It may be a $3,000 feed 
system, which automatically grinds 
and delivers proper amounts of 
feed to hogs, cattle or hens. Or 
perhaps it is a hay and grain dry- 
er to insure against moisture at 
haying time. Barn cleaners, silo 
unloaders, and a variety of other 
chore helpers—all are in demand 


Familiarity with your market pays off big. Take our 
case: PENNSYLVANIA FARMER is read by 9 out of 10 
rural families in the state. We know all the wrinkles— 
their way of farming, their organizations and customs. 


ee ee te | 


PenNnsYLVANIA FARMER 


: . HARRISBURG, 
Full coverage and the high readership of PENNSYL- enti 


VANIA FARMER bring you extra sales. Besides, Pennsyl- 
vania is a top-third state in farm income. Cash intake 
is unusually steady every month of the year. Here’s 
multi-product stability—not a one-crop, one-animal 
economy. 


SCC ee 


THE OHIO FARMER, Cleveland 
MICHIGAN FARMER, Eost Lansing 


For triple effect add THE OHIO FARMER and MICHIGAN 
FARMER, equally popular in rich agricultural areas. All 
three papers are published twice each month and are 
4-color gravure printed to save the cost of plates. 
Want the full story? Write 1010 Rockwell Avenue, 
Cleveland 14, Ohio. 


Greatest Agriculture! Show in the East 


1958 Pennsylvania Farm Show 


Harrisburg — Jon. 13-17, 1958 
PREVIEWED Wt THE JANUARY 11, 1958 GoUE 
CLOSING DATE DECEMBER 16 1957 


FARM 
SHOW 


because farmers know money in- 
vested in equipment reduces the 
|danger of loss and eliminates the 
| need for hired hands. 


® Introduction of scientific meth- 
ods and efficient machinery mean 
a tremendous increase in produc- 
|tivity for the farm and the farmer. 
Crop production per acre is up a 
third in 25 years, while livestock 
production per animal unit of 
breeding stock increased more 
than a fourth. 

In the poultry industry, for ex- 
ample, scavenger feeding in the 
barnyard (which terminated at 
the chopping block) has given way 
to commercial plants where one 
man takes care of as many as 40,- 
000 birds at a time, or 150,000 to 
200,000 a year. 

Through the use of scientific- 
ally prepared feeds, 2.5 pounds of 
feed now produce a pound of 
broiler meat, compared with 4.2 
pounds of feed in 1935-39. Sim- 
lilarly, cattle and hog growers are 
l|introducing methods which re- 
|quire only 8.5 pounds of feed to 
j}make a pound of meat compared 
| with 10.9 pounds 30 years ago. 


s “In order to get feed conversion 
ratios down further,” a govern- 
;ment expert recently told a group 
lof interested farmers, “it will 
| probably be necessary for produc- 
ers to make large investments in 
| equipment, buildings and the like. 
“We know that it takes as much 
/as 1,200 pounds of feed to make 
|}100 pounds of pork at high tem- 
| peratures. Since 350 to 400 pounds 
of feed will accomplish the same 
results at lower temperatures, it is 
not inconceivable that good swine 
producers may some day be feed- 
ing hogs in air conditioned quar- 
ters.” 

Introduction of electricity was 
a major factor opening the way for 
the use of modern farm methods. 
From less than 11% a quarter of 
a century ago, virtually every 
\farm now has access to central 
|station electric service. With more 
ithan 400 different kinds of elec- 
|tric-consuming items on the farm 
and in the farm home, consump- 
tion of electricity has jumped from 
an average of 90 kwh per farm in 
1946 to nearly 275 kwh, so that ru- 
ral electric suppliers are busily 
installing “high lines” in an effort 
to meet the spiraling demand. 


® According to estimates by mem- 
bers of the Rural Electrification 
Administration system, expendi- 
tures for electrical equipment are 
likely to amount to $5.3 billion, 
or an average of $11,000 per farm 
in the next five years. 

In addition to substantial 
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How Kansas Farm Machinery Dealers 
Spend Their Own Advertising Dollars 


Here’s a star studded story of implement dealer preference. It shows 
how the men who sell machinery to farmers rate the Weekly Star Farmer 
when they spend their own money for advertising. 
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This is a county map of the state of Kansas. The red stars indicate 
the Kansas towns from which farm machinery ads by dealers were placed in the 
Weekly Star Farmer in the twelve months ended May 31, 1957. 230 dealers 
in 150 Kansas towns used the classified columns of the Weekly Star Farmer. 
Names and addresses of dealers on request. 


In the same 12-month period the second farm paper in Kansas carried 
the classified advertising of only six implement dealers in Kansas. 


Here you have checkable proof that when implement dealers want 


quick sale action they invest their own money in the one farm paper they 
know will deliver that result. 


Weekly Star Farmer 


Published in Kansas City Be ASE 7:7 on im, -‘Regularly Read by More Than 400,000 Farm Families 


AMERICA'S LARGEST FARM WEEKLY 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 Webster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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vestments in household equipment, | models. More than 63% were pick- 


the REA survey indicates demand 
for electrical equipment for farm 
use is far from satisfied. For milk 
coolers and water pumps for the 
farm, it forecast expenditures of 
$124,000,000 annually; for milking 
machines, $77,000,000; drill press- 
es, $33,000,000; fractional horse- 
power motors, $29,000,000; live- 
stock watering equipment, $26,- 
000,000; power saws, $24,000,000; 
feed grinders, $19,000,000; chick 
brooders, $16,000,000; tool grind- 
ers, $15,000,000, and dairy water 
heaters, $10,000,000. 

The recent farm expenditure 
survey by the Department of Ag- 
riculture and Census Bureau in- 


|investment 


jup type body, while half of the 


remainder were stake type. The 
report showed farmers buy about 
a half million trucks annually, and 
invest roughly $400 million in 
them. 


® About two-thirds of the 3,800,- 
000 automobiles were 1950 or later 
models. With over 1,100,000 cars 
annually purchased by farmers, 
(after allowance for 
trades) was about $650,000,000 an- 
nually. 

Of 600,000 tractors bought by 
farmers in 1955, the study showed 
three-fifths were purchased used. 
Investment in tractors totalled 


were traded or sold. 

Investment in various types of 
new and used farm machines other 
than tractors exceeded $1.5 billion, 
with $1.2 billion of it for new 
equipment. 


s For plows of various kinds, the 
survey showed expenditures of 
$140,000,000. Disc tillers, harrows, 
cultivators and other tillage ma- 
chines cost $163,000,000. Grain 
drills, corn planters, cotton plant- 
ers, manure spreaders, sprayers 
| and other planting and spreading 
|machines added up to $147,000,000. 
| Mowers, rakes, pickup balers, 
|loaders and similar haying ma- 
chines had a $212,000,000 tag, while 


dicates that two-thirds of the 2,- | nearly $1 billion, but an allow-|combines, forage harvesters, corn 
800,000 motor trucks on farms in/ance of nearly $300,000,000 was | pickers, potato diggers and other 
early 1956 were 1950 or earlier | obtained for 340,000 tractors which | harvesting equipment cost $400,-|farm production expense of nearly 


|000,000. Over $81,00,000 went for 
dairy equipment, and another 
|$132,000,000 for brooders, self feed- 
ers and similar livestock equip- 
ment. A variety of “other” ma- 
chines, such as feed grinders, hay 
driers, shop tools and portable 
grain blowers, added up to $260,- 
000,000. 


® Roughly half of the $24 billion 
of farm production expenditures 
were incurred by 657,000 big com- 
mercial farms with production av- 
eraging in excess of $10,000 each. 
Nearly $9.5 billion of the remain- 
der represented operating costs of 
2,159,000 “Class III to V” farms, 
with production ranging from $1,- 
| 200 to $10,000 each. The remainder 
of $2.4 billion was incurred as 


SOMETHING 


..- LIKE CALIFORNIA (W7HOLT 
THE BILLION-DOLLAR 
VALLEY OF THE BEES “ 


/ Actually, effective buying income of more than $2.7 billion 


¥ More than twice the retail sales of the Providence-Pawtucket 


metropolitan area 


¢ Not covered by San Francisco and Los Angeles newspapers 


A glance at the map shows you why Coast newspapers are far 
from the whole answer in California. They just don’t make any 
impression in the independent Inland Valley. 


Valley families 


give their first loyalty to products they read about in their own 


Bee newspapers. 


Data Source: Sales Management's 1957 Copyrighted Survey 


MCCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 


in the newspaper field, only McClatchy gives national advertisers three types of discounts -- bulk, 
frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 
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| 2,000,000 “part-time and residen- 


tial farms,” with farm output val- 
ued at less than $1,200 each. 

Of $2.7 billion spent for motor 
vehicles and machinery for farm 
production purposes (aside from 
personal use) $1.1 billion was spent 
by the big commercial farms, $1.3 
billion by the Class III-V farms 
and $300,000,000 by part-time and 
residential farms. # 


Farmer to Become 
Like City Fellow 
With Good Future 


(Continued from Page 83) 

good of both producers and con- 
sumers. This is a challenge to the 
entire country—to producers and 
consumers, to farm policy makers 
and farm program administrators, 
and to commerce and industry. 


The Situation Now 


Farm income is increasing for 
the second consecutive year—the 
only two peacetime increases dur- 
ing the past decade. 

Realized net income of farmers 
in the third quarter of 1957 may 
run as much as a half billion dol- 
lars higher than the seasonally ad- 
justed annual rate of $12.1 billion 
for the third quarter of 1956. This 
estimate is based on preliminary 
data for July and August only. The 
annual rate averaged $12.1 billion 
for the first half of this year com- 
pared with $11.8 billion for the 
first half of 1956. 

Farm prices are at the highest 
level they have been during the 
past three years—gains achieved 
in the market, not through price 
supports. Prices received by farm- 
ers during the first eight months 
of 1957 averaged 3% above last 
year, but the volume of market- 
ings was smaller. 


|@ Farmers’ cash receipts from 
| marketings in the first eight 
months of 1957 totaled about $17.6 
billion, or 1% more than during 
January-August, 1956. The in- 
crease resulted from a $500,000,000 
increase from livestock and live- 
stock products, only partly offset 
by a drop of $350,000,000 in crop 
receipts. The livestock total of $11 
billion was 5% above last year be- 
|cause larger receipts from hogs, 
cattle and milk more than offset 
declines for chickens and eggs. 
Crop receipts of $6.6 billion were 
down 5%, due largely to smaller 
cash receipts from cotton, wheat, 
and potatoes. Farmers who re- 
duced acreages of cotton and 
wheat by participating in the Soil 
Bank will have these smaller cash 
receipts from marketings partly 
offset by Soil Bank payments. 


= Farm operating costs also are 
running higher than a year ago. 
Prices paid by farmers were high- 
er in the third quarter of 1957 than 
in the third quarter of 1956 for all 
production items except feed and 
fertilizer. However, the rise in ex- 
penses has not been as great as 
that in cash receipts from market- 
ings and government payments. 

Exports of farm products are at 
the highest levels in history, both 
in terms of volume and in terms 
of dollars. 

Farm products exported during 
the 1956-57 fiscal year reached 
a new high of $4.7 billion. This 
| was 68% above the post-Korean 
slump which occurred during fis- 
cal 1951-52, when exports totaled 
$2.8 billion. 


s Government investment in 
farm products has been reduced 
by more than a sixth from the 
alltime peak reached in 1956. In 
February, 1956, the investment of 
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the Commodity Credit Corp. in 
price-support programs was $8.9 
billion. By June 30, 1957, this in- 
vestment had been reduced to 
$7.3 billion. 


= The value of farm assets is 
greater than at any other time in 
history. Last Jan. 1 farm assets 
reached a new peak of nearly 
$177 billion, about 5% more than 
a year earlier. 

The equity of farm operators 
and other owners of farm prop- 
erties also stood at a new high 
last January. At the beginning 
of 1957, this equity amounted to 
more than $157 billion, or about 
89% of the value of farm assets. 

Farm tenancy is at an all-time 
low; the percentage of farms 
owned by those who operate them 
is at an all-time high. Sixty-five 
per cent of all farms are free of 
mortgage debt. 


® The farmer and his family re- 
main good customers of commerce 
and industry. 

In 1955, the last year for which 
figures are available, farmers 
spent nearly $24 billion for goods 
and services used in farm produc- 
tion. Averaging about $5,100 per 
farm, these production expendi- 
tures included: 

$907 per farm for livestock and 
poultry feed, $691 for operating | 
costs of motor vehicles and mach- | 
inery, $604 for purchase of motor 
vehicles and machinery, $555 for | 
purchase of livestock and poultry, 
$548 for cash wages, $292 for fer- 
tilizer and lime and $238 for mar- | 
keting. | 


s Farm family living expendi-| 
tures totaled about $16 billion in 
1955, or an average of $3,300 per 
farm-operator family. The largest 
expenditure per family was $868 
for housing, including home fur- 
nishings and household operation. | 
The second largest was for food, | 
$833 per family, and does not in-| 
clude the value of food consumed | 
on the farm where grown. Other 
average farm family expenditures | 
included $427 for clothing; $378 
for transportation; $240 for med-| 
ical care; and $563 for other out- | 
lays, including insurance, recrea- 
tion, and cash gifts. 

Farm-operator families for the 
country as a whole have improved | 
their level of living significantly | 
since 1950. | 

Using as indicators the per-| 
centages of farms with electricity, | 
telephones and automobiles, and 
the average value of products sold | 
or traded, the Department’s Agri- 
cultural Marketing Service re- | 
ported that the index of level of | 
living rose 15% between 1950-54. | 
Gains occurred in ail states, geo- | 
graphic divisions, and _ regions. | 
Highest levels were in the North- | 
eastern Seaboard, Pacific Coast | 
states and the corn belt, The | 
South as a whole had relatively 
low indexes. But increases be- 
tween 1950-54 were high for all 
southern states. 


The Immediate Future 


Supplies of farm products gen- | 
erally will continue large. | 

The Sept. 1 crop conditions re-| 
port indicated that total 1957 pro-| 
duction of crops and livestock will 
be fairly close to last year’s rec- 
ord. Production would have been 
much higher had it not been for 
the fact that farmers put more 
than 21,000,000 acres of wheat, 
corn, cotton, tobacco and rice al- 
lotment land in the Soil Bank. It 
is estimated that participation in 
the Soil Bank’s acreage reserve 
reduced the 1957 production of 
wheat by about 175,000,000 bush- 
els, that of corn by about 220,000,- 
000 bushels, and that of cotton by 
about 2,000,000 bales. 

Carryover stocks of wheat and 
cotton have been reduced appre- 
ciably during the past year, pri- 


ports under government programs. 
Carryover stocks of corn, how- 
ever, are at a record high. 


@ The acreage reserve program 
will be in effect for 1958, giving 
farmers a further opportunity to 
help reduce accumulated crop 
surpluses. Winter wheat growers 
had put almost 2,000,000 acres in 
the 1958 acreage reserve by Sept. 
20, and had until Oct. 4 to sign 
agreements to place wheat allot- 
ment land in this program. 

The Soil Bank’s conservation 
reserve also will be-~in effect in 
1958, and offers farmers an op- 
portunity to take general crop- 
land out of production and put it 
to soil, water, forest, and wildlife 
conservation uses for 3, 5, or 10 
years. Aside from its value in 


helping cut current production of 
surplus crops and in aiding farm- 
ers to make long-range land use 
adjustments, the conservation re- 
serve will keep in good condition 
a large block of land that in the 
future may be needed by an ex- 
panding population. 

While farmers in 1958 partici- 
pate in the Soii Bank and acreage 
lallotment programs to _ reduce 
\crop production, the department 
|will continue its vigorous pro- 
|grams for disposal for surpluses 
| accumulated over the years. 
| 
|@ Although supplies will continue 
\large in the 1957-58 season, farm 
| prices in 1958 are likely to average 
| about the same as in 1957. Sup- 
port-prices this year are gener- 
ally not much different from last 


DID | TELL YOU ABOUT THE 
2 UNIVERSITIES in BLOOMINGTON - NORMAL, ILL.? 


We talked about the Pantagraph’s 99% city-zone coverage, 
plus 24,164 subscriber families in 85 other communities, our 
standing as Illinois’ 5th Largest Newspaper Retail Market. 
But did I mention the young, active, “extra” market of 
over 4400 students attending Illinois Wesleyan and 
Illinois State Normal? I should have—it’s a market 
most newspapers are unable to offer! 
it all adds up to: 


@ 38,586 total circulation; includes 94% coverage of 
Standard Metropolitan County Area (McLean) 

@ $147 Million subscriber Retail purchases 

@ $31 Million subscriber Food purchases 


THE Daily Pantagrap 


Yes, we now accept 


127 Mi. S. W. Chicago—157 N. E. of St. Louis oO '@) one other) 


Represented by Gilman, Nicoll & Ruthman 


For the past 33 years, Northwest farmers have been 
listening to one radio station for a helping hand at every 
turn. It’s WCCO Radio, whose farm service department 

has become a model for other stations throughout 

the nation. Farm service directors Maynard Speece and 
Jim Hill present more than 50 broadcasts every 
week, lively and vital, loaded with information farmers 
depend on—reports of rapidly-changing market and 
weather conditions plus news of latest agricultural 
developments. It’s this service which has made WCCO 

Radio the overwhelming first choice of the 231,900 

farm families ($1.7 billion annual income and rising) 
within the station’s 114-county basic service area. Fact 
is, in the rural Northwest, more than four times more 
people listen to WCCO Radio than all other 

Twin Cities stations combined! 


The Northwest's 50,000-Watt Giant 
Minneapolis-St. Paul 
Represented by CBS Radio Spot Sales 


*Nielsen, June 1957— 
Audience in vast Northwest 
beyond inner NSI area. 


marily as a result of heavy ex- 
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year. 

While prices of hogs will likely yo resey 40 ager - 0 | Farmers Are Catching Up © 
continue above a year earlier! arm People Have Nonfarm Jobs 1 Ri 
through most of this year, hog | pl on Ownership of TV Sets 
production is increasing and a | 
somewhat lower level of price is | 


in prospect in 1958. : : TELEVISION SETS 


s With cattle numbers on a down | In Homes 
cycle, the price prospects for beef 
cattle in 1958 are fairly good. Sim- 
ilarly, with reductions occurring 
in the nation’s laying flocks, 
smaller egg supplies and higher 
prices are in prospect. *, 5 
Dairy product prices are run- : v4 1950 
ning slightly above a year ago. J 1955 
Under conditions now existing Fee saa 1956 
and foreseeable, the improved : Be ams 
level of farm prices and farm in- 1930 1940 


come from 1955 to 1957 should be | 1950 1956 
maintained next year. 


| SOURCE: U. 5. AGRICULTURAL MARKETING SERVICE AND BUREAU OF THE CENSUS Yh ad 
® As further progress is made in| : Ke YA, 


reducing the heavy accumulation | PARTTIME FARMERS—Farm families are becoming much more dependent 
of surplus stocks, the groundwork| °” income from work off their farms. The per cent of farm workers 


is being laid for still further im-| with nonfarm jobs rose to nearly 40% in 1956, up from 30% in 1950. SOURCE» BUREAU OF THE Census 


CLOSING THE GAP—A great gain in ownership of tv sets on farms is 
| provements in prices and incomes| evident since 1950, when only 3% of farm homes had sets, compared 
in future years. with 16% of urban homes. By 1956 53% of farm homes had tv, 
compared with 78% of urban homes, as the gap narrowed. 


| The Long Range Outlook 


The end of the scientific and = Many More Farms Have Freez- 
| technological revolution in Amer- ers Than in OO ii 7 
ican agriculture is not yet in 
sight. But it seems evident that 


. = the next 10 years will bring); HOME FREEZERS 
: of h a iscientific advances in agriculture 
«product. t e me jequivalent to changes which re- On Farms 


Pies revolution in = |quired a full generation or more souTH - 


= |in the days of our fathers. 
agriculture | Other forces also will help to 
= |shape the new farm scene. 
| One is the great prosperity of NORTH CENTRAL 
the country which, because of 
higher incomes, is tending to 
change eating habits. 


H |@ A second force, yet to be fully 
defined, is national farm policy. 
Will the policy be to keep out- 
moded legislation and thus carry | NORTHEAST 
into the new era the problems of 
. Sum |the past? Or will it be a forward- 
Since 1940, 1,313,778 farms have been ™ |looking policy which keeps ange 
a , of the agricultural revolution an ane ca 
D absorbed by today’s new type of farmer. ; jgives Semmens tore tread of ee ee 
: a ee ee f th ‘al | | decision- making while assuring HOME FREEZER MARKET—Nearly half the farms in the northeastern U.S. 
e is e siness tarmer, the commercial — | |them of a greater, continuing op- had home freezers in 1954, leading all other sections of the nation. 
ie farmer, the professional farmer... produc- . }s lportunity for a fair share of the | ————— ‘ a ~ es 
nation’s prosperity? total farm investment. Today to-| more than $100,000. 


wm | 

> ing 78.8% of all farm income. : 

a” £ . : : _ And a third force is the explo- tal investment per farm averages| Fifteen years ago, the average 
In just three years, Poultry Tribune’s aver- B |sive dispersal of city people to | $36,000. Some commercial family|farm had about $3,500 invested 


:. . : . fee «suburban and rural areas. farms have a total investment of in land and equipment for each 
age farm subscriber has increased his acre- The application of science in _— 


ce age 44% and enlarged his poultry enterprise Meee |farming in the two decades since, 
© by 39%. Here is the ‘ ff the : just before World War II in- | 
‘ . Is new type of tarmer, fee jcreased production by about 50% 
ie specialized business farmer . . . whose inter- fe jon about the same number of MINNESOTA FARMERS HAVE AN EXTRA 
Hi 5 ae fi eee jacres, with substantially fewer 
"> ests are best served by specialized business fe | workers. Total man hours for all $I y Plt g i a i oO ey 
. ° w3 : have dropped about a 
magazines such as Poultry Tribune. May we eee werk 

third in the same two decades. 

send you our new booklet, at ieee rmnrmememmenrass 10 SPEND THIS YEAR FROM SOIL BANK PAYMENTS 


° . , _ ms iman hour has more than doubled 
Poultry Farming Is Big . jin the past 20 years. 


Business? 


@ Since 1920, food production se 
alone has increased 81%. But food : There are 154,272 
production outstripped our phe- " farms of 30 acres or more in 
nomenal ~~ — aaa Minnesota. REA News blankets 
' = 158% during the same period. - , ‘ : . 

LESLIE A. WATT The expanded use of power} oe this gigantic farm market with 116,000 
President and Publisher : M |equipment accounts for much of ‘ paid circulation. Does it sell??—you 
the increased Seen Be, in-| bet it does!! Distributors of electric ranges 
dex of power and machinery on ; ° : P 4 
American farms in 1955 was two| [a in Minnesota credit REA News with 
or three times the 1937-41 level. | being instrumental in sale of 1300 ranges during 


oes Se Oe neers ea ae <r one aig Freseesenaye a Feb.-March 1957 promotion. A recent 

ui - Meee jcreatly to higher production per : < 

POULTRY FARMING i nah ear Garber: tmgesedl contest promotion on water systems brought 

or Mee |crop varieties, better methods of 8,760 farmers into dealer stores for regis- 
1S BIG BUSINESS! | fee | fertilization, — arent ge 2 tration. REA News promotions and 
The most comprehensive statistical — Biene eee Pe merchandising assistance and your 

_ study Mee ME | ivestock, and improved feeding | zi advertising in REA News will 

printed. Shows how the specialized UAHA methods using new feed formula-| mee sell your products. 


Publications serve the new type B |tions which included anti-biotics | 
me, ner wh or, . é; a and other growth stimulators. | 


|And many farmers combined bet-| 
jter management methods to get | 


, |maximum or near-maximum pro-| i 
WAT | PUBLISHING CO. . , [duction benefits from those and | : 
Gee | Other technological advances. 
———— ee roe : BOX 250 - ALEXANDRIA - MINNESOTA 
Palo Alto, Calif.+ New York + Cullmon, Alc, . SU PCO aURCECOGOSmttess 525 SO. 7TH ST. - MINNEAPOLIS 15 - MINNESOTA 
3 re chases, together with capital im- 


provements and the rise in farm 
land values, sharply raised the 


“8 ES ee RO RS ie ea Ae ys Oo | ere ee ee gee. oe CeO, Be ie a, eave el.» - <r ae ee subs i 
4 Be Oi Pi ee artes ca uch a Saat ee ee een ee lt ak 8 ie pt, bs os hae ee rs <a aCe: 8. es is i co Met 
, og eae 7 ES Soe i 4 Be a a ANT ees oR Rita es re 2 tr ee eee Sel ee ieee eee ear cs oe ee 7 2 was ke ete. eo 
~ Se a - j aida oat Satie g st oe aT eee roam ple sy acme es 2 ag) ae pm, ge A om Ne eg ce ‘ poy ere 3 hy Se sina Mu’ 
A Sears, (ages el Re oi thats Faia ie I oie 12 ork stl eae ee Eee te Me rt a Orem rts ii o'r epost en ae ae ee eee ol ee eres oi Pe Pe ake es eb es Peer “ 
ae eae a ee ee Oe See eee 
: aa. | b. ee hg al eae = he Pe pe aI ae: i neg gi al Nora 7 Ao NOSE eae ei Seep Pe Pres PR ges pipe ON OE ae eae 0s RAS. gh > eae 
a. 7 2 3 oes = eee wince sah eee. Ea i a a * em oe 
a ‘ 4 A : ‘ aiaai te ; es ea : vil lane j ee it's ae Bin ae se 
its, ; 2 
mes a 
ol 
au ' 
aa | 
ec 
ml 
em 
sa 3 
* ee 
aA: 
ee 
ay 3 a AN 
eee RRR So ASD LS RRR RRR BY - 
: Se . 5 r ; 
aes 
ou 
e ee ery eye Pas ; ante :, ’ 
: ’ ; 
ere” gt ei, aye ; ir P, 
a % ; 
= ‘ yy | 
hoe od t,. 
5 : . 
‘ ee f x 
.f 
Sek ri . 
s “ ofe,*. 
Re ieess 
AT Bed Pe 
et t. te 
lap are, ae 472ee, 
Piva Ni vaeatat “ss = ; ‘ 
a # i Sages m 
We f oe DRS eae high war? ee, 
ed ys at aad Pe 7 
<a y ; ye j = 2 
é 4 ae w = —_— 
; é a 
os as my ¢ - 4 
a ond a ; : 
a ene eee Has | WEST 1 1950 
io 
iad 
eR 
ey 
ves 
Moy 
7s a, * 
se th 
ar 
ae 
fh = : f ‘ 
Fingues . 
aie 
q t 
a tone é Ue = : <a 7 ea “a 
| oe 
7 ° | — ae 
ats A | she 
ae | a" se 
ae 
am Bet, ; 
a. ——— ’ in) 
ae — dt 
= : ~ : 
~ = ————— —< — 
Pe Re 
. oan 7 | 
| R E E ¥ * 
5 : ; 
. C0 : is < 
: | y wet < ‘ . 
ae - » ~ < yeaa 
- Bors: \ BOF 
vg igs Sh TE eS prs , ae m: or 
Re < . ire hae si ak ast a 
eS ia ke x ie . : 
_ aa, Md . ie 
emit ge : fa 
Ta ta Qa 
. aS 8 Si pears ‘eee f 
oe ae Male ; 
‘ , ee ee | 
« ae ee 
* | — ” ‘ — sag — asl Po 
a en ie f asi " ye - pod pare ae ; A ary : Le : : - = ts es ¢ s Ee aa 
2 - aii ie eS iia * ee aw Page. a ae a ee | ie Pn roe Sytie agate i ais 4 ae a seas : 
ieee OFS ; : oe Cgetee ee ee orem eer easy Pip ante rie ge ta aul Se ee Reenter Si, ‘is ie foie d rete a 
i Stee Te ye a ane Magee 5 ; aoe Meal Roe ae eG ee ect Se Bee ns ae ar a ga ae aad , vache pm Pe 
= ee Se aeR Pempee 6 OR Sr igen | yagi a Ae One cee eo : eae oe eg Pena 2 ee ee abr: os ee eee ye 
1 RS SA eee eo St ee Bee sae a ey emt eet 2 Oe oe ry ee ates alii a ke Spe eee gee Se, Srey oe oa. oh yee ae te es el er Cee etc eS a bt eae 


Advertising Age, October 14, 1957 


farm worker. Today, the invest- 
ment per farm worker is more 
than $15,000. By comparison, the 
investment per industrial worker 
is about $13,000. 

In the years ahead, farm- 
ing will require ever-increasing 
amounts of capital, and machines 
will continue to increase the pro- 
ductivity of the individual farmer. 


® Obviously then, farm produc- 
tion will tend for some time to 
outstrip the need for farm goods. 
We must learn to live with abun- 
dance until we can bring produc- 
tion and market demand into a 
better balance. 

As the President’s commission 
on increased industrial use of ag-| 
ricultural products recently stated | 
the farm problem: 

“American farmers have suc- 
ceeded so well in the necessary 
effort to increase their efficiency 
that they now consistently outrun 
the capacity of the economy to 
consume what they produce.” 


® Because of this fact of contin- 
ued abundance through technol- 
ogy and the ever-increasing con-| 
trols on farmers through existing | 
legislation, the nation is now at| 
one of the turning points in agri- | 
cultural policy. 

Farm policy and farm legisla- | 
tion must recognize that abun-| 
dance is here to stay—at least for | 
the foreseeable future. Farm pol- 
icy should free farmers of con- 
trols, permit needed adjustments, 
open new markets and speed the | 
trend to a better diet. 

Price support policies of the past | 
are responsible, to a degree, for | 
the present over-expanded agri- | 
cultural plant. Much of the incen- 
tive for the application of the new 
agricultural technology stemmed 
from a prolonged period of incen- 
tive prices—incentives supplied 
first by the market place and 
then by law. 


® Shortcomings of old, outmoded 
farm laws and formulas designed 
to fit conditions of other times 
have led to a maze of farm con- 
trols. If these outdated laws are 
kept on the books, they can only | 
result in tighter and tighter con- 
trols on farming. 

And the danger would grow | 
that farm products would be| 
priced out of the market. Despite | 
higher consumer incomes, it could 
slow down the trend to better 
diets. 

This trend, desirable for farm-| 
ers as well as consumers, 


indi- 
cates that food habits are chang- 
ing, to a diet higher in meat, 
eggs, and dairy products. For ex- 
ample, since 1935-39 the per per- 
son consumption of beef has risen | 
30 pounds, or about 55%; pee 
meat has been increased about 
14 pounds, or over 85%; eggs have | 
risen over a fourth; ‘and dairy | 
products, excluding butter, are up | 
more than 20%. 

In 1956 the average person had | 
more red meat than in any other | 
year since records began in 1899— | 
and thus had opportunity for | 
more vigor and better health. 


s Further shifts can be made to 
consumption of the high nutrition 
foods—to animal products in par- 
ticular. But increased production 
of these high nutrition foods must 
be kept in balance with growing 
demand. 

Brought on by the changing 
economy and the new agricultural 
technology, a new agricultural 
community is emerging. This new 
community can well be described 
as “city life widely spaced.” 

The explosive dispersal of city | 
people to suburban and rural 
areas is being combined with un- 


precedented off-the-farm em- 
ployment by farm residents. 
® Nearly one of every three 


farms in the nation is now classi- 
fied as “part-time” because the 


operator works a good part of the 
year off-the-farm or has non- 
farm income greater than his ag- 
ricultural income. 

The largest single source of in- 
come for farm people already is 
income from non-farm sources. 
In 1956, farm people earned about 
$6.7 billion from part-time em- 
ployment and non-farm receipts 
of various kinds—one-third of the 
total income of the farm popula- 
tion from all sources. 


Town and country no longer 
are being separated by a cultural, 
recreational, educational, or eco- 
nomic boundary. The city limit is 
becoming just a tax boundary— 
nothing more than a legal divid- 
ing line. 

This merging of urban and 
farm populations in the open 
country can help the nation re- 
tain the stability, strength and 
character it had as a nation of 
farmers. # 


Farm Income Rises, 
Crops Hold in ‘57 


(Continued from Page 83) programs, and—for 375,000 farm 
billion. And there is a wide vari-|families which recently became 
ety of other revenues, including | eligible—an estimated $300,000,000 
at least $600,000,000 in soil bank | of social security payments. 

payments, another $100,000,000 Whenever he gets a chance, 
from government’ conservation! Agriculture Secretary Ezra Taft 


GRAND RAPIDS 


MICHIGAN 


ha 


TYME SUNDAY MERALO CIRCULATION 
CONTINUES TO GROW BACH WEEK 


BECAUSE 


ot interest te every member of the 
femily: 14 pages of Color Comics, Family 
Weekly Megazine, tocallyedited Maga- 
sine, as well es complete coversge of 


society, 


aports, 


national and international news. 


WHATEVER YOU HAVE TO SELL, 
THE SUNDAY HERALD HAS A MAR- 
WEALLY SUITED TO 
YOUR PRODUCT OR SERVICE! 


KET PLACE 


CAR DEALER, Bob Smith, seys, 


-.A BIGGER VALUE THAN EVER 
FOR NATIONAL ADVERTISERS ! 


Sl 


"Ha 


DAY HERALD 


$s reached another new all-time 


circulation hic jh of 


| | 


Average Met Poid Ciresletion for August, 1957 


- 


1957 Sunday Herald 
Circulation Growth 

82,713 

., 83,717 

.« 85,036 

85,396 

95,360 

25,995 

86,014 


it contsine something 


business, fecal, steta, 


———coreweme (Pyblishec’s Figures} aa 


LOCAL ADVERTISERS GET RESULTS: 
“experience has proved that 2 good-siced ad in The 


Hereld’s big Sunday Sports Section gives vt more results fer our money than ane 
other single medium.” 


BUILDER, Herold Albert, says, “em a¢ In The Sundey Hereld heipod vs sei! 13 


new houses.” 


FURNITURE DEALER, Bob Duchene, trys, “we seid ever 40 Kroehler living room 


suites from a 4-coter, 
APPLIANCE DEALER, Ray Naware, 


hours” from en 


FOR ONLY 24¢ 


full page ad in The Heraid’s Sunday Color Comic Section.” 


says, “we «oid 23 mejor ceoliences in jus 3; 
in The Sunday Herald 


PER LINE. NATIONAL ADVERTISERS, TOC. CAN GET RESULTS 


FROM THE SUNDAY HERALD’S EVER-INCREASING, EAGER-TO-BUY AUDIENCEN 


AND FOR 
FOR ONLY 


OCUBLE IMPACT... 
Gc MORE PER LINE 


ADD TKE MORNING HERALD 
(MILLIME, $1.41). THE SUNBAY- 


DAILY COMBINATION OF 30c PER LINE THUS PROVIDES TWO 
INSERTIONS —~OQNE GUNDAY AND ONE MORNING-AND OVER 


140,000 CIRCULATION IMPRESSIONS (August, 19857 everage) ! 
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A new study of 


FARM MEDIA 


A report from the Midwest Farm Paper Unit on a study conducted 
by the Market Research Division of McCann-Erickson, Inc. 


» INTRODUCTION 


It has been more than four years since the last 
comprehensive study on farm media has been 
conducted in the Midwest. Since that time many 
important changes have taken place. 


In the belief that an independent and authorita- 
tive report on the farm media situation as it exists 
today would be of service to advertisers every- 
where, the MIDWEST FARM PAPER UNIT 
arranged for such a study and retained the Market 
Research Division of the Chicago office of Mc- 
Cann-Erickson, Inc. to conduct the study. 


The sole responsibility for the planning, execu- 
tion and reporting of this study was to rest with 
McCann-Erickson, Inc. 


p ABOUT THE QUESTIONNAIRE 


The questionnaire was designed to reduce to a 
minimum opportunities for bias on the part of the 
respondents. The study was conducted under a 
registered research name (National Research Con- 
sultants). The return address was a Chicago P.O. 
Box Number. 


To avoid bias resulting from the order in which 
Farm Magazines and Farm Papers were named in 
the readership question (QUESTION I), their 
order was reversed in one half of the questionnaires. 


To insure equal representation of male and fe- 
male respondents, one half of the personalized 
questionnaires were addressed to MR. and the 
other half to MRS. 


THE QUESTIONNAIRE USED 


NATIONAL RESEARCH CONSULTANTS 
P. O. Box 7369, Chicago, Illinois 


Dear Mrs. Smith: 
You are among a number of representative farm families to whom 
we are writing for help in finding out where they go to find 
information needed in their business of running a farm. 
You will be of great help to us if you will answer the few ques- 
tions listed below. This will take only two or three minutes of 
your time 
So you won't have to hunt for a pencil we have enclosed one. Of 
course, we want you to keep it. When you have completed the 
answers, just drop this letrer into the enclosed self-addressed en- 
velope. And, please make sure the mailman will pick it up to- 
morrow. Your answer will be treated with strictest confidence and 
your name will not be used in any connection. Thanks for the help. 
Very sincerely yours, 
NATIONAL RESEARCH CONSULTANTS 
William J. Roberts 
Project Director 


. What farm magazines and farm papers do you and your family 
receive regularly? 


2. the farm publications you have listed, which SINGLE 
ONE you and your family find most helpful? 


3. What azines other than farm publications do you and 
your family receive regularly? 


4. Do you live on a farm? Yes_____. No______ 
5. How many acres do you and your family farm? ——_»_ 


FORM D.-5131 


p ABOUT THE SAMPLE 


A sample of 10,000 farm households was selected 
from the customer and prospect mailing lists of a 
large manufacturer of farm implements. 


Allocation by states was based on the propor- 
tionate distribution of all farms found in the eight 
States, as reported by the U. S. Department of Agri- 
culture. The states covered were Illinois, Indiana, 
Iowa, Minnesota, Nebraska, North Dakota, South 
Dakota and Wisconsin. 


The desired number of farm households within 
each state was selected by strict random procedure. 


p ABOUT THE MAILING 


The original mailing was completed during the 
last week of February, 1957. Follow-up letters 
were sent four weeks after the completion of the 
first mailing. 


Enclosure of a sharpened wooden pencil was 
the only incentive used to encourage responses. 


p> ABOUT THE RETURNS 


The two mailings resulted in total returns of 5253 
usable questionnaires. This return ratio of over 52 
per cent attests to the interest of farm families in 
their farm publications. 


The major interest of advertisers in the selection 
of farm media rests with households actively farm- 
ing acreage in excess of 30 acres. For this reason, 
inactive farm families or active farm families with 
less than 30 acres were eliminated from the tabula- 
tions. They represented 527 of the usable question- 
naires returned. 


The findings on the following tables are based 
on 4726 farm households actively farming more 
than 30 acres. The respondents were about equally 
divided between the sexes. 


The following table shows the distribution of 
the returns by states, and the percentage of total 
farms within each state which they represented. 


To 
Number Returns of 
State Total Farms Returns Total Farms 
Ilinois 175,543 687 39 
Indiana 153,593 625 Al 
lowa 192,933 1,011 52 
Minnesota 165,225 758 46 
Nebraska 100,846 455 AS 
North Dakota 61,939 311 -50 
South Dakota 62,520 287 A6 
Wisconsin 153,558 592 39 
Total 1,066,157 4,726 AA 


Fifty eight per cent of the returns represented 
farms above 179 acres. This compares with the 
actual representation of farms of this size of forty 
eight per cent as reported by the U. S. Department 
of Agriculture for the eight states covered. 


This higher showing of the larger farms could 
be associated with their greater likelihood of ap- 
pearing in the customer and prospect lists of a 
farm implements manufacturer. Also, a possible 
even greater interest of the larger farmers in their 
farm publications may have resulted in a propor- 
tionately higher response. 


p ABOUT THE TABULATIONS AND 
THE FINAL REPORT 


The coding and machine tabulating of the returns 
was executed by the Statistical Tabulating Corpo- 
ration of Chicago, under close supervision of the 
agency. 

The final tables shown in this report were pre- 
pared by the staff of the Market Research Depart- 
ment of McCann-Erickson, Inc. These tables repre- 
sent an accurate statement of the findings. 


WHAT FARM MAGAZINES AND FARM PAPERS 
DO YOU AND YOUR FAMILY RECEIVE REGULARLY? 


Coverage of Four Selected Farm Publications—BY SIZE OF ACREAGE FARMED 


Acreage Farmed: 30-179 Acreage Farmed: 180 & Up 


Total 

Publication Number % 

(Coverage of 

4726 Farms) 
Midwest Farm Paper Unit 3905 82.6 
Farm Journal 3246 68.7 
Successful Farming 2927 61.9 
Capper’s Farmer 2128 45.0 
All Other ~ 3176 67.2 
Not Answered 57 ~— 


Number % Number % 
(Coverage of (Coverage of 
1968 Farms) 2758 Farms) 
1587 80.6 2318 84.0 
1324 67.3 1922 69.7 
1072 54.5 1855 67.2 
780 39.6 1348 48.9 
1204 61.2 1972 71.5 
34 23 _ 
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TOTAL PREFERENCE VOTE FOR 
FOUR SELECTED FARM PUBLICATIONS 


| HOUSEHOLD DUPLICATION IN ALL COMBINATIONS 


AMONG THE FARM PUBLICATIONS YOU HAVE LISTED, WHICH 
SINGLE ONE DO YOU AND YOUR FAMILY FIND MOST HELPFUL? 


Preference for Four Selected Farm Publications — BY SEX OF RESPONDENT 
(Multiple Preference Included) 


Total Male s See 

Preferred Publication Number % Number % Number % 
(4726) (2288) (2438) 
Midwest Farm Paper Unit 2143 45.3 1120 48.9 1023 42.0 
Farm Journal 1116 23.6 462 20.2 654 26.8 
Successful Farming 837 17.7 411 18.0 426 17.5 
Capper’s Farmer 198 4.2 100 43 98 4.0 
All Other 701 14.8 352 15.4 349 14.3 
Not Answered 533 11.3 248 10.8 285 117 


AMONG THE FARM PUBLICATIONS YOU HAVE LISTED, WHICH 
SINGLE ONE DO YOU AND YOUR FAMILY FIND MOST HELPFUL? 


Preference for Four Selected Farm Publications—BY SIZE OF ACREAGE FARMED 
(Multiple Preference Included) 


Total 30-179 Acres 180 Acres & Up 
Preferred Publication Number % Number % Number % 
(472 (1968) (2758) 
Midwest Farm Paper Unit 2143 45.3 942 47.9 1201 43.5 
Farm Journal 1116 23.6 458 23.3 658 23.9 
Successful Farming 837 17.7 289 14,7 548 19.9 
Capper’s Farmer 198 4.2 87 44 111 40 
All Other 701 148 264 13.4 437 15.8 
Not Answered 533 11.3 265 13.5 268 9.7 


AMONG THE FARM PUBLICATIONS YOU HAVE LISTED, WHICH 
SINGLE ONE DO YOU AND YOUR FAMILY FIND MOST HELPFUL? 


Preference for Four Selected Farm Publications—BY TOTAL READERSHIP OF THESE PUBLICATIONS 
(Multiple Preference Included) 


Midwest Farm Successful Capper's 
Farm Paper Unit Journal Farming Farmer 
Readers Readers Readers Readers 
Preferred Publication Number % Number % Number % Number % 
(3 (3246) (2927) (2128) 
Midwest Farm Paper Unit 2143 54.9 1408 43.4 1271 43.4 1010 47.5 
Farm Journal 865 22.1 1113 34.3 706 «24.1 506 238 
Successful Farming 645 16.5 572 176 834 28.5 399 18.7 
Capper’s Farmer 159 4.1 130 ©6440 1200 4.1 19% 92 
All Other 476 12.1 420 12.9 381 13.0 297 140 
Not Answered 332 8.5 264 8.1 239 8.2 176 8.3 


AMONG THE FARM PUBLICATIONS YOU HAVE LISTED, WHICH 
SINGLE ONE DO YOU AND YOUR FAMILY FIND MOST HELPFUL? 


Preference for Four Selected Farm Publications—BY MALE READERSHIP OF THESE PUBLICATIONS 
(Multiple Preference Included) 


Midwest Farm Successful Capper's 
Farm Paper Unit Journal Farming Farmer 
Male Readers Male Readers Male Readers Male Readers 
Preferred Publication Number % Number % Number % Number % 
(1929) (1532) (1407) (1043) 
Midwest Farm Paper Unit 1120 58.0 738 48.2 659 468 533 51.1 
Farm Journal 370 §=19.2 461 30.1 301 214 215 206 
Successful Farming 316 6164 267 «(17.4 410 29.1 193 185 
Capper’s Farmer 83 43 65 43 63 45 100 96 
All Other 243 «12.6 209 «13.6 200 142 152 146 
Not Answered 164 8.5 118 7.7 106 75 89 = 885 


Preference for Four Selected Farm Publications—BY FEMALE READERSHIP OF THESE PUBLICATIONS 
‘ (Multiple Preference Included) 


Midwest Farm Successful Capper's 
Farm Paper Unit Journal Farming Farmer 
Female Readers Female Readers Female Readers Female Readers 

Preferred Publication Number % Number % Number % Number % 
(1976) (1714) (1520) (1085) 
Midwest Farm Paper Unit 1023 51.8 670 39.1 612 403 477 440 
Farm Journal 495 25.0 652 38.0 405 265 291 268 
Successful Farming 329. 16.6 305 178 424 2739 206 19.0 
Capper’s Farmer 76 3.8 65 3.8 57 3.7 96 8.8 
All Other 233 «118 211 23 181 11.9 145 134 
Not Answered 168 8.5 146 8.5 133 8.7 87 8.0 


| 

| 

| 

OF FOUR SELECTED FARM PUBLICATIONS ; 

eee Seem CE ee RR | 

DUPLICATION OF CIRCULATION FOUND IN ALL 
COMBINATIONS OF FOUR SELECTED FARM PUBLICATIONS 
Total % 

Total Dupl % Unduplicated 4726 Farms 
Publications Copies Found Copies Duplication Circulation Covered 
Midwest Farm Paper Unit 4521 616 13.6 3905 82.6 
MW & FJ 7151 2753 38.5 4398 93.0 
MW & SF 6832 2502 36.6 4330 91.6 
MW & CF 6034 1849 30.6 4185 88.5 
MW & FJ & SF 10078 5528 54.9 4550 96.2 
MW & SF & CF 8961 4516 50.4 4445 94.0 
MW & FJ & CF 9280 4783 51.5 4497 95.1 
MW & All Three 15382 10790 70.1 4592 97.1 
F) & SF 6173 2130 34.5 4043 85.5 
SF & CF 5056 1445 28.6 3611 76.4 
FJ & CF 5375 1535 28.6 3846 81.3 
FJ & SF & CF 11477 7199 62.7 4278 90.5 

---------------------------------------- 


WHAT MAGAZINES OTHER THAN FARM PUBLICATIONS 
DO YOU AND YOUR FAMILY RECEIVE REGULARLY? 


Coverage of Active Farm Households by the 10 Leading General Magazines 


ae. of 4726 
Publication Number Active Farm Households) 
Reader's Digest 1001 21.2 
Look 766 16.2 
Household 674 143 
Better Homes & Gardens 626 13.2 
McCalls 568 12.0 
Saturday Evening Post 564 11.9 
Ladies Home Journal 488 10.3 
Life 398 8.4 
Good Housekeeping 248 5.2 
American Home 211 45 


WHAT MAGAZINES OTHER THAN FARM PUBLICATIONS 
DO YOU AND YOUR FAMILY RECEIVE REGULARLY? 


Cumulative Coverage of the Six Leading General Magazines 


Number Number 

Copies Farms 
Publication Found Covered (4726 Farms) 
Reader's Digest 1001 1001 21.2 
Reader's Digest, Look 1768 1567 33.1 
Reader's Digest, Look, Household 2442 2009 42.5 
Reader's Digest, Look, Household, 
Better Homes & Gardens 3068 2299 48.6 
Reader's Digest, Look, Household, 
Better Homes & Gardens, McCalls 3636 2495 52.8 
Reader's Digest, Look, Household, 
Better Homes & Gardens, McCalls, 
and Saturday Evening Post 4200 2676 56.6 


MIDWEST #@”"/“ UNIT 


SALES OFFICES AT: 35 E. Wacker Drive, Chicago 1 
...250 Park Avenue, New York 17,N.Y.. . 
110 Sutter Street, San Francisco 4 . . . 672 
South Lafayette Park Place, Los Angeles 57. 


WHERE FARMING IS BIG BUSINESS. 


.- AND GOOD LIVING! 
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Agricultura — 


REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation . . . stresses U. S. products . .. demonstrates the latest and best in farming 


de las Américas. 


i WRITE FOR MARKET AND MEDIA FOLDER 

e . , . 

| Agricultura de las Americas 
. 

he LbPA “The Magazine of Modern Farming for Latin America” 


1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


Benson pounds the theme that | 
the slump in farm income looks | 
worse than it actually is. While | 
he concedes that realized farm in- 
come has dropped 30% since 1947, 
income per capita still amounts 
to more than $900, compared with 
a $765 low in the recession of 1949, 
and realized net income per farm 
averages about $2,492 now, com- 
pared with $2,154 in 1945 and $2,- 
630 in 1952. 


® Political haggling over farm 
policy frequently obscures the 
fact that the American farmer, 
with all his problems, is the envy 
of the agricultural world. He pro- 
duces more with less effort than 
farmers of any other nation, and 
even with his income down from 
lush wartime heights, he is the 
only farmer in the world with 
living standards which rival those 
of the urban consumer. 

Admittedly the problems of 
surpluses and depressed prices 
are the direct result of his will- 
ingness to turn to machinery and 


The big, booming market of the Saginaw 
Valley and its potential growth is reflected 
in the construction of this modern public 
utilities service center. Said H. Stanley 
Richmond, Consumers Power vice-presi- 
dent: “‘. . . we decided on the service center 
expansion move because we have full con- 
fidence in the future growth of this area.” 

If you have a product to sell, you can 


ARCHITECT'S SKETCH OF THE NEW 
CONSUMERS POWER $24 MILLION 
UTILITY CENTER, NOW UNDER CON- 
STRUCTION IN SAGINAW. 


take full advantage of this expanding mar- 
ket only through advertising in THE 
SAGINAW NEWS. There it will be seen 
by more than 175,000 readers with an effec- 
tive buying income of $296,287,000*. For 
this, you pay ONLY 21 cents a line for a 
net paid circulation of 50,587**. 


The Saginaw News 
*Sales Management Survey 


** ABC Publisher's Statement for the 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


THE ANN ARBOR NEWS 
JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


six months ending March 31,1957. 


cm 
SPAPERS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 


Superior 7-4680; Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 
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scientific methods in order to in- 
crease his production. Under the 
forced draft of fixed, high level 
price supports he used the les- 
sons of science to produce more 
food and fiber than even the pros- 
perous, growing population could 
consume. With the switch to 
machinery to eliminate costly la- 
bor and improve his way of life, 
his need for land and equipment 
ballooned so that 600,000 farms 
were consolidated between 1950 
and 1955 alone, with the average 
size of farm up nearly 10% to 
242.2 acres, and investment in 


\land and buildings increased by 
|40% to a $20,000 average. 


As a long-run solution to farm 
income problems, the administra- 
tion has taken the position that 
rigid price supports must give way 
to more flexible pricing which re- 
sponds to the demands of the 
marketplace. 

For the short-run the govern- 
ment is bolstering farm income 
with such measures as the soil 
bank. Meanwhile it is aggressively 
developing foreign markets as an 
outlet for the government-owned 
surpluses which have a depress- 
ing effect on crop prices, and it 
is calling on agriculture to build 
bigger markets by underwriting 
the kinds of merchandising and 
market research programs which 
are used by the farmer’s indus- 
trial competitors. 


= If we stick with rigid price 
supports, Secretary Benson warns, 
we freeze patterns of production 
instead of encouraging farmers to 
take full advantage of advancing 
science and technology. 

Moreover, he argues, high price 
supports lead to the use of acre- 
age allotments which “farmers 
will not accept, legislators will 
not vote, and from a practical 


|standpoint, administrators cannot 


impose.” 

Even if allotments could be en- 
forced, he points out that farmers 
find ways to produce more than 
the planners anticipate. On a 55,- 
000,000 acre allotment last year, 
they produced more wheat than 
we need at home or abroad. In- 
stead of 10,000,000 bales of cotton 
anticipated from the 1956 acreage 
allotment, they produced 15,000,- 
000. And on the smallest corn 
acreage allotment ever used, and 
with a drought in the western 
corn belt, plus substantial soil di- 
version to the soil bank, 1956 corn 
production approached an all-time 
peak. 


e “For these three crops, plus to- 
bacco, peanuts and rice,” the 
Secretary said, “we have pro- 
grams to control production and 
support price according to a legal 
formula. These six groups bring 
in only one-fourth of farm in- 
come, yet surpluses are greater, 
costs are higher, infringement on 
individual liberty is more exten- 
sive, international relations in 
greater jeopardy and farmer com- 
plaints louder than for all the 200 
or so other commodities com- 
bined.” 

Through barter for strategic 
materials, plus some determined 
selling abroad, exports of farm 
products increased this year to 
$4.7 billion, up 35% from 1956, 
and well above the $4 billion 
peak of 1952. By mid-year the 
backiog of surplus farm commo- 
dities owned by the government 
had been reduced about a sixth 
from its peak level. 


® Obviously, agriculture’s best 
hope is in the development of 
wider markets for its products. 
With urban living standards in- 
creasing, and population expand- 
ing by 3,000,000 a year, the De- 
partment of Agriculture tells 
farmers the sale of farm products 
can expand by at least 15 to 20% 
in the next decade. 

Since highly “finished” foods 
like meat, eggs and dairy prod- 
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CASH RECEIPTS FROM FARM MARKETINGS 
AND GOVERNMENT PAYMENTS 


1956 as Percentage of 1955 


WHAT HAS A STADIUM TO DO WITH SALES? 


Possibly a very great deal indeed, for this ie 

new 32,000 seat home of the Green Bay ae 

Packers football team didn't just build 

itself. And it suggests to us a citizenry en- 

dowed with an unusual capacity to earn 

money matched by an even more unusual 
willingness to spend it. 

We're not motivation experts. But we've 

| helped a host of advertisers move a moun- 

a over) | tain of goods and services by carrying 


we ZB \00-\04 | their sales messages into more than 39,000 
= < wells ae eat) ray Under 100 homes every day! Whatever the science of 


the thing, our folks have the cash, they let go of 
it, and we're the only medium to tell all of them 


U.S. DEPARTMENT OF AGRICULTURE WEG. 9059-57(2) AGRICULTURAL MARKETING SeRvice | when ooo M® color, if you like. 
ucts represent the most profitable|erage in Idaho and Colorado. 
form of marketing for farm prod- | Fruit crops are fine in New York, 


ucts, the Secretary has enthusi-|Washington, California and Flor- GREEN BAY PRESS-GAZETTE Green Bay, Wisconsin 


astically endorsed the promotion ida. Even Illinois, which has suf- | Phil McClosky, Mgr., National Advertising 
efforts of dairy and wool groups. | fered from drought after a banner | 
He plugged eagerly—but unsuc-| year last year, will still have bet-| 
cessfully—this year for legislation | 
which would enable all cattle 
groups to set up programs for 
the automatic deduction of pro- 
motion fund contributions at cat-| 
tle marketing centers. 

If the farm real estate market 
is a reliable indicator—as experts 
believe it is—farmers certainly | 
are voting their pocketbooks on | 
the future of agriculture. Except | 
in a handful of states that suf- 
fered unusual drought and natural hii j ; ’ 
disaster last year, land values eee ns Sy = 


with 27% increase last yer, the| wie 4 ITA AREA ARB REPORTS . 
hors KTVH VIEWERS mre ADULTS 


value of farm assets reached $177 
billion. With farm debt equal to 
only 11% of assets, farmer equity 
at the beginning of 1957 was $157 
billion, compared with $149 bil- 
lion a year earlier. 


® Final figures now available 
show that income from farm mar- | 
keting (gross sale of farm prod-| 
ucts) climbed three-fourths of $1) 
billion last year to $30 billion. All| 
but 14 states registered gains, and 
in some—New Mexico, Delaware, 
Illinois, Maine, Arkansas and 
Wyoming—the increases amount- 
ed to 30% or more over 1955. 
Farm output for the year was at 
a record high, 1% above the pre-| 
vious high in 1955, and 13%.) 
above the 1947-49 average. Ex-| 
cept for New England, and the| 
drought areas of the west central | 
states, output was exceedingly 
good, with livestock production | 
2% greater than 1955, and 22% | 
above the 1947-49 average. De- 
spite government efforts to cur-| 
tail production the crop of soy-| 
beans, corn, winter wheat, spring | 
wheat, flaxseed and potatoes per 
acre confounded the planners. 


oe aie ADULTS WITH BUYING POWER 


able, 1957 will resemble 1956, 
conn Grea bol, Sa wees In the June, 1957 ARB of the Wichita area, 
wy onan Gaend. jepens * KTVH leads the way where it counts — with 


veal signee. Suagh Wee. te- 2,872,897 adult viewer impressions in the top 

gn egg ok 73 quarter hours. Four out of five viewers 
the drought ef 1908, ond Tows's on KTVH are adults, who pack real 

oat crop will more n uble | ” . 

lost yen its ge ypnr “grownup buying power! 


double the 1947-49 average. Oat 
yields of the Dakotas will be three | 
to four times 1956, well above 


the 1947-49 average, and barley TO SELL KANSAS... BUY KTVH. Exclusive CBS-TV for Central Kansas. 


will be up. Sorghum in Texas is 


estimated at 199,000,000 bushels, 
compared with 124,000,000 in 1956 
Howard 0. Peterson, General Manager e Represented Nationally by H-R Television, Inc. 


and a 91,000,000 bushel average 
for 1947-49. In Kansas, the sor- 
ghum crop is measured at 109,-| 
000,000 bushels, more than four | 
times last year, and more than) 
triple the 1947-49 average. 

Barley in the Dakotas is up and) 
above average; potato crops in 
California, Idaho and Maine are) 
good; sugar beets better than av-' 
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ter than average corn and soy- 
bean crops, and oats only slightly 
below normal. 

In terms of size of crop, the 
best estimate at the end of Sep- 
tember is that 1957 will be rough- 
ly the same as last year. 

Big crops, of course, do not 
necessarily mean good times for 
farmers. But at the end of eight 
months, receipts from the mar- 
keting of livestock and livestock 
products totaled $11 billion, a 5% 
gain over the same period last 
year. While receipts from mar- 
keting of crops were down 5%, 
to a total of $6.6 billion, total re- 
ceipts of $17.6 billion for all farm 
products compared with $17.4 bil- 
lion for eight months of 1956. 

Since the quantity of hogs, cat-| , 
tle and sheep coming to market 
in the late part of the year will 
be somewhat smaller than last 
year, prices—which are up 17% 
over 1956—are expected to re- 
main high, so that receipts will 
exceed 1956. The somewhat small- 
er crops of wheat, cotton, tobacco|and better prospects during the 
and wool mean less “carry over” | remainder of 1957 and 1958. # 
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HERE IS THE CHOICE 


MARKET 


of the 
MID-WEST 


SIZZLING with 

LAND these choice 

us! Market features: 

—_ 

@ 46 rich counties in a progres- 
sive 4-state trade territery 
comoring in Sioux City — 
wit! . 


@ Population 
@ Effective 


797.600 


Buying Income 


$1.178.658 000 
@ Averace Farm Income (1955) 
StL132. (Nearly double the 
national ave. of $6,629) 
FLAVORED with the dom- 
inating coverage of the Sioux 
City Newspapers—serving 300,000 
readers. 


Che Sioux City Journal. JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC. 


. RALTENBORN Reports: “The Farmer is Here To Stay 
—with Modern Equipment to Make Farming More Profitable” 


FARM REPORT—Getting attention with well-known name, Behlen Mfg. 
Co. commissioned H. V, Kaltenborn to report a farm success story 
with a Behlen product in this spread in farm papers. 


Farm Drive Features 
Kaltenborn, Dreier 
and Burlingham 


CoLumeus, Nes., Oct, 8—A farm 
paper campaign with a copy for- 
mat featuring well-known radio 
and tv news commentators to tell 
the sales story brought results for 
Behlen Mfg. Co., manufacturer of 
metal buildings, grain bins and 
dryers and other farm equipment. 

The idea was to have the “name” 
reporters actually cover Behlen 
products in use on the farm and 
tell the success stories to other 
farmers. A series of three ads re- 
sulted, with Lloyd Burlingham, 
Alex Dreier and H. V. Kaltenborn 
as the star reporters. 

The ads on the first two were 
produced and the idea tested with 
b&w spreads in Capper’s Farmer 
and Successful Farming in 1956 
summer issues, The test led to a 


\ v 
Re | 
li *.9 | 
Illinois 
2nd Big Market | 
IMITEOU” og 
PIMITEOU! "es 
SU \ ‘ 
* Old Indian word for Peorioreo ‘ a | 
meaning “land of plenty” ; 
CON. SP. 
METRO. AREAS POP. INCOME RETAIL SALES 
Peoria Journal Star 1. Chicago 
© saturates metro. area with 99.7% daily ratio-to-homes 2. Peoria 287,600 ; 548,784 390,937 
© delivers daily circulation of 100,000-plus 2. fete 
© influences 13-county billion dollar market pe Islond- 273,100 516,413 318,232 
ine 
4. Rockford 180,200 387,477 250,292 


Peoria Jourm Star 


affiliated with WTVH 
Ward-Griffith Co., National Reps. 


$.R.0.S. Est. 1/1/57 


Advertising Age, October 14, 1957 


Diversification Dulls 
Crop Failure Sting 


(Continued from Page 83) 
crop lagged behind 1955, but the 
state’s farm income moved ahead 
because of good results with dairy 
products, eggs, corn and potatoes. 
While North Carolina, South Car- 
olina and Georgia were hurt by 
poor cotton crops, in Mississippi 
the set-back in cotton was more 
than offset by increased income 
from eggs, broilers, dairy products 
and soybeans. In the corn belt, 
Ohio’s extra revenues from dairy 
products, eggs, corn and govern- 
ment payments resulted in a 7% 
gain in income despite poor re- 
sults with wheat and oats. 

Oklahoma’s gains from wheat 
and soil bank payments produced 
a 21% increase in farm income 
despite setbacks with cotton, pe- 
cans and peanuts; Washington’s 


third spread featuring Mr. Kalten- 
born and appearing in Capper’s 
Farmer and Midwest Farm Paper 
Group. 


s The three news commentators 
were photographed frequently by 
the advertising department as they 
toured the farms with Behlen 
equipment, and the photos were 
used plentifully to illustrate the 
ads. 

Among the dividends from the 
campaign was local newspaper 
publicity culled from commenta- 
tors and their farm visits. Another 
phase of promotion was a series 
of letters which Mr. Dreier sent 
from Russia, which he happened 
to tour afterwards. The letters 
were sent, by arrangement with 
the Behlen promotion department, 
to Behlen dealers, calling atten- 
tion to the series of ads. 

Further publicity came when 
Mr. Kaltenborn devoted one of his 
syndicated columns to information 
he gained on his farm tour. 

In the fiscal year in which the 
ads appeared, Behlen doubled its 
volume to $7,000,000, and that vol- 
ume is continuing, the company 
reports. 

Potts-Woodbury, Kansas City, 
Mo., handled the advertising. + 


disappointment in wheat, apples, 
cherries and strawberries was par- 
tially restored by gains from peas 
| and dairy products; South Caro- 
|lina’s losses in tobacco and cotton 
were somewhat restored by peach- 
es and dairy products; and Mary- 
land’s progress in corn, soybeans 
and truck farming overcame its 
disappointment with broilers. 


s Even with drought in Iowa and 
Nebraska, the 12 north central 
states—from Ohio west to the Da- 
kotas, and south to Kansas and 
Missouri—continued to produce 
two-thirds of the nation’s feed 
crops, over half its food grains and 
three-fourths of its oil crops. From 
the treasure of their fields, these 
states fatten and finish livestock, 
to produce three-fifths of Amer- 
iea’s meat, nearly half its dairy 
products and even a third of its 
poultry. 

Seven of these 12 states—Ohio, 
Indiana, Illinois, Wisconsin, Min- 
nesota, Iowa, Missouri—have farm 
receipts in excess of $1 billion 
each. Within the region are eight 
of the top 10 cattle states, six of 
the top 10 in dairy products, five 
of the top 10 in poultry and eggs, 
five of the top 10 in food grains, 
five of the top seven in feed crops, 
and all top seven in oil crops. 


|@ While the middle Atlantic states 
jand New England contain fewer 
\“champions,” the great dairy in- 
dustry which sprawls through 
central New York, northern Penn- 
|sylvania, and even western Ver- 
|mont, Massachusetts and Con- 
\necticut makes New York and 
Pennsylvania second and fourth 
respectively among dairy states. 
|New Jersey and Connecticut are 
|second and ninth respectively in 
poultry and eggs, New York and 
New Jersey are third and seventh 
jin vegetables, and New York's 
|vineyards and orchards, particu- 
jlarly in the western part of the 
state, are sixth in the production 
of fruit and nuts. It is a region 
of small, versatile farming with 
such specialties as Maine’s pota- 
toes, Connecticut’s fine tobaccos, 


93% COVERAGE 


"86% COVERAGE 


PAPER COVERAGE 
Chicago Trib. 8.0% 
Mil. Sentinal 8.7% 
Mil, Journal 11.5% 


in the city 


in the county F 
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| ABC FIGURES PROVE 


metropolitan popers can't 
possibly do a selling job for 
your product in RACINE. 


Details on Request 
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Advertising Age, October 14, 1957 


Three-Fifths of Farms Had Piped 


Running Water in 1954 
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and the truck farms of New Jer- 
sey. 

Along the South Atlantic sea- 
board, new  interests—broilers, 
dairy products, even cattle, are 
beginning to rival the traditional 
crops of tobacco, cotton and pea- | 
nuts. Half of North Carolina’s bil- 
lion dollar farm income still relies 
on tobacco, but last year a fourth 
also came from livestock and live- 
stock products, including $55,000,- 
000 from broilers and $52,000,000 
from eggs. 

Nearly half of Georgia’s $683,- 
000,000 farm income is from live- 
stock and livestock products, in- 
cluding $130,000,000 from broilers, 
$49,000,000 from dairy products, 
$47,000,000 from hogs, $42,000,000 
from eggs, $41,000,000 from cat- 
tle. Cotton brought Georgia $105,- 
000,000, tobacco $64,000,000, oil 
crops $61,000,000. Fruit and nuts 
account for almost half of Flor- 
ida’s $670,000,000, vegetables bring 
another $182,000,000, livestock 
products (including dairy) $150,- 
000,000. 


= Even with acreage allotments, 
south central states still produce 
more than half the nation’s cotton 
crop, a fourth of its livestock pro- 
ducts, and a fourth of its tobacco. | 
Kentucky’s $300,000,000 in field 
crops includes $228,000,000 in to- 
bacco. In Texas, Alabama, Mis- 
sissippi and Arkansas, cotton is, 
more than half the cash crop. It’s | 
an area, too, of sugar beets and) 
rice (Secretary Benson says effec- 
tive promotion could do a great 
deal for rice growers, with per 
capita U.S. consumption only 5 or 
6 pounds per year compared with 
per capita worldwide consumption 
of about 80 pounds per year). 

Over a third of the region’s $24 
billion in livestock originates in 
Texas, another fourth of a billion 
in Oklahoma. Even in an average | 
year, Oklahoma is fourth in the | 
nation with wheat. 

Grazing dominates agriculture | 
through an area encompassing | 
Colorado, Montana, New Mexico, | 
Arizona, Idaho and Wyoming. | 
Cotton crops of two bales an acre 
are an agricultural miracle in the | 
irrigated areas of New Mexico, 
West Texas, Arizona and south- 
ern California. Wheat, sugar beets 
and potatoes abound in Idaho, 
while the diversified agriculture of 
the Pacific Coast, including Cal- 
ifornia—the nation’s top farm) 
state—yields a golden harvest of 
fruits, vegetables, food grains and 
livestock products. 

Washington and Oregon are big 
producers of wheat, high in the 
production of dairy products, cat- 
tle and eggs, famous for apples 
(they are third and fifth in the 
nation in the production of fruits 
and nuts). 


® California’s strength is enor- 
mous, covering the whole range 
of livestock, fruits, vegetables and 
even some field crops. California 
not only held first place among 
states in 1956, but stretched its 
lead over second place Iowa by 
nearly $300,000,000, to pace its 
nearest rival by three-fourths of a 


billion dollars. Illinois, with a 39% 
spurt in income, replaced Texas in 
third place, while drought-strick- 
en Nebraska, sixth in 1955, 


dropped from the “top 10” to make 
room for Missouri, which had a) 
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16% increase, largely from soy- 1956 Minnesota _................ 1,279,505,000 
beans, cotton and dairy products.|California _.............. $2,819,695,000 |Indiana _.................. 1,040,154,000 
The top 10, still accounting for |TOWa& — .on..ccccccccccceseeeeee 2,045,742,000 | Missouri _.................. 1,036,303,000 
roughly half of total farm receipts, Illinois —.................... 1,939,641,000 |OWIO eee 1,019,729,000 
for 1955 and 1956, were: PRG S ctdih<inegiiapeienind 1,845,692,000! Wisconsin .............. 1,017,310,000 


IN THIS $ BILLION-PLUS SALES EMPIRE 
WREX-TV is the KING SALESMAN 


e Over 250,000 TV Sets... . 
—Serving over one million people 


@ Only VHF Station covering this Billion Dollar Market 

e Well outside the range of Chicago or Milwaukee 
TV signals (90 Air Miles) 

e Combined Rural and Industrial following makes it 
ideal for test campaigns 

e There's real Sales Potential in REX-LAND 


4 - 5 ee 


Sek --- 


telecasting in color... 


WREX-TV-Channel 13 - papa namnens 


represented by H-R TELEVISION, INC. A: PF, ® 


TH 


Farm income in Central Ohio ranks with the highest 
in the country. And it's covered best by 

The Columbus Dispatch which puts 91% of its 
daily circulation into the 12-county rural area. 
No other print medium can duplicate The Dispatch 
coverage in this sales-rich market 


Readership is high, too, as 
farm folk rely on Bili Zipf's 
daily reporting of timely 

and authentic agricultural 
and marketing news. 


So to be first in sales, use 
The Columbus Dispatch 

to reach Central Ohio's top 
buying farm families. 


BILL ZIPF, 
Veteran Farm Editor 


Columbus Dispatch 


Read in more than 4 out of 5 Columbus homes daily . 


. « 9 out of 10 Sunday 


NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
RESORT REPRESENTATIVES: McAskill, Herman & Daley, Inc.. Miami Beach 
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North Carolina 998,923,000 


|Idaho’s. Its cotton crop, up $30,- 
|000,000 to a total of $276,000,000, 
was the fourth largest of any state, 


Iowa’s $630,000,000 receipts 
from catile topped Texas by 50%; 
its $630,000,000 for hogs topped 


Advertising Age, October 14, 1957 


Sources of Off-Farm Income 


SUTIN cecsscocescavens $2,640,728,000 leading such famous cotton pro-| Illinois by $257,000,000; its $125,- 
ETT ini cnepitarctiescaiibioniee 2,157,452,000 |ducers as Alabama, Louisiana, | 000,000 for eggs was within $20,- ALL FARMS 
Texas . 1,892,471,000 | Georgia and South Carolina. 000,000 of first place California. ERE EEE SO mE PDD Rae A, aS $8,006,472,000 
SEED". Sccoenscacchoustiene 1,743,393,000| As the nation’s No. 1 agricul- | Although it was down $60,000,- | Operator's earnings off the farm 
Minnesota _............... 1,236,716,000 tural state, California’s strength|000 from 1955, Iowa’s $255,000,- | Business and self employment .........0....cc.ccssessseessessverseesnseneenee $1,267,414,000 
Nebraska ne... 1,018,804,000 | was in diversification. It was first|000 corn crop was still second in| IN I a SI ee titinsrveiscoaiotanstectecsanithiossactonnwsdiign 205,521,000 
| Sie SR: eae 1,007,375,000 |in fruit ($628,000,000), producing the nation, and its total for all | PPR WORT" SRIIIN Soscesngnsesissesinsinnsocnscacoteresennosensstenede 65,485,000 
SE prenoiclbapsticntoecesedebes 991,381,000 | nearly half of the fruit and nuts | feed crops ($289,000,000) was sec- | emma WRIA nnn nsccs ih cdsoncoosossachacroenninss ssa 996,408,000 
a 981,307,000 sold in 1956, first in vegetables | ond only to Illinois. It was fourth | Operator wages for off-farm Work .........cccccse cssssseseesensneeenenee one 3,423 210,0 
North Carolina ....... 972,214,000 ($524,000,000) with nearly a third |in oil crops ($107,000,000), fourth | IE ictus sock sctuscstdphesesndaliceedbedasanioticeetssencharmnnomiaali 229,573,000 
Just behind the top 10 were Ne-|of the 1956 sales, first in poultry|in poultry ($171,000,000) and EE ITED vc:tonslnnenbissiafacadinisnecscinenscibemipichevstnah aac eaeel 3,193,617,000 
braska ($887,602,000), Kansas | ($264,000,000), fourth in cotton | ninth in dairy products ($161,000,- nee ae et ee to aR ea 455,886,000 
($838,308,000), New York ($818,- | ($276,000,000) and ninth in meat| 000). Rents for non-farm real estate ............cc.ccceesssesseesssnessneesnessneenneee 173,014,000 
010,000) and a multitude of oth-  ($370,000,000). | Bumper crops of corn and soy-| RT We IUD disk cccienetecllamtocicescscsrscteniacbloopueeaaidoaees 53,183,000 
ers with totals in excess of $500,-. Despite a $100,000,000 loss in its | pheans—it leads the nation for both | Interest, dividends, trust funds, ee. .........0.c.cccccccsesserensenneneneesnene 45),052 099 
000,000. usual income from corn and meat,|of these crops—were major fac- I IIs sicccnasthiapidsdeasuciiedhivitting.Mtedaanipeibaaelboatiscouds 187,832,000 
|Iowa easily retained second place tors in the 39% rise in farm in- TRIES SINAN, GRE... xscic cise cccncebntictneniscchedchernedicasecies 325, 559,000 
® California’s gain of $179,000,000|in 1956. Its setbacks in corn and ‘come which enabled Illinois to en IT I bc sain ccna eibciaineertaucteoconepenndbanile 45,480,000 
reflected a bountiful year for or- | meat were partially offset by gains | move ahead of Texas, into third Income of wife 
anges, strawberries, tomatoes, dai-|in soybeans, dairy products and place. It easily led the nation in ee IR ay ie Sa TPR SEY oD 22,401,000 
ry products, vegetables and cot- | soil bank payments. With over | feeq grains ($454 million), and oil SN RITE UIIIIE sccciccisctenininszerectvagpesnsennbntenesibtennarientwiaiions 806,514,000 
ton. With a potato crop valued at| 60% of its $2 billion farm receipts | crops ($270 million). Its $754 mil- Income of other family members 
$95,000,000 compared with $56,-| geared to livestock, Iowa’s $1,-|lion was second only to Iowa in a i ce. De 87,848,000 
000,000 in 1955, its revenues from | 278,000,000 income from meat ani-| meat (second in hogs, fourth in PG I DOOD | cidissitstevinnvn pitti eiesinseniibiiialiniin 706,084,000 
potatoes were nearly 50% higher|mals continued to overshadow | cattle). With a $108 million wheat U. S. Department of Agriculture and Bureau of Census study for 1955. 


than Maine’s and almost double | second place Illinois. crop, it was seventh in food grains, | 


and its $169 million for dairy | 
products was eighth among states. 
Droughts which cut into cotton 


What Farm Operators Buy 


_— xz ~ ~ 
s om ~ yields of the black prairie area 
, wrens 7, Fe \y 2 . and cattleherds of the Southwest) (000) (000) (000) 
| 22 > were factors in the slide-off suf-| 657,000 2,159,000 Farms _—_1,944,000 Farms 
(' 1 fered by Texas in 1956, but the) Big Farms Class I-—V _—— Parttime—Residential 
t al state still emerged as tops in cot- (Output (Output (Output 
Y, ZB ae | ton ($634,000,000), fourth in meat | Over $10,000) $1,1200-$9,999) under $1,200) 
t or * ($488,000,000), fourth in vegeta- | % % % 
J | bles ($81,000,000), sixth in feed | Total $11,912,889 (100) $9,490,962 (100) $2,411,099 (100) 
4 grains ($106,000,000), and tenth || ctor Vehicles 
/ i 1,000,000). ‘ y 
y ou ve ot to § | in dairy products ($141,000, Machines $ 1,092,295 (9.2) $1,285,185 (13.5) $ 314,331 (13.0) 
q pH ' de 4 , Construction, Land 
i B= For the nation as a whole, reve- Improvement 586,948 (4.9) 563,858 (5.9) 189,056 (7.8) 
AT THE HEAD-OF-TH E-LAKES ' nues from marketing meat ani-| Petroleum Produce 
, mals increased by $147,000,000 to for Farm 666,765 (5.6) 563,889 (5.9) 171,096 (7.1) 
t Superior and Duluth are separate a total of $2,246,000,000 in 1956, Sieh caseetinl 
| markets, just like Minneapolis a | but first place Iowa ($1,278,000,- | Vehicles, Machines 634,079 (5.3) 689,204 (7.3) 141,785 (5.9) 
St. Paul. In fact--Superior and Duluth 000) and third place Nebraska || som Leber 1,710,912 (14.4) 714,256 (7.5) 136,455 (5.7) 
I i d th I ($527,000,000), both §=hit by Machine Hire 196,052 (1.6) 308,663 (3.3) 87,217 (3.6) 
are in separate states. ..and to woo the | drought, lost $50,000,000 and $84,-|} Machine Mire 
i $282, 000, 000 northern Wisconsin market, | | 000,000 respectively. Second place | yr weal v 1697689 (197) «778.412 OD 1ea718 05) 
you have to use the paper that people read-- 1 | See | Meveweenree) MGSO ag 2,174,672 (18.3) 1,600,964 (16.9) 465,227 (19.3) 
4 The Evening Telegram ! torr el = good gg Ad Seeds, Plants, Trees 372,591 (3.1) 381,838 (4.0) 94,147 (3.9) 
WOO WON, Fertilizer 628,101 (5.3) 563,889 (5.9) 171,096 (7.1) 
Texas ($488,000,000) gained $24,- aie Oe 
i Evening Telegram 000,000 despite the drought which gry Costs 622,635 (5.2) 412,589 (4.3) y .2) 
i t preccmage-r Beeegeee p Bacay St tnswrence, ote.) 863,990 (7.2) 654,442 (6.9) 163,621 (68) 
. , 228 (2.1 151,658 (1.6) 58,428 (2.4) 
4 ‘ oere . erie wre. ’ | $438,000,000 (up $6,000,000), | ee Taxes saad an 299,069 (3.2) 71,626 (3.0) 
' ~, __ Burke, Kuipers & Mahoney--Natl. Reps. » hoge en dell ons dhe ‘tee ac Interest 210,622 (1.8) 204,852 (2.2) 42,969 (1.8) 


USDA—B f F E dit Study for 1955. 
|000,000), Kansas $371,000,000 (up SD vreau of Census Farm Exoenditures Study for 


S GREATEST FLEXIBILITY 
Ri 


$20,000,000) and California $371,- 
000,000 (up $24,000,000) . 

Dairy products, a boon to many 
agricultural states, particularly in 
the farm belt drought area, regis- 
tered a total of $4,478,000,000, a 
$266,000,000 improvement over 
1955. Fully a dozen states showed 
over $100,000,000 from this source, 
paced by Wisconsin’s $536,000,000 
|(a $34,000,000 gain), New York’s 
$406,000,000 (up $20,000,000) and 
California’s $370,000,000 (a $57,- 
000,000 increase). Pennsylvania’s 
dairy sales reached $280,000,000 
(up $15,000,000), Minnesota’s were 
$265,000,000 (up $27,000,000), and 
|Ohio’s $227,000,000 (a $21,000,000 
|increase). Others with over $100,- 
|000,000, and increases ranging up 


FLEXIBILTY IN COPY CHANGES: to $17,000,000, were Michigan 


($197,000,000), Illinois ($168,000,- 
Advertisers using both Texas and Oklahoma issues of The Farmer- 000), Iowa ($160,000,000), Texas 
Stockman may run different ads simultaneously, or the same ad ($140,000,000), Indiana ($133,000,- 
with a change of dealer listings in each of the two issues. 


000) and Missouri ($130,000,000). 
FLEXIBILITY IN PRODUCTION: 


Poultry, at $3,219,000,000, gained 
a slim $33,000,000 over 1955. Most 
jof the leaders—California ($264,- 
Now printed entirely by offset process. No engravings are required. 
Ads can be reproduced from original artwork, velox prints of 
original art or engraver’s proofs. 


of any farm publication in the Southwest! 


NO OTHER farm publication in the Southwest provides such 
flexibility of services for its advertisers as The Farmer-Stockman. 


FLEXIBILITY IN CHOICE OF ISSUES: 


When you advertise in The Farmer-Stockman, you may schedule 
your ads for the Texas issue only, or the Oklahoma issue only... 
or for both Texas and Oklahoma issues in combination. 


|000,000), Pennsylvania ($184,000,- 
000), Georgia ($170,000,000), Iowa 
| ($172,000,000), and Minnesota 
|barely held their own. Texas 
| ($147,000,000) and New Jersey 
| ($122,000,000) showed small gains, 
|while North Carolina ($120,000,- 
|000) and New York ($116,000,000) 
- fell just short of their 1955 totals. 
~ Behind them were Indiana ($112,- 
000,000), Ohio ($111,000,000), and 

| Illinois ($101,000,000). 


Fa Orem 165, 
The Farmer-Stockman is the only farm publication edited mer-Stockma 
separately for Texas, and edited separately for Oklahoma! 


The Farmer-Stockman 


OKLAHOMA CITY + DALLAS 


J. H. Hunter, Advertising Director 


400 N. Michigen Avenve 
Chicoge 11, SUperior 7-6145 
420 Lexington Avenve 

New York 17, MUrrey Hill 4.3340 


Vigil 


434,813 susccriver 


ze Total receipts from crops = 
jreached $14,122,000,000, a $459,- ties 
000,000 gain over 1955. Vegetables, he 
‘fruits and oil crops gained sub- ee 
stantially. With modest gains by ~ 
\feed and food crops, they more : 
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than offset the sharp drop for 
tobacco and cotton. 

Receipts for vegetables were up 
$181,000,000, to a total of $1,852,- 
000,000. California, first with 
$524,000,000, gained $44,000,000, 
while Florida, second with $182,- 
000,000, was $10,000,000 behind 
1955. Others with $50,000,000 to 
$100,000,000 were New York, 
Michigan, Idaho, New Jersey, Ari- 
zona, Maine and Washington. 

Nearly half the $1,388,000,000 
receipts for fruits and nuts went 
to California ($628,000,000), and 
nearly half the $107,000,000 in- 
crease went to California too 
($51,000,000). Florida, with $256,- 
000,000, was up $48,000,000. Be- 
hind it were Washington ($97,- 
000,000), Michigan ($54,000,000), 
Oregon ($51,000,000) and New 
York ($45,000,000). 

Oil bearing crops, mainly soy- 
beans, brought $1,224,000,000 to 
farmers, an $86,000,000 increase. 
Illinois, with $270,000,000, was up 
$58,000,000. Behind it were 
Minnesota ($133,000,000), Indiana 
($107,000,000), Iowa ($107,000,- 
000), North Dakota ($87,000,000), 
Missouri ($80,000,000), Mississippi 
($80,000,000) and Ohio ($67,000,- 
000). 


® Good wheat crops in Oklahoma, 
North Dakota and Illinois, offset- 
ting losses elsewhere, brought re- 
ceipts from food grains up $49,- 
000,000 to $2,039,000,000 in 1956. 
Kansas, still first with $277,000,- 
000, barely measured up to 1955, 
but North Dakota, with $221,000,- 
000, had a $16,000,000 increase. 
Montana with $158,000,000 and 
Nebraska with $127,000,000 “broke 
even,” while Oklahoma reported 
$111,000,000, a $58,000,000 im- 
provement over 1955. Washing- 
ton’s food crops added up to $110,- 
000,000, Illinois $109,000,000 (a 
$10,000,000 gain), Texas $106,000,- 
000, and Missouri $90,000,000. 

Bumper corn crops in Illinois, 
and good gains in Minnesota and 
Indiana, more than made up loss- 
es in Iowa and Nebraska, result- 
ing in feed grain revenues of $2,- 
561,000,000 for the year, $26,000,- 
000 above 1955. Illinois, with 
$454,000,000, had a $87,000,000 
increase over 1955, while Iowa, 
with $289,000,000, was down $47,- 
000,000. Minnesota ($198,000,000), 
California ($180,000,000), Indiana 
($167,000,000), all had small gains. 
Texas ($156,000,000) was off $15,- 
000,000, Ohio ($145,000,000) held 
its own, while Nebraska ($90,000,- 
000) was down $44,000,000 from 
1955. 


® Despite a $63,000,000 shrinkage 
in its income from cotton, Texas, 
with $634,000,000, was head and 
shoulders ahead of other cotton 
states. Total receipts for cotton 
at $2,518,000,000, were down $49,- 
000,000 with notable losses (be- 
sides Texas) in Alabama, Geor- 
gia and South Carolina. Missis- 
sippi, in second place with $338,- 
000,000, held its own, Arkansas 
($289,000,000) registered a $31,- 
000,000 gain. Revenues for cotton 
in California were $276,000,000 (up 
$30,000,000), in Arizona $156,000,- 
000 (up $12,000,000). Alabama, 
with $147,000,000, dropped $37,- 
000,000; Tennessee ($107,000,000) 
and Louisiana ($106,000,000) held 
their own; while Georgia ($105,- 
000,000) fell $30,000,000, and 
South Carolina ($92,000,000) lost 
$13,000,000. 

Except for Tennessee and Vir- 
ginia, which emerged with frac- 
tional gains, all the leading tobacco 
states participated in the $122,- 
000,000 loss in tobacco receipts. 
With tobacco receipts at $1,163,- 
000,000, North Carolina’s $507,- 
000,000 represented a $27,000,000 
drop from 1955, and Kentucky’s 
$229,000,000 a $10,000,000 loss. 
South Carolina’s $91,000,000 was 
a $16,000,000 drop. Virginia, at 
$89,000,000, had a $2,000,000 gain, 
and Tennessee at $78,000,000 was 
up $15,000,000. Georgia’s $65,000,- 


With Projections to 1975 


INCREASE IN POPULATION AND 
DOMESTIC USE OF FARM PRODUCTS 


% OF 1947-49 
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MORE AND MORE—Using 1947-49 as the base period, population is ex- 
pected to rise more than 50% and domestic use of farm products 
more than 40% by 1975. 


000 was a $7,000,000 drop, while! with $21,000,000, had small reduc- 
Connecticut and Florida, each| tions below their 1955 earnings. + 


National Bakers Names Sala 
Walter E. Sala has been ap- | 
pointed assistant to the president 
of National Bakers Services, Chi- 
cago. In this position, he will di- 
rect marketing activities includ- 
ing merchandising, sales, adver-| 


tising and public relations. For 
the past two years, Mr. Sala has 
been a marketing consultant. 
Prior to this he was national di- 
rector of advertising and mer- 
chandising of Dad’s Root Beer Co., 
Chicago. 


THE CEDAR RAPIDS GAZETTE 11-COUNTY 


%, 
NIL 
% Petar 
Rs @ 8 out of 
¥ 


*y 


FARM MARKET... 


@ 191,800 People 


@ The Cedar Rapids Gazette reaches 60% 
of all homes in this area 


the 11-Gazette Counties rank 


among the First 200 Counties in the U.S. 
in Gross Cash Farm Income 


The Cedar Rapids Gazette is 


under the direction of Rex 
Farm Editor 


that publishes Farm Pages Daily and Sunday 


the only newspaper in Iowa 
... all edited 


Conn, our nationally known 


«Che Gedur Rupids Guzette 


Circulation ove: 63,000 Daily, over 65,000 Sunday 
Represented Nationally by The ALLEN-KLAPP CO. 


oO i r 


‘reaches 


... with circulation LEADERSHIP 51 | 2 R 


TOTAL DAILY CIRCULATION LEAD 


tHe Oregonian 


PORTLAND 1, OREGON 


OVER 2ND PAPER 


Largest Circulation 

in the Pacific Northwest 
232,338 Daily 

296,204 Sunday 


City Zone Lead— 10,108 
City & RTZ Lend— 19,253 


... with advertising LEADERSHIP 8.1 y 6,71 3 lines 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER (Year 1956) 


Retail Lead — 2,607, 


104 lines 


General Lead — 1,568,879 lines 
Classified Lead — 4,020,730 lines 


Report, Portiond, 1956. 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC 


SOURCES: ABC Publishers’ Statements for 6 months 
ending March 31, 1957; Medio Records total odver- 
tising, less legal, AW, TW and comics, 1956; Annuol 
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‘Edmonton Journal’ Hikes Rate {rate and rising cost of labor were |as, Philadelphia, to handle its ad- 

The J l, Edmonton, Alta.,|8iven as the reasons for the in-/|vertising and sales promotion, ef- e ’ 
has pF nto its ae ‘elfective | Crease. fective Nov. 15, Merchandising SOLVE 5 COMMON 
Jan. 1, 1958. The agate line rate | plans will include media in 
will be increased to 32¢. Increased| Gretz Brewing Names Agency (Pennsylvania, New Jersey and 
costs of operation, higher prices} Gretz Brewing Co., Philadelphia,| Delaware. The present agency of 
for newsprint, increased freight| has named Chew, Harvey & Thom-|record is Seberhagen Inc. 


MONSANTO FURS CHAMICULS-LN ACTION HELP WO 


No. 1 ZONE OF INFLUENCE* 


Recognition Hiked 
Mississippi's capital city are reached by 44% for Monsanto 
After Farm Drive 


the CLARION LEDGER and... (Continued from Page 83) 


result of Monsanto advertising in 
general magazines. 

Monsanto entered the farm mar- 
J ACKSON D AILY NEWS ket with branded products for the 
first time in 1955, shortly before 
the first survey. New Monsanto 
herbicides, 2-4-D, 2-4-5-T and 
’ P others, re introduced. evious- 
*37.5% of the State's retail sales are made here. ly the Pree dime we Sak cee 
ingredients to formulators, who 
marketed end products to farmers. 


® The second survey showed a 
68% increase in the number of 
mentions of Monsanto in answer 
|to the question: “Which three of 
these companies do you think are 
|largest in terms of total sales?” 
|Companies listed were Du Pont, 
Dow, Allied Chemical, American 
Cyanamid and Monsanto. 

On this,question, Du Pont was 
first in number of mentions, fol- 
lowed by Dow, American Cyana- 
mid and Monsanto, which trailed 
Cyanamid by 1%. In the first sur- 
vey, Monsanto was fifth, 12 per- 
centage points behind Cyanamid. 

Monsanto showed a 55% in- 
crease in number of mentions in 
reply to the question: “Which 
three companies do you think are 
likely to provide the most useful 
eee er igs chemicals during the next few 
ea ie ae ea es ee ‘ ae years?” Monsanto, which ranked 
Co-Owners WJTV (TV) WSLI (Radio) fifth among ten companies on this 


: KHOL-TV Sells Nebraska’s Second Big Market! | 


Your Most Effective Way to Reach iets 
and Sell 184,830 Families with an — 
$830,032,000 Buying Income ogi © 


Nebraska boasts two giant consumer markets burst- 
ing with profit potentials. One is the eastern metro- 
politan areas, served by four TV stations. The 
second is the rich agricultural districts of central and 


western Nebraska and northern Kansas . . . served 

and sold by KHOL-TV and its satellite station. 

Profit minded advertisers agree—KHOL-TV—the LATEST FACTS* 
economical way to sell Nebraska! Contact Meeker About Rich Market Area Served and 
TV today. Sold by KHOL-TV and Satellite 
Represented Nationally by MEEKER TY, Inc. a Effective Buying Income $830,032,000 


seo 


Number of Families sisi 184,830 
+ ee rae 583,800 
Total Retail Sales ____ $680,494,000 
 f fee 126,000 


*Compiled from Standard Rate and Data 


c 
«= KHOL-TV one 


KEARNEY, NEBRASKA Rag, 
Satellite Station Channel 6, Hayes Center, Neb. 


BOOSTS RECOGNITION—Studies showed two-color spreads like this in 
10% to 90% of all homes in 31 Counties around Farm Journal helped Monsanto gain on competitors in recognition. 


question in the 1955 survey, rose 
to third in the later survey. 


s The company stressed that cred- 
it for the results must be shared 
with the sales department, which 
had 50 salesmen calling on farm 
chemical distributors and conduct- 
ing distributor meetings. 

The campaign, under the imme- 
diate supervision of H. C. Holmes, 
corporate advertising manager, is 
continuing, placed by Gardner Ad- 
vertising Co., St. Louis. # 


Indiana U. Sets 
Business Magazine 


BLOOMINGTON, INbD., Oct. 8—In- 
diana University’s school of busi- 
ness will begin publishing a new 
quarterly magazine, Business Ho- 
rizons, in December. 

The publication will be directed 
to business men and teachers and 
advanced students of business ad- 
ministration. Authors of articles in 
Business Horizons will be business 
men, faculty members and profes- 
sors of Indiana University and oth- 
er academic institutions and gov- 
ernment business and financial ex- 
perts. 

All advertising for the magazine 
will be sold by 15 Indiana Univer- 
sity students, who will travel like 
regular space salesmen. They will 
receive internship credits from the 
school for the work. Directing the 
advertising efforts will be Miss 
Myra Janco, a lecturer in adver- 
tising at the university, who is ad- 
vertising manager, 


s Dr. A. M. Weimer, dean of IU’s 
school of business, told reporters 
at a press party in Chicago yester- 
day that a circulation of 10,000 is 
expected within two years. # 


‘Room Service’ Holds Contest 
for Agency Personnel, A.M.s 

Room Service, Coral Gables, Fla., 
magazine serving the Florida and 
Caribbean hotel-motel trade, is 
conducting a contest for more than 
1,500 advertising managers and 
agency personnel listed in the mag- 
azine’s promotion files. The prize 
is a week’s expense-paid vacation 
for two at Miami Beach. 

All contestants are being sent six 
postcards, which tell of the value 
of advertising in Room Service. On 
Nov. 15, the president of the Ad- 
vertising Club of Greater Miami 
will draw a name from a hopper. 
If the lucky person can produce 
the six cards, he wins the prize, 


Scott Hi-Fi Ads Set 

H. H. Scott, Maynard, Mass., 
manufacturer of high fidelity 
components, is using testimonial- 
type ads in its current campaign. 
Ads appearing in The Atlantic, 
The New York Times Magazine 
and Saturday Review show musi- 
cians such as opera star Eleanor 
Steber listening to Scott sets. Ads 
for the more avid hobbyists will 
run in the technical hi-fi maga- 
zines. Arnold & Co., Boston, is the 
agency, 
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7 ~ ports excellent inquiry results. The | Harvestore plan for his farm. The 
booklet contains a questionnaire conversion rate of returned ques- 
Farm Family VS. Urban Family Budgets which, when filled in and mailed |tionnaires to sales is “very high,” 
back, entitles the prospect to a free | Mr. Reese said, + 
% of % of % of 
Urban Urban Urban Urban Urban Urban 
% of Budgets Budgets Budgets Budgets Budgets Budgets one anit? ee 
% of BigCom- BigCom- in in in in in in ae : ea ie 
Budgets, All mercial mercial $5,000. $5,000. $4,000. $4,000- $3,000- $3,000. y Wwe - 
Al form "Form Form 6,000 6,000 5,000 5,000 4000 4,000 ou, too, can get merchandising 
Farms Budgets Budgets Budgets Bracket Bracket Bracket Bracket Bracket Bracket e 
AVERAGE PER FAMILY $3,308.60 100 $5,020.18 100 $5,725 100 $4,814 100 $3,844 100 hel in Muncie, 
Food & Beverages 832.66 25.2 1,081.00 21.4 1,488 25.9 1,305 27.1 1,113 28.9 p 
Housing, Household, Mr. George Myers, local representative for 
Operations 653.83 198 1,13235 22.4 968 «=|—«169 8460 «17.5 711184 the Procter and Gamble Company says, 
Furniture & Equipment 214.48 6.5 353.59 7.0 379 66 329 6.8 237 6.1 “Any form of merchandising co-operation 
Clothing 427.41 13.0 633.16 «12.5 6451.2 509 «10.5 385 = «10.0 requested of The Muncie Star and Muncie 
Women, Girls 192.10 58 294.28 58 326 56 252 52 188 48 Evening Press, has been given 100% sup- 
Men, Boys 23531 7.2 338.88 896.7 319 «5.5 480875 1975.1 port. It is 7“) a pleasure to call on the 
Trenepertation 37776 «(4 )=— 543.240 107s (sia sD—id=D—(s SCD oe ot ee eae > Sa 
. e assistance. 
Medical 240.34 7.3 326.24 6.4 254 44 226 46 196 5.0 . 
Personal Care 69.83 2.1 103.11 2.0 116 2.0 9 2.0 83 2.1 San. me fa ee Representative 
Tobacco, Alcohol 67.77 2.0 86.48 7 187 3.2 161 3.3 128 33 rocter and Gamble Company 
Recreation 124.07 37 210.22 41 251 43 215 44 154 4.0 
Reading & Education 43.55 13 76.81 13 79 1.3 65 13 49 1.2 
Miscellaneous 6092 18 1.98 =| 13 % 13 521.0 » ww I 
Personal Insurance 86.02 24 220.13 43 255 44 204 4.2 163 42 . 
Gifts & Contributions ee. Ne ee ees ee ee ed a ean ee 
Farm Budgets from U. S. Department of Agriculture and Bureau of Census, 1955. a 
Urban budgets from Consumer Expenditures Study, Bureau of Labor Statistics, 1950. sti ' 


A. O. Smith Sells 
‘Sealed Storage,’ Not 
Harvestore’s Details 


Cuicaco, Oct. 8—“If you are go- 
ing to buy a Harvestore and use it 
as a silo, we suggest you buy al 
silo,” is the somewhat unorthodox | 
approach the Harvestore division | 
of A. O. Smith Corp. suggests that 
its dealers use in selling the feed | 
storage unit to prospective farmer | 
buyers. 

LeRoy Reese, manager of train- 
ing and promotion of the Harve- 
store division, told members of 
the Chicago Area Agricultural Ad- 
vertising Assn. here yesterday that 
this approach is part of the com- | 
pany’s program of selling an idea | 
—“sealed storage”’—and what it) 
ean do, rather than “nuts and 
bolts,” a more conventional sales 
appeal to the farm market based 
on specifications of the product. 

The Harvestore, although some- | 
what similar in shape to the con-| 
ventional silo, differs sufficiently | 
in its construction and uses, Smith | 
feels, to promote a new concept of 
farming—“vertical farming”’— 
based on the Harvestore. 

Produced at the company’s Kan- | 
kakee, Ill., plant, the Harvestore is 
made of steel, with a protective 
glass coating inside and outside. 
Its average price is from $5,000 to 
$6,000. 


s The Harvestore was introduced 
in 1948, but the idea was conceived | 
some time in the early 1940s, Mr. 
Reese said, at an A. O. Smith ex- 
hibit in Milwaukee. A visitor ex-| 
amining a Smith beer tank sug- 
gested to a company official, “Why 
not turn this tank upside down and 
use it as a silo?” 

A. O. Smith had been seeking 
ways of broadening its market at 
that time, and the idea seemed 
worth researching. So, the com- 
pany upended the tank, made three 
basic construction changes, and the 
Harvestore was born, 

The vertical farming theory util- 
izes the Harvestore to reduce feed 
losses. Smith says that while ver- 
tical farming improves all phases 
of crop and farm utilization, its 
“most exciting contribution is an 
entirely new roughage, Haylage,” 
a half-dry hay processed through 
the Harvestore. 


® An ad program of between 
$105,000 and $120,000 has been set 
for 1957 to promote the Harvestore, 
using regional farm publications, 
Capper’s Farmer, Successful Farm- 
ing and other publications. A new 
program of dealer ads has been 
placed in Prairie Farmer and will 
be expanded to other publications. 

All ads are couponed for a free 
booklet, “The Harvestore Farm 


Profit Plan,” and Mr. Reese re- 


Louitsville’s FOREMOST and 
BEST KNOWN FIGURE 


CHANNEL 


WHAS-TV 


The WHAS-TV Channel 11 figure is recognized at a glance. 
Day and night he is welcomed as part of the outstanding 
WHAS-TYV programming that dominates Kentucky and 
Southern Indiana viewing. 

Just as the Channel 11 figure symbolizes excellence to the 
viewer, he should remind you that for selling results, your 
advertising deserves individual attention . .. and the ADDED 
IMPACT OF PROGRAMMING OF CHARACTER. In 
Louisville, WHAS-TV programming PAYS OFF! 


F OREMOST in Service— 
BEST in Entertainment! 


WHAS-TV CHANNEL 11 LOUISVILLE, KY. 
316,000 WATTS-BASIC CBS-TV NETWORK 


VICTOR A. SHOLIS, Director 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 
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TV Supersedes 
Magazines as Time 
Killer, Says Nichols 


New York, Oct. 8—Magazines 
of middle circulation size and 
middle appeal will disappear. 
Magazines which are focused on 
particular groups will develop. 
Super-magazines will emerge. 

That’s what William I. Nichols, 
editor and publisher of This Week 
Magazine, told the Society of 
Magazine Writers’ annual dinner 
here last night. 

In speaking of super-magazines, 
Mr. Nichols said he believes that 
circulations of 5,000,000 or 6,- 
000,000 are now taken for granted, 
and that soon circulations of 10,- 
000,000-15,000,000 will be regard- 
ed as necessary for total com- 
munication. This Week, he said, 
already is planning in terms of a 
circulation of 15,000,000 families. 

Mr. Nichols said television has 
largely taken over the role of 


:“timekiller” and that there is thus 
“less and less place—even includ- 
|ing doctors’ offices—for magazines 
|whose only function is to fill an 
mecated hour.” # 


Howell & Young Adds Five 

| Howell & Young Advertising, 
Royal Oak, Mich., has been ap- 
pointed to handle advertising for 
five new accounts. They are Mr. 
|Trim Inc., Superior Bath Rail and 


|Cal-Cor Corp., all Detroit; Calci- |- 


|nator Corp., Bay City, and Yeck 
Mfg. Corp., Dundee, Mich. The 
agency, as part of an expansion 
|program, has elected Edward M. 
Smith, formerly an account ex- 
ecutive, vp and a director, and 
Robert N. Veller, art director, a 
| director. 

|Wexton Adds Two Accounts 


| 


Wexton Co., New York, has been 


| appointed to handle advertising 


for Universal Screen Co., Clinton, 
|Mass., manufacturer of projection 
screens, and Elgeet Optical Co., 
| Rochester, N.Y., manufacturer of 
| industrial optical equipment. 


“oe 


ck Walk 


DOUBLING UP—A “magic fruit tree,” with blinking lights, and a 
strutting rooster trim this painted bulletin for Tri-Valley Packing 
Assn.’s Cock O’ the Walk fruit and vegetable products. Seven ro- 
tating bulletins, built by Pacific Outdoor Advertising, will be seen 
for 12 months in southern California. Dancer-Fitzgerald-Sample, 


San Francisco, is the agency. 


Milone Joins A.S.R. Products |F. Tichie Inc., Clifton, N. J., has 


Peter A. Milone, formerly direc- 
tor of foreign operations of Harold 


joined A. S. R. Products Corp., 
New York, as export director. 
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they Buy More because they Have More! 


@ Whether it’s shot guns or pop guns, you can’t miss in a concentrated metro- 
politan market which spends over $25,000,000 for vacations* each year . . . which 
tops the national average in general merchandise sales by 79.4%f . . . and in which 
the families have an average annual income of $6,882! With this high level of 


income, it’s no wonder that 65.3% of the families* own their own homes in greater 


Indianapolis . 


market and circulation 


data. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*indianapolis Consumer Analysis, 1956 11954 Census of Business and Retail Trade 


.. that over 20% have more than one car* .. . that 93.1% own life 


insurance!* Whatever you're selling, you need Indianapolis. Write for complete 


One of America’s largest, 
richest markets . .. where 
your advertising message 
can be delivered 385,000 
times each day by two 


of America’s greatest 


newspapers. 


Advertising Age, October 14, 1957 


New York Merchants 
Oppose Proposal for 
‘Phony’ Bargain Curb 


AtBany, Oct. 8—Gov. Averell 
| Harriman’s proposal—curbing 
| phony retail bargains by legisla- 
tion—has run into stout opposition 
\from merchants and other busi- 
|ness men. 

| Most of them who spoke at Gov. 
|Harriman’s statewide conference 
|on consumer problems maintained 
| the consumer could handle himself 
|against unscrupulous operators, 

However, four of the two dozen 
|speakers urged creation of a state 
trade commission to police the re- 
| tail business. 

In calling the conference, Gov. 
|Harriman maintained some kind 
of legislation was needed to pro- 
‘tect the consumer and legitimate 
|;merchants against phony bargains. 
| He describes this as the device of 
inflating prices—usually using 
manufacturer’s list prices—and 
then offering drastic “reductions.” 


s One speaker said if a state trade 
commission was not established 
some specific law should be adopt- 
|} ed to stop “bait-advertising.” Bait- 
|advertising is the practice of lur- 
ing customers by offering at low 
| prices merchandise not actually 
|available for sale, then trying to 
|sell them something else. 
Opposition to new state laws 
| came from such groups as the Em- 
pire State Chamber of Commerce, 
the State Council of Retail Mer- 
|chants, the National Retail Jew- 
jelers Assn. and better business 
bureaus. 

Kenneth B, Wilson, president of 
the National Better Business Bu- 
reau Inc., told the conference “the 
so-called white lie of the dishonest 
price comparison had _ reached 
|seandalous proportions and now 
threatens the believability of all 
| advertising.” 

However, he maintained busi- 
ness men could solve this probiem 
| without new legislation. 


® Speaking for the retail mer- 
chants group, Clifford Allanson, 
executive director, said he was not 
convinced additional laws would 
be helpful. 

Hugh R. Jackson, president of 
New York City’s Better Business 
Bureau, maintained “there is no 
force or organization, voluntary or 
governmental, that could deal with 
the problem” of checking mislead- 
ing advertising clairns. 

Henry Stock, advertising direc- 
tor of the Gannett newspaper 
group, said he believes newspa- 
pers could cope successfully with 
bait-advertising by “voluntary po- 
licing of copy.” 


® Joseph Stone, assistant district 
attorney in Manhattan, recom- 
mended tightening the law and 
creating some kind of regulating 
agency. 

His view was supported by 
spokesmen for the Albany Cham- 
ber of Commerce and for the Na- 
tional Established Repair Service 
& Improvement Contractors Assn. 

About 200 persons appeared at 
the confererice, They represented 
consumers, retailers, trade associ- 
ations, advertising media and en- 
forcement agencies. Gov. Harri- 
man’s consumer counsel, Dr. Per- 
sia Campbell, presided. # 


Screen Gems Sells 10 Overseas 

Screen Gems, television subsi- 
diary of Columbia Pictures Corp., 
reports 10 more program sales 
overseas. Rediffusion Hong Kong 
has bought “The Adventures of 
Rin Tin Tin,” “Jungle Jim,” “The 
77th Bengal Lancers,” “Tales of 
the Texas Rangers,” “Circus Boy” 
and the “Patti Page Show.” In 
Sweden, the government-operated 
tv system has renewed “Jungle 
Jim” and bought “Circus Boy” and 
the “Scrappy” and “Krazy Kat” 
cartoons, 
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Fellows Hits ‘High 


Flying Demagoguery’ | 
of Pay TV Forces | 


Cuicaco, Oct. 8—Harold E. Fel- 
lows, president of the National 
Assn. of Radio & Television Broad- 
casters, has again raised a warn- 
ing against subscription television. 

Speaking to the Broadcast Ad- 
vertising Club of Chicago, Mr. Fel- 
lows said the NARTB is against 
the use of channels allocated for 
free broadcasting as pay tv chan- 
nels. 

“Obviously, there is an economic 
consideration,” he said. “If we are 
outbid for programs, pay tv will 
get them. And though several hun- 
dred commercial tv station opera- 
tors might thus suffer, more than 
100,000,000 Americans would suf- 
fer, for then they would have to 
pay for something that they now 
get free of charge.” 

Mr. Fellows also intimated that 
pay tv promoters, seeking public 
favor by offering programs unin- 
terrupted by advertising, might 
eventually carry ads on pay tv 
channels. 


s “If one of these pay tv promot- 
ers ever gets 10,000 families on his 
subscription list,” he said, “you 
know what he’s going to start 
next? ... It’s going to be an ad- 
vertising department. And then 
he’s still going to sell the viewer 
what the viewer is now getting 
free of charge.” 

He said the argument that pay 
tv will be offered without adver- 
tising implies a condemnation of 
advertising “by those who have 
relied upon it heavily to build 
their advertising. 

“To me, there is some pretty 
high-flying demagoguery in this 
approach,” he said. 

Mr. Fellows said the argument 
that pay tv would save some sta- 
tions by providing additional fare 
and revenue ignores the viewer 
who would find that the cost of 
his set would not pay for his en- 
tertainment. 

The NARTB president also took 
issue with those who talk of the 
radio industry’s “resurgence.” 


8 “Millions of people who are lis- 
tening to radio today,” he stated, 
“were in their childhood when the 
system was founded in America, 
and now, having reached their ma- 
jority, they have the habit of ra- 
dio. 

“If there has been a resurgence, 
it has been in the management of 
the industry, which has awakened 
to the true power of the medium 
and in the contemplation of radio 
by advertisers who have come 
more and more to appreciate this 
low-cost, high-impact, saturation 
medium.” # 


Carl Falkenhainer Adds 
Redi-Rain, Allergan Accounts 

Carl Falkenhainer Advertising, 
Los Angeles, has been appointed 
to handle advertising for Redi- 
Rain Mfg. Co., Glendora, Cal. 
Redi-Rain, formerly located in 
Newhall, Cal., recently merged 
with Hilbe Engineering Inc., 
Glendora. The merged operation 
manufactures couplers for use in 
irrigation systems and distributes 
complete irrigation systems. A 
national and regional campaign to 
agricultural consumers and farm 
equipment dealers is planned. 

Falkenhainer also has _ been 
named to handle advertising for 
Allergan Corp., Los Angeles, man- 
ufacturer of prescription pharma- 
ceutical specialties and proprie- 
tary drugs. Medical magazines, di- 
rect mail and medical exhibits 
will be used. 


WKXL Joins Yankee Group 
Station WKXL, Concord, N. H., 

has joined the Yankee Network 

as the group’s 31st fulltime affili- 


ate. 
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Stone-Tarlow Names Mogul 


Stone-Tarlow Co., Brockton,|this month exclusively through | 


Hogan golf shoes being introduced | A dyertising Is Simply Simplification of 


Mass., has appointed Emil Mogul | golf pro shops. National magazines, ‘Complexity, D-F-S’ D’ Aloise Tells Designers 


Co., New York, to handle adver- direct mail, merchandising and 
tising for its new line of Ben/ point of sale will be used. 


a 


NORWALK, CONN. 


Oct. 8—Hold- 
ing that advertising is essentially 


'the simplification of complexity, 


WHO ARE THE MEN 
WHO BUILD 
AMERICA? 


(They are in America’s biggest industry 
and read a publication in which more 
advertising dollars are invested than 
in any other technical-business 
publication in any field!) 


Sample, told the annual 


more direct and simple. 


duction of a television commercia 


al, simplify your thoughts, i 


tion. 


lems, 


product and reject others. 


“That’s what we’re up against, 


Lawrence D’Aloise, vp and crea- 
tive director of Dancer-Fitzgerald- 
design 
| symposium of the Industrial De- 
signers Institute here last weekend 
| that if advertising is to be made 
|more effective it must be made 


“If your job involves communi- 
eation to the public—whether it 
|be an illustration for a magazine 
page, a package design, the pro- 


1, 


the development of a selling strat- 
egy—the challenge,” Mr. D’Aloise 
said, “is to simplify your materi- 


n 


order to simplify your presenta- 


= “People’s lives today are com- 
plicated enough, with their own 
daily problems, with world prob- 
and with advertising and 
other messages beating at them 
from every corner. Every purchase 
is a basic decision, to accept one 


He finds the answers 


Writes Mr. Willis: “There are so many department heads 
in our company who are readers of Advertising Age 
that it is impossible to lay the magazine down, 
expecting to get it back later, which is the reason 

I have it delivered to my home. 

Its steady information on so many subjects 

keeps me up to date on all national issues and reflects 
in the success I have had in handling the advertising 

and sales of Reddi-wip and Rod’s Salad Dressings. 


“We are planning a national distribution on 
Rod’s four wonderful dressings—Sour Cream, 
Imported Roquefort, Imported Bleu Cheese, and 
Thousand Island. Your market information has helped us 
materially in selecting the right procedure 
in each market. The chance to weigh these problems 
with the aid of Advertising Age is giving us the answers.” 


Why don’t you try finding the answers at home 


Advertising & Pree cece with the aid of Advertising Age? The cost 
. 7 hepa is next to nothing—one full year (52 issues) for only $3, 
Los Sion od which comes to less than 6¢ a week! 


Mail the coupon now. 


YOUR SATISFACTION GUARANTEED 


and your subscription will be extended at 
the $3 rate. 
eee es ee De ieee 


SS Reese NS eae SDSS) 

) ADVERTISING AGE, 200 East Illinois St., Chicago 11, Ill. 

4 I want to try Mr. Willis’ technique—namely, reading Advertising Age at home. Put me 

i down for gt pened subscription. It is understood that my satisfaction is guaranteed—or 
my money pronto. 

- Mail My Name Title 

y this Company 

| Nature of Business... = == eS ae 

1 COUPON «+ ome Or 

1 NOW (} Office Address__ — 

1 City cet tata _ State__ pe ae 

1 [} $3enclosed [7 Bill Firm Oo Bill me D Already a subscriber? If so, just check here 

t 

4 


Mr. D’Aloise said. “And our job 
for any individual product is 
actually to simplify the buyer’s 
mind about the nature and partic- 
ular value of our product. For un- 
less we get a piece of their minds, 
we won't get a piece of their busi- 
ness. 

“Most of us will agree that the 
forms and caliber of communica- 
tion today are the finest in our 
business history. We’ve had to be 
sharper, clearer, simpler as com- 
peting products multiplied, and 
people multiplied and media mul- 
tiplied., 


s “But there are still too many oc- 
casions that call for a well-placed 
kick in the seat of the pants for 
failure to present a clear-cut prop- 
osition to the public. 

“Perhaps the biggest reason,” 
Mr, D’Aloise said, “is too much 
subjectivity, too much sensitivity, 
too much creative pride—not 
enough objectivity, not enough 
detachment. 

“There will be some who dispute 
this or protest we’ve grown beyond 
it. And so we have, in a great 
degree. Yet you still see it cropping 
up and breaking out every day in 
every kind of business. 

“The mind that creates places a 
tremendous premium on expres- 
sion. This is natural, desirable and 
healthful. But it can also lead to 
becoming overfond of form and 
technique, whether it be words, or 
pictures or patterns. We get be- 
witched by the device or the de- 
sign, by displaying our individual 
creativity rather than displaying 
the product’s advantages. Where 
the primary purpose is to sell a 
product or service, it is deadly to 
let technical excellence overwhelm 
selling excellence. 


s “Another reason,” Mr. D’Aloise 
said, “is that we settle too soon in 
our creative quest. We seize an 
idea before we've really sur- 
rounded the problem. We stop 
short of exhausting the possibili- 
ties. We fail to go over and under 
the situation. How can our minds 
ripen to the truly right idea unless 
we absorb everything that can be 
gathered, unless we let our minds 
romp and run and dream, unless 
we dive and delve into all kinds of 
possibilities. 


“Granted that the pressure of' 
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| time often causes a lot of settling 
| too soon, But the over-riding, all- 
important fact is that the creative 
mind truly intent on proper ac- 
complishment seldom lets lack of 
time or convenience, or any other 
lack, find his final result lacking.” 


s Over-reaching to be different, 
Mr. D’Aloise said, is another 
reason that prevents a clear-cut 
proposition being presented to the 
pukiic in many advertisements. 

“This is no condemnation of the 
quility of being different. But 
being different is itself no virtue 
unless you also build your product 
as superior in the consumers’ eyes. 

“The necessity is to create a 
message, a feeling, an atmosphere 
so powerfully relevant to your 
product that it actually appears 
irrelevant, or far less relevant to 
competing products. 

“So, let me repeat,” Mr. D’Aloise 
said, “the three reasons why I 
think we occasionally lack clarity 
in our advertising copy is because 
(1) we lack objectivity, (2) we 
lack persistence, and (3) we give 
too much emphasis to trying to be 
different.” 


# Commenting on research, he 
noted that “too often we find battle 
lines being drawn between the re- 
search and creative aspects of a 
given project. We find closed 
minds when the most essential of 
all things to maximum creation is 
an open mind. 

“After all,” Mr. D’Aloise said, 
“everything we ever use to create 
is a result of research. It is often 
neither deliberate or conscious 
research. But everything we learn 
about people, about things, about 
the world around us is the result 
of absorption of experience and 
observation, or minds probing and 
hearts receiving impressions every 
day, every hour. 

“Research, which is simply a 
title for more formal, organized 
probing, is simply a conscious, de- 
liberate business-like way to gar- 
ner more grist for the mill, so that 
the mill can be more efficient and 
more accurate in turning out its 
ultimate product. 


s “It is not research itself but the 
mis-interpretation and the misuse 
of research that can complicate our 
business lives, our business prod- 
j}uct, and in turn complicate the 
|consumer’s understanding. Mis- 
j;use and mis-interpretation are 
simply the shortcomings repre- 


Romunkcble Rocklod 


31st in the nation in spendable income per household! 


+ + 


2nd largest machine tool center in the world! 
11th in the nation in postal savings! 


Remarkable Rockford, Illinois is a market that can 


mean real profits for you. 


community . . 


It is a growing industrial 


. surrounded by a rich agricultural area. 


For full details write for new FACTS BOOK! 


ROCKFORD MORNING STAR | | 
Rockford Register-Republic ~~“ 


Represented Nationally by Burke, Kuiper & Mahoney, Inc. 
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sented by unclear thinking and by 
the impatience to winnow and 
narrow a given complex body of 
material until it is simplified to 
the elements most useful and fit- 
ting to a sale. 

“For research takes out not only 
a lot of guesswork but a lot of 
arbitrariness based on a single 
judgment. The day of the lone wolf 
is past, The one-man survey is no 
longer accepted as valid.” 

On motivation research, Mr. 
D’Aloise pointed out that “what- 
ever its particular technique and 
the arguments between various 
techniques, motivation research 
tries to get at the emotions basic to 
human nature. And_ generally, 
these emotions are the very 
reasons most products come into 
existence.” 


# Mr. D’Aloise pointed out that 
motivation research helped the 
coffee industry to get on the right 
track; helped the U. S. Army shar- 
ply increase enlistments; helped 
clarify for the beer industry the 
wisdom of reflecting the everyday 
average person in beer advertising. 

“It is no secret,” he said, “that 
many corporations spending mil- 
lions of dollars have used and do 
use motivation research themselves 
or through their agencies. 

“The fear of motivation research 
seems to be that its findings will 
persuade people to products by ex- 
ploiting their intimate feelings and 
weaknesses. How much advertising 
today strikes you that way? 


s “Persuading is our business,” he 
said. “It’s the American way of 
business, because its the American | 
way of life. From our beginning | 
as a nation, our educators, leaders, | 
thinkers in every walk of life have 
exercised a persuasiveness that has 
helped make us a clear-sighted, 
forward-looking people.” 

Speaking about simplification 
through association, he said, “what 
this gets down to, briefly, is that 
when people perceive something 
that in itself is incomplete, they 
tend to complete the image them- 
selves, both in form and meaning. 

“Its application to advertising, 
for example, is that advertisements 
which are what you might call 
open-ended, that prod the viewer's 
imagination to fill in additional 
details and meaning, and whose 
elements are live with desirable 
connotations, may make possible 
not only increased impact and in- 
terest but the use of fewer ele- 
ments to tell a full story. Certainly, 
this is simplification. 


s “Audacity also offers rewards,” 
Mr. D’Aloise said. “Boldness, 
sharply striking out to strike a 
point home, automatically elimi- 
nates clutter. This frame of mind 
eliminates the little odds and ends, 
the spinach, and pursues the main 
point with vigor and leanness. 

“I hope my basic premise is 
clear,” Mr. D’Aloise said. “Simpli- 
fication has its place everywhere, 
in anything we do. It stops no- 
where to reach the clearest, clean- 
est, crispest expression possible. 
Honesty and accuracy are the 
foundations of simplification, 

“Regardless of what phase of 
business you’re in,” Mr. D’Aloise 
said in conclusion, “you can sense 
the increasing consciousness on the | 
part of American business to make | 
every dollar work with the most 
efficiency in reaching the ultimate 
consumer. 

“You and I know, when you! 
come right down to it, that sim- 
plification springs essentially from | 
what’s been called ‘divine dis- | 
content,’ dissatisfaction with any | 
thing less than you know your) 
heart and mind are capable of. 

“It’s always a big order to sim- | 
plify. But the big orders are the | 
ones most worth getting, and that | 
makes it possible and easier to sell 
an even higher standard of fresh- | 
ness and execution next time.” +) 
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THE APPLETON, NEENAH, MENASHA POST-CRESCENT 
is 


... in daily editorial volume in Wisconsin! 


General Foods to Buy S.O.S. 
Co.; Will Operate as Division 

General Foods Corp., White} 
Plains, has announced that it ex- 
pects to acquire S. O. S. Co. 
Chicago, by Dec, 31. S. O. S. pro- 
duces and markets S. O. S., a soap-| 
impregnated scouring pad, and 
Tuffy, a plastic dishwashing aid. 
The current S. O. S. program will 
be continued, including the long-| 
standing policy of selling through 
food brokers, a sales structure 
similar to GF’s Perkins division. 
George W. Brooks, vp and general | 
manager of S. O. S. operations 
for many years, will continue to 
manage the business as a division 
of General Foods. 

The current S. O. S. agency is 
McCann-Erickson, San Francisco. 
A GF spokesman told ADVERTISING 
Ace that “as yet there is no in- 
dication either way” as to whether 


... in advertising linage among all state dailies! And serves the... 


... largest City Zone in Wisconsin. Naturally, more and more national e 
advertisers are finding this record profitably significant. 
A 


= APPLETON Post-CRESCENT 


the agency setup will be contin- eg : mY) a 
ued. No decision is expected until APPLETON + NEENAH - MENASHA PUBLICATION a 
the end of the year. At present, KEN E. DAVIS, MANAGER, GEN'L ADV. APPLETON, WISCONSIN 7 
McCann handles no GF products. ; 7 


Franchise Circulation™ 


is the term used to describe the unique 
circulation method employed by this company 
and other publishers. By contract, local dealers, 


jobbers and distributors pay for the subscriptions 


to these magazines for their best customers 
and prospects and agree to keep 


recipient names current at all times. 


eh eS 


a] rat 7) *, registered trade mark of 
| , V 


ix, The INDUSTRIAL PUBLISHING Corporation 
812 Huron Road + Cleveland 15, Ohio : 
NEW YORK * CHICAGO * LOS ANGELES * ROCHESTER * LONDON * ROME , 


PUBLISHERS OF 

Flow * Flow Directory 

* Industry & Welding 
Welding Illustrated 


* Material Handling Illustrated * Precision Metal Molding 
* Applied Hydraulics * Master Catalog Of Fivid Power Products 
* Commercial Refrigeration & Air Conditioning 
* Modern Office Procedures 


. 
* Refrigeration & Air Conditioning Catalog Of Catalogs 
e * Aeronautical Purchasing 


Occupational Hazards 
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Listening Is Neglected but Important Art, 
New Book, ‘Are You Listening?’ Maintains 


New Yor, Oct. 9—Social sci- 
entists, psychologists, marketing 
and pr men, editors and engineers 
have paid increasing attention to 
the new field of communications in 
recent years. There has been a 
deluge cf books on how to speak 
effectively, how to write clearly 
and how to read better. The only 
aspect of communications not as 
thoroughly covered has been: How 
to listen. 

Dr. Ralph G. Nichols and Leon- 
ard A. Stevens took a step to cor- 
rect this lack this week with pub- 
lication of their book, “Are You 
Listening?” (McGraw-Hill Book 
Co., $3.75). 

Both men are qualified to write 
on listening, a subject few people 
would guess needs to be taught. 
Both have done research in the 


/er’s line of thought, and the re- 
view definitely improves both 
2. Weigh what you hear. “An | comprehension and retention of the 
effective listener uses part of his | material that is heard.” 
thinking time to decide whether or| 4, Listen between the lines. “As 
not the expository material he/he listens, the listener has time 
hears is valid,” the authors say. to search for hidden meanings in 
3. Review what you have heard.| what is not said—to ‘listen be- 
As the person talks from point to|tween the lines.’ Does the talker 
point, there is usually enough time | skirt a point with great care? Are 
| for the listener to review what has | there failings or wrongs that the 
| been said. “Such a review prevents |talker might admit but doesn’t? 


| the listener from going off on men- | Does his silence on a matter indi- 
tal excursions away from the talk- | cate it is a sore point with him?” 
'The listener can also try to an- 


alyze non-verbal communication, 
such as table pounding, change of 
voice pitch and speed of speech, 
the authors point out. 


s A number of chapters are de- 
voted to listening in business—by 
executives, salesmen and at con- 
ferences—and the book outlines 
ways to set up courses and materi- 


als to aid in improving listening. + 
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Animation Names Edwards 

Animation Inc., Hollywood, has 
named Joe W. Edwards its repre- 
sentative in Chicago, St. Louis, 
|Milwaukee and Texas. Mr. Ed- 
wards, until recently vp and di- 
rector of advertising and public 
relations of Wells Organizations, 
Chicago, has also been vp of South- 
west Indoor Advertising Co., 
Houston, and vp of Erwin, Wasey 
& Co., Houston. Jay Norman, who 
|has been representing Animation 
in Chicago, has resigned. 


field and written articles on it. Dr. 
Nichols is professor of rhetoric and 
head of a communications program | 
at the University of Minnesota. Mr. | 
Stevens is a free-lance writer and | 
lecturer and a communications 
consultant in industry. 


® The authors point out that, ac- 
cording to many surveys, people | 
do more listening as part of their 
jobs (to gain information and un- 
derstanding) and social life than) 
any other activity. Reading, writ- | 
ing and speaking represent small- | 
er portions of their day. One busi- 
ness man found he spent 70% to 
80% of his day using the telephone, 
and half of this time he spent lis- 
tening. 

In the light of this, it is rather 
startling to discover from this book 
that many people, when tested, 
turn out to be poor listeners. En- 
couragingly, when poor listeners 
take a course in listening, their 
ability to understand and retain 
information received via the ears | 
can double. 


| 
e , 

® The authors point out that this 
poor showing in listening stems 
from a number of misleading as- | 
sumptions. These are the belief | 
that listening ability depends sole- | 
ly on intelligence; that it depends 
on hearing acuity; that we get so| 
much practice in it every day, that 
we need no training, and that by 
learning to read we also learn to 
listen. Consequently, from the early 
grades on, practically no school 
training is offered in listening. 
Tests show, the authors say, that 
children’s ability to listen is at its 
highest in the early elementary 
grades and that it has declined 


considerably by the time they 
reach high school. 
The authors give hints which 


can help improve listening ability. 
They also point out that many peo- 
ple can improve almost automati- 
cally if they are made aware of the 
fact that their listening ability is 
poor. 


® Here are some of the suggestions 
for better listening: 


1. Think ahead. We can think 
faster than most people talk. The 
listener can improve his under- 
standing and help his concentra- 
tion by trying to think ahead of 
what the speaker says in order to | 
anticipate what he is trying to say. 


| 
| 
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New Broadcast Service Finds 
Most Brewers Stress Flavor 

Copy lines of tv commercials 
used by the brewing industry are 
covered in the first issue of new 
commercial copy guide service of 
Broadcast Advertisers Reports, 
New York. The issue monitors 
commercials used by the 50 leading 
brewers in 20 top markets. Depart- 
ment store advertising is expected 
to be monitored next under the 
service. 

A breakdown of the brewer copy 


found that: Nine stress flavor and|of Merkel Inc., New York meat 
packer, has joined Einson-Free- 
man Co., Long Island City, lithog- 
rapher and manufacturer of win- 
“less filling” as their selling point;|dow and store displays, to head a 
new display division. 


WROC-TV Appoirts Wiig 
Gunnar O. Wiig, formerly exec 
vp and director of the Allegheny 


taste; eight use the “lighter, bright- 
er, sparkling” line; seven say their 
beers are “slowly aged”; five claim 


five more talk about pure water, | 
and two pointed up their Milwau- 
kee origin. The remaining 14 
brewers didn’t rely on hard sell 
copy. 


Merkel Joins Einson-Freeman 
Albert H. Merkel Jr., formerly 


‘Mutual Reports 
It's $6,000 in 
Black for September 


advertising and sales coordinator 


Rochester, N. Y. 


CATALYTIC ACTION! 


It puts you in “front-row-center” 


when builders ask “who?” 


Here’s how it works with today’s busy builders... 


Every time-saver page in AMERICAN BUILDER is keyed to give builders maximum 
value for their reading minute... put them hot on the market trail with “What to 
build”. ..show them, step by step, “How to build it.” That’s your cue to come in 


swinging with “Who makes what it takes”...and don’t pull the punches. A solid 


schedule in this one powerhouse book can put the clincher on your whole sales year. 


Here in AMERICAN BUILDER is a built-in audience — more than 110,000 of the 
fastest-building, fastest-buying men in the light construction field. They’re the hard 
core of the building business. Hitch their buying power to your selling power... in 
AMERICAN BUILDER, a Simmons-Boardman “Time-Saver” Publication, 30 Church 


St., New York 7, 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


N. Y. 


What to build...How to build it...Who makes what it takes 
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that by the end of the year, the net 
would total $150,000. 

Mutuai operated about $500,000 
in the red in the first six months 
of 1957, it was estimated. Losses in 
the previous year approached the 


New York, Oct. 9—The new/ $1,500,000 mark. 
owners of Mutual Broadcasting} Mr. Roberts said his report rep- 
System have reported a “small but resented seven weeks’ stewardship 
significant” profit of $6,000 for the |>Y the new management. The net- 
Broadcasting Corp. and Television|month of September. The net-|W0rk was sold by the General Tire 
City, Pittsburgh, has been named /|work’s new president, Paul Rob- & Rubber Co. last August to a 
general manager of WROC-TV, |erts, made the report to a meeting group headed by New York indus- 


|of Mutual directors and predicted 


trialist Armand Hammer for an 
estimated price of $550,000. + 


Heywood Gets Promotion Post 

Austin Heywood has _. been 
named director of sales promo- 
tion and press information of 
KNXT, Los Angeles, and the CBS 
Television Pacific Network, re- 
placing Dean Linger, who has re- 
signed. Mr. Heywood has been 
with CBS for three and one-half 
years, serving as assistant direc- 
tor of press information and as- 
sistant director of audience pro- 
motion. 


Serves 
The Paper Market 


Every issue of Advertising Re- 
quirements covers new develop- 
ments in paper, answers to paper 
problems, new uses for paper 
and all the basic paper informa- 
tion of importance to advertising 
men. Following is a partial list 
of AR articles just on paper: 


“Selecting The Right Paper 
For The Job" 
“What's New in Magazine 
Inserts” 
“A Guide to Watermarks” 
“Paper for Magazine Inserts” 
“Plastic Papers” 
“The ABC's of Onion Skin" 
“Paper for Mailing Pieces” 


...and many others 


Sells 


The Paper Market 


Paper manufacturers, processors 
and distributors have found a 
unique market among AR’s 21,- 
000 followers. Consequently AR 
publishes more paper advertising 
per issue than any other adver- 
tising publication. Following are 
just a few of its advertisers: 


Appleton Coated Paper Co. 
Strathmore Paper Co. 
Oxford Paper Co. 

Champion Paper & Fibre Co. 
Rising Paper Co. 

Sorg Paper Co. 

The Beckett Paper Co. 

Gilbert Paper Co. 

West Viriginia Pulp & Paper Co. 
Neenah Paper Co. 
Hammermill Paper Co. 
Northwest Paper Co. 
Chillicothe Paper Co. 
Kimberly-Clark Corp. 
Nekoosa-Edwards Paper Co. 
Peninsular Paper Co. 


(Complete list on request) 
Whether paper is your problem or 
your product — turn to AR for 
results! 


Advertising 
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Steel Co. Boosts Jannuzi | & Laughlin Steel Corp., Pittsburgh, 

Eugene F. Jannuzi, formerly su- | has been named to the new posi- 
pervisor of institutional advertis-|tion of assistant director of public 
ing and product publicity of Jones | relations and advertising. 


em 


Mr. Sales Executive: 
Should your company venture into the Direct Selling field? 


Here's the blueprint for successful Direct Selling! Quickly, 
factually, graphically, ‘The Truth About Modern Direct Selling” 
gives you the inside sales-slant on modern Direct Selling. It's os 
BIG in enlightening FACTS, as broad in its pactical approach as 
is the nine billion dollar sales volume of this constantly-growing, 
highly versatile Direct Selling field! It tells you why few products 
or services aren't suited to it, and a big-ticket price makes no 
difference—how today’s Direct Selling Specialist can sell any- 
thing you can sell him. 


Sounds good! But is Direct Selling for YOU? This is the book 
to give you a definite, authoritative answer. It will tell you why 
this powerful distribution force adds volume fast, perils no part 
of present over-the-counter retail sales, and can be tested virtually 
cost-free. Write for your FREE copy today. Pin, paste or staple 
this ad to your letterhead and mail to: SPECIALTY SALESMAN, 
The Magazine of modern Direct Selling; Room 812-10, 307 N. 
Michigan Ave., Chicago |, Ill. 


swe ome Abo 


DIRECT SELLING 


;| advertising 


‘'New Gibson Agency 
to Stress Radio, TV 


ROcHEsTER, N. Y., Oct. 8—-A new 
agency has. been 
formed here by Lloyd B. Gibson 
and his wife, Lois A. Gibson, 

The new agency, Gibson Adver- 
tising, will emphasize production 
of television and radio programs, 
commercials and films, it was an- 
nounced by the principals. 

Mr. Gibson has been in radio 
and television for the past 18 
years. He was formerly radio-tv di- 
rector in the advertising depart- 
| ment of the Sibley, Lindsay & Curr 


Co.; on the advertising sales staffs 
of WHAM and WROC-TV, Roch- 
ester, and commercial manager of 
| WBBF, also in Rochester. 

Mrs. Gibson was formerly with 
| Wilkinson Advertising, where she 
was an account executive and su- 
pervisor of radio-tv production on 
_all accounts. 

The new agency’s address is 339 


CHRISTMAS SPIRITS—Here are two examples of the Christmas decanter 
offerings being made by distillers this year. At the left is a cocktail 
pitcher for Wolfschmidt’s vodka, which includes a plastic stirring 
spoon clamped on the side. Glenmore Distilleries Co, offers its Old 
Kentucky Tavern in a carafe with a design in red, blue and yellow. 


4 East Ave. # 


YOUR “A” SCHEDULE NEWSPAPER 


Preferred by Readers —Most Productive for Advertisers 


Sun Oil Reported 
Testing TV Drive 


for Sunoco Blender 


PHILADELPHIA, Oct. 8—Sun Oil 
Co. is testing live television in this 
jarea in preparation for resump- 
|tion of full-scale commercial tele- 
| vision in 1958 to introduce its new 
blending pump for various blends 
of octane in its Blue Sunoco. 

The company is buying half- 
jhour and five-minute shows to 


| door 


Since then, in addition to out- 
displays and newspaper 
space in its East Coast marketing 
area, the company has used radio 
spots and its “Three-Star Extra” 
\limited network newscast each 
|evening. 


ls A spokesman for Sun would not 
confirm to ADVERTISING AcE that 
its present entry into tv is a test, 
but he admitted the refiner is ex- 
perimenting with sales approach- 
es through tv. 

The company is expected to in- 


IN THE STATE OF WASHINGTON 


ae 


Here is the Seattle Post-Intel. 
ligencer’s coverage pattern — 
THE SEATTLE 20-COUN. 
TY MARKET—a prosperous 
area which boasted retail sales 
of $24 billions during 1956. 
This actually was a greater 
sales figure than any of the 
following states or combina. 
tion of states: Kansas, Nebras. 
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0 THE A 
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the morning Post-intelligencer delivers 
In this $2} billion market, 


werace IM 
Mp city ZONE 


ka, N. Dakota and S. Dakota le onus ai 
combined, South Carolina, 37 RAGE OF fr 

West Virginia, Alabama, Ken. | % KEY Civies meneeeners 
tucky, Mississippi, Arkansas, - THE 20-CounTy wy ARKET 
Oklahoma, Arizona, Colorado, 


Idaho - Montana . Wyoming 
combined, New Mexico and 
Utah combined, Oregon, New 
Hampshire-Rhode Island-Ver- 
mont combined, — Figures 
from Sales Management. 


GREATEST MORNING AND SUNDAY 
CIRCULATION IN WASHINGTON 
190,929 Deily—261,292 Sundey 


. “Oy SEATTLE 


* 


POST-INTELLIGENCER 


Represented Nationally by Hearst Advertising Service Inc., Offices in 15 Principal Cities 


a 
rie 
aes 


| test various types of copy and ap- 


stall its first blending pumps in 
proaches before it plans specific|the Pennsylvania area some time 
| schedules early in 1958. |in November, after which similar 
All commercials now being|pumps will be installed in other 
| tested are live, since Sun expects | markets until all service stations 
|to use live spots rather than film | are covered. 
as it did when it was last on tv| Erwin, Wasey, Ruthrauff & Ry- 
‘about three years ago. lan is the agency. # 


ARE YOU PLANNING A 
~ CONVENTION or EXHIBIT? 


For The Most Successful Event 
You've Ever Held 


ONLY IN WASHINGTON—<can you command the attention 
of the world’s most influential and diversified audience 
... including government, military, industrial, trade, 
union, diplomatic groups . . . every dominant group. 
| ONLY at D. C. ARMORY in Washington—can you reach all 


these important groups, all at one time, all under one roof. 


No other city offers the appeal and excitement of the Nation's 
Capital . . . or the ultra modern convention and exhibit facilities 


of the D. C. Armory. 
unobstructed floor 


LARGEST! 136,000 Squore Feet! 
| on main level, 


space 
60,000 additional Sq. Ft. on lower level. 


76,000 Sq. Ft. of 


MOST COMPLETE! ag a 
Catering & Restaurant Service 

Drive-in Facilities - 1,500-Car Parking Area 
MOST CONVENIENT ! ween tie eee 


Airport, Business, Hotels - Direct Public Transportation 


1s 8 Se Ee RG 
Hea ee =D. C. NATIONAL GUARD ARMORY 
_ The Show Place of the Nation's Capital 


and further information, 

' write, wire or phone: 
2001 East Capitol St., Washington 3, D. C. 

Lincoln 7-9077 ricki 


Arthur J. Bergman, 
' Manager 
eee eee 
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‘Advertising Age 


keeps us up to the 
minute..." 


says O. G. KENNEDY 
General Manager, Lehn & Fink Division, 
Lehn & Fink Products Corp. 


0. G. KENNEDY 


Mr. Kennedy is a business administration gradu- “Advertising Age is ‘must’ reading in the Lehn & Fink 
ate of Salem College, and also has studied under 
the advanced maneueaialt needle: of Maiden Division, for all members of our advertising- 
Business School. Before joining the Lehn & Fink 
Division as sales manager, he was with Johnson & merchandising and sales departments. 
Johnson, Inc., for five years—first as product direc- This timel per 
tor and later as eastern division sales manager. — lodical a ta marketing 
In his present position as general manager, Mr. comprehensively, keeping us Up to the minute 
Kennedy is responsible for the marketing opera- 4 
tion for his division’s three basic lines, Lysol Dis- with the latest news in this swiftly-changing field. 
infectant, Hinds Honey & Almond Fragrance 1 find th 
Cream and Etiquet deodorants, and its new prod- a keen interpretation by Ad Age 
ucts. He also supervises Lehn & Fink’s professional of new marketing developments 
division, which markets disinfectants to institu- 
tional users. especially helpful.”’ 


Under Mr. Kennedy’s direction, the entire mar- 
keting concept for Lysol recently was shifted from m 
a medical approach to that of an all-purpose house- aan, 
hold cleansing agent. A completely new Lysol 
package, as well as advertising via network tele- 
vision, national magazines and cooperative news- 
paper campaigns, are part of the new marketing 
program. 


Mr. Kennedy is a member of the New York Sales 
Executives Club and serves on the Board of Direc- 
tors of Salem College. 
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PHOTO REVIEW mm 


Staniland 

THAT ENGLISH CLIMATE—Three Young & Rubicam ex- 
ecutives—Dan Ingman of London, Harry Rauch of 
New York and Milton Samuel of Hollywood—at- 


Ingman 


Advertising Age, October 14, 1957 


Rauch Samuel 
sen Co. headquarters at Headington, outside of Ox- 
ford. Y&R membears wear sweaters under their 
sackets. Talking with Mr. Ingman is James Stani- 


tend a reception in England for the new A.C. Niel- land, director of Nielsen’s British company. 


VALUABLE EXERCISE—First prize winner in the Canada Dry Ginger Ale 

Inc. sweepstakes (AA, July 1), 19-year-old Tom Watson, Battle 

Creek, set an incredible pace in shoveling silver dollars for five 

minutes, taking $37,500—2% times the rate set by Canada Dry’s 

test shoveler. The event, held in conjunction with a New York Sales 

Executives Club meeting, climaxed a promotion which drew 3,100,- 
000 entries. J. M. Mathes Inc., New York, is the agency. 


Crouch Hetzler 
ELECTED—-New officers of the Finan- 
cial Public Relations Assn, 
(AA, Oct. 7) are Orrin H. Swayze, 
First National Bank. Jackson, 
Miss., president; E. T. Hetzler, 
Bankers Trust Co., New York, 1st 
vp; Reed Sass, Fort Worth National 
Bank, 2nd vp; Jordan J. Crouch, 
First National Bank of Reno, 3rd 
vp, and John L. Chapman, City 
National Bank & Trust Co., Chica- 

go, treasurer. 


TAKEOFF—Ronson 
Corp. says its 
new Varaflame 
lighter is the 
“Lighter of the 
Jet Age” and 
proves it with 
this shot of Ma- 
rian Green, Blue 


WITROGEN DIVISION, ALLIED CHEMICAL SUPPLIERS OF NITROGEN TO THE FERTILIZER INDUSTRY 24 


Springs, Mo. 
SELLING TO CUSTOMER'S CUSTOMER—Allied Chemical & Dye Corp.’s ni- Miss Varaflame : 
trogen division has launched a new outdoor campaign in major farm helped kick off 7 
markets to help fertilizer manufacturers sell mixed fertilizers to the first U.S. = 


farmers. Albert Sidney Noble Advertising, New York, is the agency. sales of the bu- 


tron pocket light- 
er in the Kansas 
City market area. a 
Ronson expects . 
distribution of 
the lighter to be 
completed short- 
ly after the first 
of the year. 


McGaughey 
Klitten 
evecteo—New officers of the Southern California 
council of the American Assn. of Advertising Agen- 
Pe cies are Alfred A. Atherton, Atherton Advertising 
Ae Agency, chairman; Hal Stebbins, Hal Stebbins Inc., 
vice-chairman; Martin R. Klitten, Martin R. Klitten 


Neale 


Co., secretary-treasurer; Emmett McGaughey, Er- 
win, Wasey, Ruthrauff & Ryan; Paul Jordan, Hixson 
& Jorgensen; Rabert Temple, Harrington, Richards 
& Morgan, and Ted Neale Sr., Neale Advertising As- 
sociates, board members. 


CLASSWORK—Journalism students of Elkhart, Ind., are shown touring 

an exhibit prepared by Juhl Advertising Agency to show how a na- 

tional ad campaign is created and developed. A series of photos 

mounted on alternating black and white panels showed the agency 

personnel in various steps of preparation of the campaign—a fall 

open house campaign for Everett Piano Co. The exhibit was dis- 
played in an Elkhart bank. 
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12,000,000 FAMILIES 


will meet the vivacious Hermione! 


s In 12,000,000 American households in 6,414 cities 
and towns, youngsters will “Make a Date with Daddy” 
to read (aloud, please!) the wonderful adventures 
of the rotund Hermione .. . She’s the heroine of 
William Brandon's fantasy, “Lucinda and Her 
Happy Hippo” . . . a pride and joy of the 
October 20 issue of .... 
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Dell Sets Biggest Push for ‘Peyton Place’ 
Reprint; Print Order Is Now at 3,000,000 


New York, Oct. 8—Dell Publish-, starring Lana Turner, will be re- 
ing Co. has a bull by the tail in| leased. 
“Peyton Place.” “Peyton Place” is being backed 
Grace Metalious’ 


town was released by Dell as a 50¢|company has shipped more than 
paperback on Sept. 24 and it seems | 200,000 point of sale pieces, in- 
to be literally walking off dealers’|cluding window streamers, wall 


best-selling | by the biggest promotion budget] §@ 
novel on life in a New England|ever put behind a Dell book. The}} 


Advertising Age, October 14, 1957 


Store in Grand Central sold 3,000 
copies in the first week and was 
handing them out to customers 
right out of the packing cases. 

Wanamaker’s in Philadelphia 
reported sales of 400 in the first 
two hours. 200 copies were sold at 
the Los Angeles Airport by noon, 
300 at the San Francisco airport by 
noon. 

At Dell, everybody is happy, 


shelves as if it had legs of its own. 
Dell claims that “without a 
doubt it is the fastest-selling 
paperback ever published.” 
Advance orders were so great 
that Dell had a pre-publication 
printing of 2,000,000. It has since 
ordered a second printing of 
another 1,000,000, these copies to 
carry a sticker saying, “The fastest 
selling paperback ever published.” 


etu'gt 
a 
“My best game was selling $50,000 worth of 
insurance by the 13th hole!” 
CHICKEN FEED! NOW... HAD YOU 
TOLD YOUR STORY IN 


s Walter B. J. Mitchell, sales pro- 
motion manager for Dell’s book 
division, predicts that more than 
4,000,000 copies will be sold before 
Christmas, when the 20th Cen- 
tury-Fox movie, “Peyton Place,” 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. Evanston, Ill. 


ABC) WRITE FOR MARKET DATA 


Are You Seeking 
A Copywriter? 


...0Or are youa 
copywriter looking 
for a position? 


Either way—The Advertising Market Place in Ad Age 
very likely can turn the trick for you. 


For each week’s issue of Ad Age is read by almost 
150,000 key advertising, selling and marketing execu- 
tives. They are the people who have the authority to 
say “You're Hired!” 


And they refer constantly to the Advertising Market 
Place for creative talent. 


So whether you're available—or looking for someone to 
fill a job—the odds for getting good results fast from 
an inexpensive classified message in Ad Age are greatly 
in your favor! 


Try it—use this handy form today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 


1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 
this form to: 


posters, easel-back counter posters, 
pressure-sensitized stickers, ace- 
tate tape stickers, flash card in- 
serts for the books and rack cards. 
There are also 3,500 truck banners 
in distribution. 


® The pre-publication campaign 
began last July with a self-mailer 
and order card to dealers and dis- 
tributors, followed by a series of 
five “provocative” post cards, 
mailed four days apart. News- 
dealer and Publishers’ Weekly 
carried page ads, and all of the 
Dell screen books are now carrying 
two-thirds-page units. 

Dealers have been sent 30,000 
display prepacks, each prepack 
holding 15 copies of the book. By 
contrast, the average print order 
for a Dell paperback is 250,000. 

Mr. Mitchell told the Dell field 
salesmen that the object of this 
“gigantic promotion campaign” is 
“to place and keep the Dell edition 
of ‘Peyton Place’ on top of the 
paperback best seller lists until 
every previous pocket-size book 
record is broken.” 


® Dell, which will turn out some 
130 paperbacks this year, is count- 
ing on “Peyton Place” to entrench 
the company solidly with the in- 


now the key factor in newsstand 
exposure. Dell also hopes that the 
success of “Peyton Place” will 


Pocketbooks Inc. as the leading 
seller of paperbacks. 

Dell had the best paperback 
seller of 1956 in “Bonjour Tris- 


dependent distributors who are) 


help to push the company ahead of | 


PAUL A. DANIELSON, research direc- 

tor of Harold Cabot & Co., Boston 

agency, has been elected vp in 
charge of marketing. 


edition was still on top of the 
nation’s best seller lists. In its 
hard-cover form, the book has sold 
about 295,000 copies. Reportedly 
the reason for its quick appearance 
in soft covers is simply that the 
original publisher, Julius Messner 
Inc., did not realize what it had on 
its hands. 

Confronted with a first novel by 
an unknown author, Messner sold 
the reprint rights to Dell while the 


book was still in manuscript form | 


and before all the fuss and fury 
about the book erupted in the 
nation’s press. 

Dell got the reprint rights for a 
song—$10,000, plus $5,000 if the 
picture rights were sold, plus, of 
course, the royalties. According to 
Dell, Messner will get royalties of 
$88,500 on copy sales of 3,000,000. 


s The reprint arrangements pro- 
vided that Dell could come out 
with a paperback one year after 
the hardcover edition appeared. 
Dell didn’t waste a single day. On 
Sept. 24—exactly one year after 
Messner published the book—the 


|paperbacks were stacked up on| 


newsstands and cigar counters z#ll 
over the country, waiting for the 


tesse,” which has sold ue Tris jover customers. 
copies to date. In the most recent) pel] was so swamped with 
past, the best-selling paperback | orders immediately after publica- 
novel has been New American |tion that it had to add extra per- 
Library's “From Here to Eternity,” | sonnel at its offices here. 700 phone 
|which has sold about 3,000,000) calls were received in the first 24 
iesiaw j}hours after publication. Metro- 
politan Bookstore, on 23rd St. in 
= “Peyton Place” was the first| Manhattan, had an advance order 
paperback ever to be released| for 1,500 copies and sold 800 by 


while the original hard-cover the first afternoon. Liggett’s Drug 
ARB Network TV Ratings 
| Week of Sept. 7-13, 1957 
Copyright by American Research Bureau 
PROGRAM POPULARITY 
Rank Program Rating* 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........cccccceccesssenseeneneenes 41.1 
2 Gunsmoke (Liggett & Myers, Sperry-Ramd, CBS) oo.......ccccccccccccsseeeteneneeeees 40.3 
3 I've Got a Secret (Winston cigarets, CBS) ........ccccccccccesseseneenrenenneneersenene 35.9 
4 AR EER a I Ee Ee ee eR eT 34.6 
5 What's My Line (Helene Curtis, Sperry-Rand, CBS) ..........:cccccccceesseeseenennens 33.6 
6 IN: CRUG, GD ons cxsconcvedeabvasbeistnetsibemanevesselbsdericonstanietiedlblbs 33.3 
IIIS, TIED - .ccciccisasssnstabgbbonsantstsininsntinanopeniehesthictiaines’ 33.3 
8 NIE "GROUIINUINC, METI 0.0. siccencbliseechntahpnnctsensesondacensonsiiindaiejeinubs 32.4 
9 Twenty-One (Pharmaceuticals Imc., NBC) oo.........ccccccsecsssserssesseeseeneeneeseencnnene 31.8 
10 Es ae ee ee Rae 307 


SPECIAL ATTRACTION 


Se IEEE NII, GI iacsscdacsdensesiclenbesustnsigiehannsosnaninttecechnenstaitncadesomeninni 42.6 
TOTAL VIEWERS REACHED 
Rank Program (000)** 
1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........ccccccccccceseesseeseenees 48,100 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) o...........cccccccccccccseenenennnens 42,960 
3 I've Got A Secret (Winston cigarets, CBS) .........cccccceccccsssersseeserseeeseeesenees 33,960 
4 oy Mere recede, GID ick crttrteccsesesicccssiinrcensenstsiaintasesssitinans 32,380 
5 Steve Allen (S. C. Johnson, Pharmacraft, Greyhound, NBC) .................... 31,970 
6 EE a re ae oe nd ON 31,860 
7 Disneyland (Reynolds Metals, Derby Foods, General Foods, General 
EY iitiinnocccvecns-snetiniuninisssitigian acchibsiaetedeamiiamideainisssnndbtaatiiataaaigilialedianiaaiailicaes 31,720 
| 8 Se, CODED. <x: .sncinesssisstthibanaliiaiiemenanlekseunpdiamiatiiiieeniienes 29,720 
i 9 SEE GNURG, CIID .cncnisstiinsncichibiasinindtasdiniiessieinansiitignnctanelliaiiiinietedos 28,550 
| 10 Twenty-One (Pharmaceuticals Inc., NBC) .....cccccccscscscosseesseeereecsveneeneeeseenenee 28,200 
SPECIAL ATTRACTION 
sk Remn e Cilien, Gi ciiipscticsisesccniinsccowinsiniacititehdaninnerbiitaibismnies 40,170 


*Percentage of homes reached in markets where show appeored. 
**Total number of persons viewing program. 


and while no one is making any 
precise predictions, there are ex- 
ecutives in the book division who 
are looking forward to an eventual 
total sale of more than 7,000,000, 
which would put “Peyton Place” 
ahead of that alltime best-selling 
paperback, Erskine Caldwell’s 
“God’s Little Acre.” # 


Columbus Outdoor Boosts Two 

Columbus Outdoor Advertising 
Co., Columbus, O., has appointed 
| Thomas L. Kaplin Jr. exec vp and 
/E. Hillier Walton general manager. 
|Mr. Kaplin, son of the company’s 
|president, joined Columbus Out- 
|door in 1952. Mr. Walton has been 
| with the company since 1955. 


NEW 


CHARLIE 
CHAN 
SELLS! 


78 markets snap) up in first 
six weeks! Coca-Cola in Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 


Hurry! Markets are 
reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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INITIAL—Color ads in newspapers and newspaper comics sections an- ‘as vp and director of marketing. 
nounced Battle Creek Food Co.’s Surprize to the Grand Rapids mar- | Mr. Lideen has been an account) 
ket. 


Battle Creek Food 
Re-enters Cereal 
Arena with Surprize 


BaTtLe Creek, Oct. 8—Battle | 
Creek Food Co, plans to continue | 
its market-by-market introduc- | 
tion of its Surprize cereal until 
next year, according to its agency, | 
Norman-Navan Advertising, Grand 
Rapids. Already hit in the cam-| 
paign are Grand Rapids, Detroit, | 
Milwaukee, Minneapolis-St. Paul, 
Cincinnati, Columbus and Dayton. | 

The cereal, a brown rice flake 
product, is being promoted with | 
r.o.p. color in large-space news- 
paper and newspaper comics sec- 
tion ads and tv spots. The name 
indicates both the presence of a 
mystery prize in each package and 
a “surprise” in “new cereal taste 
and goodness.” 

Surprize is the first general con- | 
sumer cereal product put out by 
the company for almost three- 
quarters of a century. Heretofore, 
it has specialized in health foods. 


® Battle Creek Food Co. says it is 
the world’s oldest cereal maker. 
The company was founded by Dr. 
John Harvey Kellogg in 1889. The 
doctor’s brother, W. K. Kellogg, 
bought the rights to his corn flakes 
and founded the multi-million 
dollar Kellogg Co. In contrast, Bat- 
tle Creek Food remained smal]; its 
sales came to around $600,000 last 
year and it wound up the year in 


BACON 


SPECIALIZES 
IN MAGAZINES 


Bacon offers complete clipping | 
coverage of magazines. Not just a 
few publications but over 3200 
business, farm and consumer mag- | 
azines. The reason is our proven 
technique, developed over 24 years 
of clipping bureau experience: 
GUARANTEED READING LIST } 
Our complete list published in 
Bacon’s Publicity Checker. 
Special department checks in 
all magazines and subscriptions 
daily. 
READER'S MANUAL 
Each reader gets cross-indexed 
instruction manual, up-to-date 
for every account, every day. 
NO FARMING OUT 
Each reader trained, works full 
time on our own premises. We 
neither buy nor sell clippings to 
other bureaus. 


NO QUOTAS 
Well paid employees take time 
required to provide neat, 
complete, accurately 
identified clippings. 
For further details on service 
and charges, send for our 


new Bulletin | 56. 


BACON'S CLIPPING BUREAU 


| In the summer of 1956, the com- | grocery marketing group. | 


pany was bought by George =| 


McKay, a banker and former Kel- 
\logg vp. The Surprize promotion | 
reflects the new ownership’s hopes | 


lto move into the general cereal 


| market. 
According to Battle Creek Food, | 
its initial entry into the Grand! 


|Rapids market in Februar 


y 
|brought sales exceeding the high- | 
est estimate of potential by almost . 
200%. The company adds that in| 


|one month’s time enough packages 
lof the new cereal were sold to 
| furnish every Grand Rapids fam- 
ily with at least one box of Sur- (They purchase 
prize. + 


_ or guide the purchase 
BBDO Appoints Two 


| of over a billion dollars’ 


Richard Risteen and Paul Li-| worth of construction 
deen have been appointed asso- every week!) 
ciate directors of marketing of Bat- 
ten, Barton, Durstine & Osborn, 
|New York. Ralph Head continues 


/executive on the Campbell soup 
account, and Mr. Risteen was for- 
|merly supervisor of the agency's 


a 
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IS THE UNITED STATES’ BEST CUSTOMER 
Last year Canada was the United States’ best cus- 
tomer to the tune of FOUR BILLION DOLLARS. 


And this year that trade promises to be even 
larger. 


products than in the publications produced for 
Canadians—by Canadians? 
Canadian Business Newspapers are the only pub- 
lications that are read by over 80% of Canadian 
business, professional and industrial men—a fact 
we can prove—just write us! 


This Canadian market is worthy of your highest 
consideration, And where better to advertise your 


— 


BNA means Business Newspapers Association 
—the welded force of over 110 member 
publications—and all Canadian. 

137 Wellington St. W., Toronto, Canada 


To sell Canada—advertise 
in Canadian business papers 
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Productivity of Ads Is Getting 
Longer, Harder Look, Says Christian 


(Continued from Page 3) 
ian said, “Marketing help, mer- 
chandising and research services 
must be provided by media.” 

The importance of market re- 
search for new products was un- 
derlined by James W. Bannon, 
partner of Booz, Allen & Hamilton, 
management consultant. 

“As profit margins decline on 
older products, manufacturers in 
nearly all industries are placing 
more and more reliance on new 
products to bolster sales and earn- 
ings,” he said. 

“It is par for a company to be 
getting about 50% of its sales from 
products introduced since World 
War II,” Mr. Bannon continued. 
“And we are finding that leading 
corporations are basing from 30% 
to 80% of their growth plans in the 
1957-60 period on new products 
now under development.” 

Despite this emphasis, he said, 
failures of new products currently 
are outnumbering successes by a 
ratio of about four to one. Most 
failures are due to faulty judg- 
ment about the market for the 
product. 


s Charles E. St. Thomas, specialist 
in marketing services for General 
Electric Co., New York, said the 
use of publicity can be an effective 
marketing and sales tool. 

Planning and coordination of 
publicity in a company are needed, 
he said, to avoid such problems as 
killing news of a new product 
through exclusive use of advertis- 
ing, publicizing a product which 
the sales department is not pro- 
moting, using an uninformed pub- 
licist as spokesman for the com- 
pany, and employing publicity to 
correct a situation which pre-plan- 
ning could have avoided. 


Outdoor Simplifies 


Joseph Campanaro, national art 
director of Outdoor Advertising 
Inc., told the conference, “At no 
time in the history of modern out- 
door advertising has there been 
such a variety of copy treatments 
on the boards as we have today. 
The significant news in outdoor 
advertising today is the relentless 
drive for simplicity and economy 
of expression. It’s a trend that, on 
the surface, may not seem too ex- 
citing, until you see the amazing 
results in valuable added reader- 
ship and remembrance, disclosed 
by new research studies. 

“When the growing trend toward 
experimentation has opened up a 
little more, we shall have a new 
and dramatic era of outdoor ex- 
pression,” he said. 

Pointing out that outdoor adver- 
tising has had a remarkable growth 
in the last few decades, he attrib- 
uted the growth to the adaptability 
of the medium to meet the needs 
of mass distribution. The essence of 
advertising’s role in our mass dis- 
tribution system, Mr. Campanaro 
said, is lucidly explained by Dr. 
Leonard Carmichael, in his recent 


book, “Basic Psychology,” in which | 


Marie does t 
FASTER... 


complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in on 
meiieragnes letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast delivery 
ALL WAbash 2-8655. 

, a oe 

431 S. Dearborn St b 


he says, “. . . One of the problems 
of the producers of goods in a free 
society is the development of a 
sufficient like-mindedness on the 
part of large numbers of individ- 
uals to make mass _ production 
work.” 


® The “development of sufficient 
like-mindedness,” Mr. Campanaro 


said, “is the job assigned to all ad- 
vertising; but I want to point out 
that the way outdoor advertising 
carries out this function has an im- 
portant bearing on outdoor copy. 
I speak specifically of the outdoor 
poster, which is the mass coverage 
medium. 

“With poster service in 15,000 
markets throughout the country, 
representing a population of 110,- 
000,000, the poster has been found 
to enjoy a readership and remem- 
brance of eight out of ten urban 
people ten years of age and older. 

“The outdoor audience,” Mr. 
Campanaro said, “is in a hurry. 


Whether it is on foot or on wheels, 
it is going places; it is busy, pre- 
occupied. Everything in modern 
life has been speeded up. This is 
the age of digests, of precooked 
foods, instant coffee, instant mixes. 
Most new products feature time- 
saving or labor-saving. Why 
shouldn’t the American people ex- 
pect the same features in their ad- 
vertising? Readership studies of 
printed media show that they want 
the message in a hurry. 


# “In making its bid for attention, 
the outdoor advertisement has the 
advantage of huge size and unlimi- 
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ted color, plus the advantage of 
being able to communicate in an 
area apart from all other media. 

“Outdoor copy, disciplined by 
the immutable rectangle, strives 
unceasingly for the magic combina- 
tion of color, illustration and 
words, from which everything su- 
perfluous has been struck, and 
which, in its total effect, will de- 
liver forcefully a complete message 
that can be easily understood and 
easily remembered,” Mr. Campa- 
naro said. 

“The fight for simplicity never 
ends. Starch readership studies 
conclusively show that the simpler 
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the poster design, the larger the 
readership and remembrance,” he 
said. 

“This trend toward more sim- 
plicity is one of the most important 
trends in outdoor copy today. 
Moreover, it has a healthful effect 
on all advertising, where the rea- 
sons for speed and ease of message 
transmission are just as valid. 
There is an increasing number of 
examples of the ‘posterizing’ of ad- 
vertising copy in other media, and 
it seems likely to continue.” 


® In a discussion of “editorial con- 
tent” of a promotion piece, Nicho- 


las Samstag, director of promotion 
of Time Inc., said too much “ad~ 
vertising” content sacrifices read- 
ership. 

“Editorial” content in an ad, he 
explained, is “that portion of it in 
which the audience can be expect- 
ed to show spontaneous interest,” 
such as legitimate price reductions, 
amusing copy or announcement of 
a new product. 

The “advertising” content, he 
said, is that portion of the promo- 
tion that the reader may not be 
interested in, “but which you very 
much want him to know about, to 
retain and to associate with your 


product.” 

Sometimes, Mr. Samstag said, 
advertisers will have to sacrifice 
readership in order to put more 
“advertising” in the copy (to sell, 
for instance, a new type of life 
insurance). 

“It is practically never possible 
to add ‘advertising’ content with- 
out sacrificing readership. And 
when promotion falls down, it does 
so most often in exactly this way— 
by adding unnecessary ‘advertis- 
ing’ content and needlessly sacri- 
ficing readership,” he said. 

Howard Ketcham, head of the 
New York color design engineer- 


ing company which bears his 
name, said preliminary results of 
a survey conducted by NBC and 
Batten, Barton, Durstine & Osborn 
show people with color tv sets 
watch tv more than b&w set own- 
ers. 

Further, Mr. Ketcham said, 
viewers remember products they 
see advertised in color more read- 
ily than those advertised in bew. # 


Gibraltar Opens in Chicago 
The display division of Gibral- 
tar Corrugated Paper Co., Jersey 
City, has opened a Chicago sales 
office at 737 N. Michigan Ave. 


wantedness 
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MESS HALL 


Wantedness is the extra quality people see 
in things they choose to spend their money 
for—even when substitutes are available at 


no cost. 


For example: wantedness is what “‘My Fair 
Lady” has such an abundance of; what’s in 
a cup of cola that’s worth a dime to a thirsty 
man who can get a drink of water for nothing. 
It’s what a pretty girl has, that makes it 
worth a carefree bachelor’s while to endow 
her with his worldly goods in exchange for a 
lifetime of dinners he could eat for free at 


his mother’s house. 


And most especially: wantedness is the 
plus value edited into some businesspapers 
that prompts a man to buy subscriptions to 
the ones he wants to read—no matter how 
many others are sent to him, free. It’s what 
keeps paid circulations growing! And .. . 


It’s what’s worth $13,000,000 a year to hard- 
headed businessmen—who spend that sum 
for 2,900,000 subscriptions to ABP business- 


papers alone. 


In sum: wantedness is what is attested to 
in the ABC audit statement: A desire to receive 
and an intention to read. This is the singular 
worth of audited, paid circulations to buyers 


of businesspaper advertising. 


And it’s why ABP member papers—some 7.8% 
of the total number of business publications 
—account for fully 25% of businesspaper 


advertising volume today! 


LOOK FOR THESE 
SYMBOLS OF 
WANTEDNESS. 
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YOU WANT TO ADVERTISE IN! 


THE ASSOCIATED 


BUSINESS PUBLICATIONS 


Founded 1906 


205 EAST 42nd ST., NEW YORK 17, N. Y. 
201 NORTH WELLS ST., CHICAGO 6, ILL. 
925 15th ST.. NW, WASHINGTON 5, D.C. 
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Julius Liebmann, 
89, Dean of U.S. 


Brewers, Is Dead 


New York, Oct. 10—Julius Lieb- 
mann, 89, former president and 
board chairman of Liebmann 
Breweries, producer of Rheingold 
beer, died yesterday at his home at 
Bayport, N. Y. 

Mr. Liebmann was known as the 
dean of American brewers. He had 
been associated for 70 years with 
the Liebmann Breweries, which 
was founded by his grandfather, 
Samuel Liebmann, 120 years ago. 

At 17, after attending Brooklyn 
Polytechnic Institute, and studying 
for a year in Geneva, Switzerland, 
Mr. Liebmann joined his family’s 
business. He later studied the sci- 
ence of fermentation at the Jor- 
gensen Institute, in Copenhagen, 
Denmark. He was among the first 
brewers in America to introduce 
pure yeast culture in the brewing 
of beer and to employ mechanical 
refrigeration. 


a Mr. Liebmann served as presi- 
dent of the company from 1924 to 
1948, then became board chairman. 
He retired from active manage- 
ment in 1950 but continued as a 
member of the board of directors. 
In 1895, he began 50 years of 
service on the labor committee of 
New York Brewers Board of Trade, 
which his family helped to estab- 
lish. In 1907, he served as presi- 
dent of the U. S. Brewers Assn. He 
was one of the leaders in the long 
fight against prohibition, and in 
1933 he was a member of a special 
committee of the New York State 
Brewers Assn. to appear before the 
state legislative committee to out- 
line the industry’s plans for the 
sale of 3.2% beer. 

He is survived by two sons, Dr. 
James and Carl Liebmann, not as- 
sociated with the brewery. Mr. 
Liebmann’s brother, Alfred, is 
chairman of the executive commit- 
tee of the brewery; his nephew, 
Philip, is president, and two second 
cousins, Thomas and Walter, are 
respectively vp and general coun- 
sel of the company. 


GEORGE G. HOFFMAN 

New York, Oct. 10—George G. 
Hoffman, 50, a media buyer for 
Young & Rubicam, died Oct. 8 in 
New York Hospital after a short 
illness. 

After he was graduated from 
Yale University in 1931, Mr. Hoff- 
man joined Y&R as a traffic man, 
assembling advertising schedules 
and copy for newspapers and mag- 
azines. In 1941 he was named a 
media buyer. 


Send for the color-sound movie. . . 


THIS 1S 
WESTERN LIVESTOCK 
REPORTER COUNTRY... 


It tells the story of the people 
and resources making up the 
Northwest's rural market. 


See the market you can't af- 

ford to miss! Write today! 
WESTERN 

LIVESTOCK REPORTER 


Billings, Montana 
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It’s House & Home for... 


ei 


*K 


Architects 


Wart 


among your best § 


More home building professionals pay more 
money to read House & Home than any other 
building industry magazine. 

Advertisers pay more money to advertise in 
House & Home than in any other building in- 
dustry magazine. 

That’s WANTEDNESS...and House & Home 
has it for one, matter-of-fact reason. By devoting 
all of its editorial attention — not just part — 
to the business of home building, House & Home 


See preceding 2 page spread 


is able to give its readers a complete, undiluted 
report each month on all the vital phases of their 
business. 

That’s why more of these professionals — 
your best customers — put their mioney on House 
& Home. Result: so do advertisers of building 
materials, equipment and appliances. They have, 
in the space of a few short years of publication, 
made House & Home the basic medium of their 
campaigns in the residential field. 
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customers in home building® 


AVERAGE ADVERTISING INVESTMENT PER ISSUE 


First 8 Months, 1957 
Peres OB RAMEE x eicis « BOp Bie nd heeled okt $189,681 
pee 2. Se . 167,671 
Architectural Record ..................-. 162,900 
FE UE oc dtiiwn k's o clbdsccdacaabvual 160,764 
Progressive Architecture ................ 100,500 
Building Supply News ................... 97,368 
American Lumberman................... 84,188 


ouse 
‘ome 


AMERICA’S BIGGEST INDUSTRY MONTHLY FOR AMERICA’S BIGGEST INDUSTRY 
Published by TIME Inc., 9 Rockefeller Plaza, New York 20, New York 


or re emer 8 te ee ee Be tite ey i ll = +t a ee eR MI ec SSRI Tay ee We Pt ee Oe i Se) alr oe 
ee oA ag so ee Seem erro eC 2 am tg pe ee, Ee he eee meee) ee ep a Rp eo re: = 
a gee it ee : on a ORES a Pst as. iis weg Tan: — wd gla ee Be ae a ha 503 we Fig ay ee Riek Ke ; Seiad - ee sale ee ae oe co a ng 
em i ae me Po. ee aot eee iene sR aM oye SC aed, in. ay 2 a Saeko enone | age alee Sti rear: oie mS coon: Baek os. al i Sagar 
oe , Fe hada ee FAG Ea Saree oc a ye S ae ee f i oa gi s ‘a ee oo . are eer Rc Se ae soe” rr ge es, a: ie ge vis ae 5 ea Stade pa ae ty ica 
aa se — ceneereamt ‘ee sis eae a . ee Cae ES)" See ee rai ae 12am te Lae re Pee nee a ae Si ee ee ne ei : : a oad ae, 
ee hs é —_ : Ie ie : ny ng > ‘ , ; . * ; . RES ae 
‘ 
ti 
oe 
ail 
aa 
1 
, ~ 
Sia sss 
hg x ry 2, 
ae > . 
Tae Sigal s 
eee : 
oe OWA 
ct Osas 
i oe eo te, 
S 7 > ¢, " 
i Aj © o 
vs / e e 
be - 
i os Ad 
2 var 
(eae 
be 4 
: 4 
— 
ae 
ie } 
te ; 
ay 
> an 
Bie 
5 ee 
¢ } 
, ; 
— » i . @ a ~ {~N : 
os 
ie . ' 
, Lenders uppiiers eaitors 
- ) . : \| . / Ly 
7 = on rs we id 
fg x oe a 
hr DA: ; 
: a Phe 
ae one ema ee ee acini lc ae i Ti iM a an aa iti aa ae ee Pe ae eee ee ee ae 
ets ee rua ee Se. alin 2 Re ages eS oie ene? ea oe Se Oe er ne eg ee, a 
Bae ee ee aut 2 + Sg 02 a Si csc ON WORM. © ama eS a at ee eee et eae neta ne ee ee a ee ee ees Sys “Ses 
a "7 ea lioae a + 22 a eee La eee oe fa to EEN = od gates Be ee a ie egos an. ie fe se ps oe). eee ee 
eee Thm ‘: Fee i) eg eee ea eg ate pe ame, ae en Rte gS a a ee eee ee ess rae ee Ce Pat te pat aioe i IEE at RIGS Ae i. oe Ns 


126 


Gavin Named by WDSM | manager of WDSM radio. Carlo 

Tom Gavin, formerly general | Anneke, former station manager of 
sales manager of WDSM-TV, Du- | WDSM, moves over to WDSM-TV 
luth, has been appointed general las general sales manager. 


HAVERHILL GAZETTE 
94%, CITY ZONE COVERAGE 


COMBINED THE THREE BOSTON EVENING NPP’S 
HAVE ONLY 5% COVERAGE IN THE 
PROSPEROUS HAVERHILL MARKET. 
corporate AREA §=6-——$80,147,000— _suvinc income 


THE HAVERHILL GAZETTE 


WARD-GRIFFITH CO. INC. GEORGE W. McLAUGHLIN 
NATIONAL REPRESENTATIVES ADVERTISING MANAGER 


(Continued from Page 3) 
was repeated nationally in April, 
1957. 

The current promotion was 
| spearheaded in Chicago last month 
with an inaugural tea for 300 
teachers in the area. Specially fea- 
|tured was a menu of refreshments 
|made from recipes based on win- 
ning entries in Seventeen’s third 
annual recipe contest among stu- 
dents, and refreshments made from 
products of the 10 participating 
food companies, 

National food store managers 
took a short course on how to be 
teachers in their specialty subject, 
the operation of a supermarket, at 
a special session late last month 
conducted by Robert Corwin, gen- 
eral merchandising manager of 
National’s Chicago division. 


In the Chicago area, the students 


} Pat | 


Ni | 


Dry process copy maker 


simplifies advertising paperwork 


Dry process machine gives you copies 
in 4 seconds made by electricity alone! 


All-new and All-Electric! The newly styled THERMO-FAX 
“Secretary” Copying Machine gives you copies of layouts, 
schedules, reports, records and other business data right when 
you need them. Exclusive process eliminates chemicals, 


negatives, liquid 


7S Siena oe 
ahs 


you get all these 


copy maker at the 


The terms THERMO-FAX and SECRETARY are trademarks of Minnesota Mining & Mfg. 


6, Minn. General Export: 99 Perk Avenue, New York 16, N.Y. In Canada 


Minnesota Mining & Manufacturing Co. 
Dept. KV-10147, St. Paul 6, Minnesota 


Copying Machine. 


Nome_____ 


Send full details on the cost-cutting new THERMO-FAX “Secretary” 


s and fumes 


from office copying forever. You 
make copies in 4 quick seconds 
for as little as 5¢ per copy. Now 


exclusive ad- 


vantages of the only dry process 


new low cost 


of only $299*. Send coupon be- 
low for complete details today. 


*Sugeested retail price 


P.O. Box 75, 


Compony__ 


roc 


Teens Get ABCs of Food Economics 
in ‘Classrooms’ of Supermart Chains 


will tour the stores during the 
four-week period ending Nov. 7, 
with most of the classes making 
visits to stores near their schools 
Mondays, Tuesdays and Wednes- 
days, to avoid the heavy shopping 
periods. 


= In the other market areas, simi- 
lar tours will be made in October. 
The stores and their market areas 
are: 

Loblaw Inc., chainwide—Buf- 
falo, Rochester, Syracuse, Utica 
and Binghamton, N. Y., Youngs- 
town, Akron and Canton, O., and 
Pittsburgh; Kroger Co., Toledo; 
Co-Op Shopping Centers, suburban 
Washington, Maryland and Vir- 
ginia; Colonial Stores, Georgia and 
Virginia, and Albers division, Co- 
lonial Stores, Cincinnati, Columbus 
and Dayton, O. 

The ten food manufacturers and 
associations tying in with the pro- 
gram as an opportunity to begin 
building brand loyalty in the teen 
age market, and their promotion 
products, are: 


Adolph’s Ltd., for Adolph’s meat 
| tenderizer; American Home Foods, 
|for Chef Boy-Ar-Dee pizza pie 
mix; California Packing Corp., for 
/Del Monte pineapple-grapefruit 
| drink; Knox Gelatin Co., for Knox 
gelatin; Kraft Foods Co., for Kraft 
| Velveeta cheese; National Biscuit 
|Co., for Nabisco premium saltines; 
| Nestle Co., for Nestle semi-sweet 
chocolate morsels; Pineapple 
Growers Assn.; Raisin Advisory 
Board; and Star-Kist Foods, for 
| Star-Kist tuna. 


s “Miracle in your market basket” 
is the slogan which the national 


GiAnT | OxYOoL sori 
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TEEN COOK TIME—Ads like this Na- 

tional T’ea page, which ran in Chi- 

cago last week, are being used in 

local dailies by the stores partici- 

pating in Seventeen’s Teen Cooks 
program. 


program will use to tempt teen 
agers to investigate the services 
of the participating supermarkets 
and advantages of the products 
tying in. 

Assisting the food retailers will 
be a series of posters pointing up 
| healthful foods and featuring prod- 
ucts of the participants. A sched- 
ule of classroom activities in which 
students research new uses of the 
participating products and evaluate 
advertising claims is being coordi- 
nated by Seventeen. 

Each of the participating stores 
has agreed to promote its Teen 
Cooks weeks in retail newspaper 
advertising. National used ads in 
all Chicago dailies Oct. 10 and 11. 
Ads in local dailies in the other 
areas broke the week before. + 


W EH 


REPRESENTED NATIONALLY 


Ont ypandod never chew Uedds 


50,000 WATTS - BOSTON 


livers buyers 


BY JOHN BLAIR & COMPANY 
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antedness 


+ !/ Makes intelligent men (and firms) invest $32,000,000 
A 
\ 


a year for subscriptions to business publications 
le that are members of ABC... 


— 


Wantedness 


Makes these same men (and firms) pay $5,000,000 
for more than 1,500,000 subscriptions to one or 
more McGraw-Hill Magazines. 


Co 


Q 
t 


f 
i —_ ht 


IS 


Mc Graw-Hill 


Publishing Company, Inc. Advertisers and their agencies are satisfied, too. They find 
330 West 42nd Street See. that concentrating their advertising in McGraw-Hill’s 
Wy New York 36,N.Y. “4D; 34 domestic and foreign magazines is the most effec- 


tive way to cover today’s major markets. 
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Information for Advertisers 


The first brand inventory of the 
Greenville, S.C., retail trade zone 
has just been compiled and pub- 
lished by the Greenville News and | 


| softener. 


have hard water, one out of four 
already owns a mechanical water 
Other data cover elec- 
tric clothes washer ownership, wa- 


is read by 10,250,000 adult read- 
ers every month and that 47.3% 
of them reside in suburbs. The 
report also includes collateral in- 
formation having to do with the 
| characteristics, possessions, buy- 
~~ habits, etc., of the magazine’s 
readers. 


e Restaurants & Institutions, Ca- 
nadian publication for the mass 


Greenville Piedmont. The study ter heating equipment, etc. Copies feeding and housing markets, has 
was based on a sample of 1,433 |\of “A National Survey Among | produced three booklets. They are 


families. 


e Industrial Equipment News has | 
just issued its 1957-58 media data 
reference file. Included in the file | 
are the NIAA publisher’s state- 
ment (in the new form requested | 
by NIAA), current BPA state- 
ment, the revised IEN Plan, in- 
formation on IEN’s merchandising 
services for advertisers, inquiry 
analysis and work sheets, basic 
marketing forms, suggestions for 
product publicity, an index page 
and a set of business reply cards 
for requesting additional infor- 
mation. 


e The markets for nonmetallic 
materials and parts within a cross- 
section of U.S. hardgoods manu- 
facturing plants have been an- 
alyzed in a survey conducted by 
Materials in Design Engineering. 
This study, based on information 
from 616 plants, includes market 
data on 16 different types of non- 
metallics, including natural and 
synthetic rubber, silicone rubber, 
cork, wood, fibers, textiles, ceram- 
ics, refractories, glasses, carbon, 
graphite, felt and leather. All data 
are broken down by industry ac- 
cording to the Standard Industrial 
Classification system. Other infor- 
mation shows what kind of adver- 
tising copy is preferred by the 
men who select and specify non- 
metallic materials and parts. 

This study is part of the maga- 
zine’s continuing series on the 
markets for engineering materials, 
forms and finishes. Single copies 
are available to manufacturers and 
to advertising agencies from Wil- 
liam P. Winsor, publisher, Materi- 
als in Design Engineering, Rein- 
hold Publishing Corp., 430 Park 
Ave., New York 22. 


e Information on the Dallas mar- 
ket has been published in a 42- 
page book, available free to agen- 
cies and advertisers. This study 
shows what is happening in the 
industrial life of the market, in- 
cluding distribution, insurance, oil, 
cotton, manufacturing, transporta- 
tion, é¢te. Trends are charted in 
population, retail sales and in- 
come and development of subur- 
ban centers. Information is given 
on the Dallas Morning News sub- 
scribers, their occupations, income, 
ownership of homes, automobiles, 
electrical appliances, size of fam- 
ilies, etc. Copies of this book, called 
“Market Dallas,” may be had on 
request to Leland Renfro, manager, 
general advertising, Dallas Morn- 
ing News, Dallas 22. 


e 90% of Farm Journal subscrib- 
ers have running water in their 
homes and 81% have running hot 
water, according to a survey just 


completed by the magazine. Other | 
findings: More than half the mag- | 


azine’s subscribers 
water areas, 


live in 
and of those 


hard 
who 


THE LAW 


Conforming to the postal and state 
laws governing a contest is a vital 
aspect of its planning. Advertisers 
have found our experience and 
knowledge valuable. Call our Con- 
test Department—no obligation. 


Bruce, Richards Corporation 
250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 
and Judging @ Direct Mail 


Farm Journal Subscribers on Wa- 


iter, Water Systems and Laundry | Canada.’ 


Equipment” are available from the 
Farm Journal’s research depart- 
ment, Washington Sq., Philadel- 


| phia 5. 


|e A brochure describing Hearst’ 


Magazines new institutional cam- 
paign has just been issued. Copies 
are available for advertisers and 
agencies. 


e A comprehensive report of a na- 
tional study conducted for Amer- 
ican Home by Alfred Politz Media 
Studies shows that American Home 


\““Mass Feeding and Housing in 
’ a brief statistical review, 
“A Guide to Selling in Canada’s 
Mass Feeding and Housing Field,” 
with data on selling having to do 
with buying centers, assembly and 
manufacture, customs duties, tax- 
ation, etc., and “Selling to Restau- 
rants, Hotels and Institutions,” a 
manual for manufacturers’ sales 
and advertising staffs. Copies are 
available from Age Publications, 
31-35 Willcocks St., Toronto 5. 


e “Churches from Coast to Coast,” 
an appraisal of the Protestant 
church market written by William 


HANDY—Pharma-Craft Co. is bring- 
ing out a new Coldene product—a 


stick chest rub. The “no-hands” 

rub will be promoted on tv, radio 

and in national magazines. J. Wal- 

ter Thompson Co., Chicago, is the 
agency. 


S. Clark, editor of Your Church, 
has just been published. Copies 
are available from William B. Shu- 
bert, Allan E. Shubert Co., Ham- 
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ilton Court Bldg., Philadelphia 4. 


e “Classified by the Millions,” a 
revised booklet by Publishers 
Classified Department Inc., 9 S. 
Clinton St., Chicago 6, has just 
been released. Free copies are 
available from William R. Stew- 
art of Publishers Classified De- 


partment. 


Galey & Lord Moves from 
Donahue & Coe to Johnstone 
Galey & Lord, New York, cot- 
j}ton division of Burlington Indus- 
tries, has moved its advertising 
j}account from Donahue & Coe to 
Johnstone Inc., New York. A. Stan- 
ley Kramer, who has been account 
executive on the Burlington In- 
dustries account at Donahue & 
Coe for the past three and a half 
years, has also moved to the John- 
stone agency as vp, plans board 
member and account supervisor 
on the Galey & Lord account. Mr. 
Kramer was advertising manager 
of Burlington Mills for five years 
prior to joining Donahue & Coe. 


They must be self-starters with the initiative 
and zip of a sparkplug... 


With the persistence of a bloodhound and a nose for 
the scent of news... 


With the wisdom of an elderly owl (and no less ability 
to stay up all night)... 


With the accumulated facts of a well-packed card file— 
plus the knack of relating and interpreting them. 


With the keen incisiveness of a pair of scissors, trimming away 
the irrelevant, writing with economy, editing without mercy... 


And —day after day—they must be their own most critical 
critics...dual personalities never satisfied, always seeking 
to do even the best job better next time. 
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Lee Launches Drive for | 
Work and Leisure Clothes 


H. D. Lee Co. has launched a 
fall and winter campaign for its 
complete line of work and leisure | 
clothes in consumer and indus-| 
trial magazines and Sunday sup- | 
plements. Copy theme is “Lee 
backs you up all the way.” 

The consumer list includes Farm 
Journal, Life, Look, Parade, Pro- 
gressive Farmer and The Ameri- 
can Weekly. Industrial publica- 
tions on the list are American Soft | } 
Drink Journal, Business Week, | 
Coca-Cola Bottler, National Pe- 
troleum News and Purchasing. 


Grey Advertising, New York, is| 3 


the agency. 


Uhler Joins OAI in N. Y. 
Frank J. Uhler, formerly gen- 
eral manager of Uhler & Co., Dal- 
las, has joined the New York of- 
fice of Outdoor Advertising Inc. 
as manager of paint sales, a new 
post created for the purpose of 
accelerating the use of the paint 
medium by national advertisers. 


SNACKTIME—Fairfax Cone, chairman of the executive 
committee of Foote, 
breaks bread ut the 50th anniversary dinner of the 
Sacramento Advertising Club. “Loafing” with him 
are John Hoefer, president of the Advertising Assn. 


| 


Mrs. Hoefer Mrs. Luedtke Roberts 


of the West; Dick Marsh, adclub president; Bob 
Roberts, AAW District 4 vp; Mrs. Hoefer and Mrs. 
Billye Luedtke. Mr. Cone, as a featured speaker, 
was presented with the lengthy loaf of his favorite 
food, French bread. 


Hoefer Marsh 


Cone & Belding, Chicago, 


GOOD EDITORS 


ARE 
ALL 


THESE THI 


GooD EDITORS are all these things (which is probably why good 
editors are also hard to find). But you can find—and benefit from—the 
largest, hardest-working assemblage of them in the television-&- 
radio news field, at work in BROADCASTING’s five news-gathering 
offices throughout the U.S. and Canada. 


Every week of the year...compacted between its famous covers... 
BROADCASTING delivers the most complete, most cogent, and most 
useful report of everything that’s happened in radio-TV during the 
preceding seven days. Behind this caliber of editorial skill stand 
26 years of clear-cut leadership as the journal of electronic media. 


No wonder, therefore, that BROADCASTING enjoys more PAID 
circulation (verified by the Audit Bureau of Circulations)* ... and 
is first choice of more radio-TV station advertisers year after yeart 
... than any other publication in its field. 


No enterprise is any better than the product it offers its customers. 
The product BROADCASTING offers is superb reporting, superla- 
tively editedt—and attentively followed by more PAID subscribers 
than all other radio-TV business publications combined can muster. 
There’s no better amphitheater wherein to tell your advertising story! 


GS 


*BROADCASTING is the only ABC member in its field. 
Total PAID circulation, first half of 1957, averaged 18,428 
copies — of which 5,053 went to agency-advertiser readers. 

+Carried 4,063 pages last year, contrasted with about 3,900 
for the next three radio-TV publications combined. 

tBROADCASTING editors (four of ’em, in fact) won 
Awards of Merit for Editorial Achievement this year, 
given by Associated Business Publications. Competitors’ 


score: zero. 


0 ae om a 
TELECASTING | 


BROADCASTIN 


1735 DeSales Street, N.W., Washington, D. C. 


a member of the Audit Bureau of Circulations 


| 
| 
| 
| 
| 
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Coming 
Conventions 


*Indicates first listing in this column. 

Oct. 13-15. Inland Daily Press Assn. 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Assn. 

Oct. 16. Associated Business Publica- 
tions, midwest conference, Drake Hotel, 


| Chicago. 


Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago. 

Oct. 17-18. American Assn. of Adver- 
tising Agencies, central region, Sheraton 


| Blackstone Hotel, Chicago. 


Oct. 17-18. Market Research Institute, 
6th biennial meeting, Leamington Hotel, 
Minneapolis. 

Oct. 17-19. Advertising Federation of 
America, Third District, Norfolk, Va. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 27-29. Central regional meeting, 
National Newspaper Promotion Assn., 
Faust Hotel, Rockford, IIl. 

Oct. 28-29. New England Newspaper 
Advertising Executives Assn., University 
Club, Boston. 

Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N.J. 

Nov. 1-2. Broadcasters Promotion Assn., 
annual convention, Hotel Sheraton, Chi- 
cago. 

Nov. 1-3. Midwest Intercity Conference 
of Women’s Advertising Clubs, AFA, Des 
Moines. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- 
lishers Assn., 54th annual convention, 
Boca Raton Hotel and Club, Boca Raton, 
Fla 


Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel 
Plaza, New York. 

Nov. 19-20. American Assn. of Adver- 
tising Agencies, eastern region, Roose- 
velt Hotel, New York. 

Nov. 22. American Assn. of Advertising 
Agencies, East Central Region, Detroit. 

Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel 
del Coronado, San Diego. 

*Jan. 20-22, 1958. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 

*April 16-18, 1958. Point-of-Purchase 
Advertising Institute, Hotel Sheraton- 
Astor, New York. 

*April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, 43rd con tion, place 
to be announced. 

*May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 


‘SI’ Advances Haskell 

Richard D. Haskell, formerly 
Boston advertising manager of 
Sports Illustrated, has been named 
New England advertising sales 
manager of the magazine. 


Offset Users... 
NO TYPE USED 


No metal 
type was used 
in setting this ad, 
only FOTOTYPE 
for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 
ads, catalogs, house 
organs, presentations, 
etc., to be reproduced 
by offset, zincs or silk 
screen. Save up to 90% 
over ordinary methods. 
Over 300 styles and 
sizes shown in new 
64-page type book 
Write today for 
free copy. 
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“Good Morning’ Newspaper 


In the first 7 months of 1957 Denver’s Electrical Appliance 
stores and TV and Radio Stores placed 530,464 lines, 74% 
of their total newspaper advertising in the Rocky Mountain 


News. 
Media Records 
Represented by 


General Advertising Dep't. 
SCRIPPS-HOWARD NEWSPAPERS 


Westinghouse Starts First 
Factory-Paid Outdoor Drive 

Westinghouse Electric Corp., 
long a sponsor of cooperative out- 
door advertising, is launching its 
first factory-paid 24-sheet poster 
campaign this month in 200 mar- 
kets. The campaign will combine 
the new Westinghouse institution- 
al theme, “shape of tomorrow,” 
with product promotion featuring 
major household appliances. 


Lee Agency Changes Name 

Kenyon M. Lee Advertising 
Agency, Miami, has changed its 
name to that of its new owner, 
W. Rodger Herndon Advertising, 
effective Oct. 1. Mr. Herndon was 
exec vp of the Florida Restaurant 
Assn. for 11 years. Mr. Lee, for- 
mer associate of Mr. Herndon, has 
returned to MacManus, John & 
Adams, Detroit, as industrial me- 
dia director. The Herndon agency 
will remain in the same offices at 
1517 Du Pont Bidg., Miami. 


ONLY THIS 
TV TEAM 


consistently covers the 
richest market between 


Advertising Age, October 14, 1957 


WINNER—W. F. Schrafft & Sons Corp. won the First Advertising 
Agency Group’s 29th annual advertising and public relations award 
for the year’s outstanding outdoor advertising campaign with this 
series—Schrafft’s first outdoor program which was launched last 
January. For this year’s fall and winter campaign, Schrafft is dou- 
bling its poster coverage. Silton Bros., Boston, is the agency. 


Portland and San Francisco 


Comprising 
181,400 families }~:*4 


with spendable income of 


$3 72 million 


One buy delivers the only full 
television coverage of this com- 
bined market—fifth largest in the 
entire Northwest. 


Only the KVAL-KPIC team 
reaches all of this timber treasure- 


land. 


—where thousands of newcomers 
each year establish new brand 
preferences (and invest in every- 
thing from lawn seed to fishing 
tackle). 


Ask your Hollingbery man, or 
Art Moore & Associates (Port- 
land-Seattle) for the full story of 


It’s a youthful, expanding market this important area. 


| necks. 
|Bob, who have appeared 


New Pabst Label Ties in 

Pabst Brewing Co., Chicago, is 
carrying its advertising theme to 
its product with the introduction 
of a new label around the bottle 
Models Suzy Parker and 
in all 
the brewer’s advertising media, 
now appear on the new label. The 
company’s new ad theme, “Pabst 
makes it perfect,” also is carried 
through on the label. 


BofA Brings Out Ad Book 

The 1957-’58 edition of the “An- 
nual Time Table of Retail Op- 
portunities” has been published 
by the Bureau of Advertising, 
American Newspaper Publishers 
Assn., New York. The edition ap- 
pears in two parts: “Full Power 
Newspaper Advertising Planbook” 
and an easel presentation called 
“How to Cut the Cost of Getting 


More Business.” 


faurence 


INCORPORATED - CHICAGO 
547 SOUTH CLARK STREET 
WABASH 2-6294 


ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS"? IF 
NOT, WRITE OR PHONE TODAY. 
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Alcoa Ad Honored 
in Cleveland Art 


Directors Contest 


CLEVELAND, Oct. 8—An abstract 
painting, executed on aluminum 
foil for the Aluminum Co. of 
America, and appearing as an in- 
sert in trade publications, won the 
best-in-show medal award pre- 
sented yesterday by the Art Direc- 
tors Club of Cleveland. Al Jenkins 
and Sy Lachiusa were the art di- 
rectors honored; the agency is 
Fuller & Smith & Ross. 

Another 22 awards were pre- 
sented in the design of complete 
unit and advertising art categor- 
ies and an additional 25 merit 
awards were made. 

The winners were chosen from 
among nearly 1,500 entries. Judges 
were Raymond Ballinger, direc- 
tor of design at Philadelphia’s Mu- 
seum School; Will Burtin, a mem- 
ber of Germany’s original Bauhaus 
movement and a noted designer, 
and Fred Cole, vp and art direc- 
tor of Foote, Cone & Belding, San 
Francisco. 


® The awards were presented at 
a luncheon with Bill Gordon, 
Cleveland radio performer, as mas- 
ter of ceremonies and Austin 
Briggs, illustrator and _ faculty 
member at Famous Artists Schooi, 
Westport, Conn., the featured 
speaker. 

Merit awards made for design 
of complete unit were: 

Consumer magazines: Anderson & 
Cairns for Dobeckmun Co.; Alex Mohares 
and Tom Shem, art directors; Richard 
Avedon, photographer. Fuller & Smith & 
Ross for Sherwin-Williams; John Spiri, 
art director; Creative Art, art. D'Arcy 
Advertsing Co. for General Tire & Rub- 
ber Co.; D. J. O'Neill, art director; Ad- 
vance Art, art. 

Busi magazi : Fuller & Smith & 
Ross for Diamond Chemicals; Sy La- 
chiusa, art director; Roy Kane and Bill 
Richards, photographers. 

Newspapers, b&w: McCann-Erickson 
for Lyon Tailors; Clark Maddock, art di- 
rector; Ted Gorka, photographer. 

Newspapers, color: McCann-Erickson 
for Sohio; Clark Maddock and Bob Seitas, 
art directors; Helgeson, artist. 

Trade publications, baw: McCann- 
Erickson for Sohio; Bob Seitas, art di- 
rector. 

Trade publications, color: Fuller & 
Smith & Ross for Alcoa; Al Jenkins and 
Sy Lachiusa, art directors; Sy Lachiusa, 
artist. 

Small ads: McCann-Erickson for Ohio 
Bell, Lee Wells, art director and artist. 

Booklets: Anderson & Cairns for Do- 
beckmun Co., Tom Shem, art director and 
artist. 

Direct mail: WEWS-TV; Mort Epstein, 
art director; Robert Fulton, artist. 

House organ, company magazines: Al- 
lied Advertising for Fairmount Temple; 
Burt Adams, art director; Federman Stu- 
dios, art. 

Posters and car cards: KYW-TV; Janet 
Byers, art director; George Dorsey, Fed- 
erman Studios, artist. 

Merit awards made for advertis- 
ing art were: 

c r magazines, color: Campbell- 
Ewald for General Motors; Al Schroeder, 
art director; Clem Cykowski, artist. 

Business magazines, color: Fuller & 
Smith & Ross for Blue Ridge Glass; Hugo 
DiZinno, art director; Manning Studios, 
art; Carl Ulrich, photographer. 

Consumer magazines, b&w: McCann- 
Erickson for Community Chest; Dan Gal- 
lagher, art director, Ted Gorka, photog- 
rapher. 

Newspapers, color: Halle Bros.; Saul 
Abrams, art director; Lee Kolozi, artist. 

Trade publications, general illustration: 
Fuller & Smith & Ross for Alcoa; Clark 
Robinson and Al Jenkins, art directors; 
George Guisti, artist. 

Trade publications, product iliustra- 
tion: Fuller & Smith & Ross for True 
Temper; Jack DeWitt, art director; Wil- 
liam Richards and Roy Kane, photog- 
raphers. 

Booklets, house organs, direct mail: 
Ketchum, MacLeod & Grove for Scott 
Paper; Fd Hall, art director; Charles 
Smith photographer. 

Humorous illustration: Fuller & Smith 
& Ross for Alcoa; Clark Robinson, art 


director; Trudy Reithmiller-Federman, 
artist. 
Television: WEWS-TV; Mort Epstein, 


art director; Mary June Ogden, artist. # 


Three Add ‘Parade’ 

The Sacramento Bee, Modesto 
Bee, and the Fresno Bee, all Mc- 
Clatchy newspapers, on Nov. 3 
will start distribution of Parade, 
bringing the number of distribu- 
ting newspapers to 59. 


Richfield Sets Drive for New 
Hi-Octane Gasoline 

Richfield Oil Corp., New York, 
this month will launch an ex- 
tensive outdoor advertising cam- 
paign for its new regular-priced 
gasoline, new Richfield Hi-Oc- 
tane. The new product will be 
promoted monthly in some 2,000 


Keezer Named Director 
McGraw-Hill Publishing Co., 
New York, has elected Dexter M. 
Keezer, vp and director of its eco- 
nomics department, a member of 
the board of directors. He joined 
McGraw-Hill in 1945. McGraw- 
Hill also has named Richard Loyer 


manager of mail circulation sales, 
succeeding Gardiner Gibbs, who 
has resigned, Mr. Loyer became 
circulation manager of the Platt 
petroleum publications in 1948, 
and continued in that post after 
the Platt papers were purchased 
by McGraw-Hill in 1953. 
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on 
Your source for outstanding 

| WOODCUT illustration. 

| Specimen prints and 
complete information 


: upon request. 


buscar i 
THE SANDER WOOD ENGRAVING CO. INC. / S42 S. DEARBORN ST. / CHICAGO S 


le 


outdoor posters in Richfield’s 14- 


state marketing area from Maine 
to Florida. Richfield distributors 
will use cooperative advertising 
in newspapers and television and 
radio commercials, according to 
Ben Pollak, Richfield ad manager. 

Benefits which car owners ‘as- 
sociate only with premium-priced 
gasolines are featured in the new 
regular, according to Fred H. Mee- 
der, Richfield president. Station 
displays and handouts will be used. 
Richfield’s football book, used as 
a dealer give-away since 1949, will 
once again be distributed this fall. 
The agency is Morey, Humm & 
Warwick, New York. 


EVEN IN MALAYAN IT’S: “Sell the POST 


Jual POSG kapada orang yang 
bacha, bilang kapada lian’! 


* 


INFLUENTIALS —they tell the others!” 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


Atomic power in Caesar’s day? 


Yet this is the case 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 


rich heritage of learning. 


The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms ; 
and a mounting pressure for enrollment that will double 


by 1967. 


In a very réal sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


New York. 


If you want to know what the college 
crisis means to you, write for a free book- 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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Has the Super Found Profit Key? 


Valcream Gets in C.M.'s Hair 


Eye & Ear Man Looks at New TV Shows 


Old Ad Gives Borton Thrill 


Opinions expressed here are those of the writers, and net necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Timken Tells Stockholders Why It 
Advertises and Adds TV 


Stockholders of Timken Roller Bearing Co. received with their dividend 
checks in September a small leaflet, “The Timken Roller Bearing Co. and 
Television.” This was so detailed and impressive an explanation of how 
and why Timken advertises—and why it has added television shows to its 
advertising arsenal this year—that it is reprinted here in its entirety. 


Through the years Timken Roller 
Bearing Co. has been a successful ad- 
vertiser. We have been able to create 
an awareness and brand preference for 
our products. Our advertising has helped 
sell Timken bearings, Timken steel and 
Timken rock bits. 

For a long time, an important part of 
our advertising strategy has been to make 
our customers feel that their customers 
and the public at large are learning about 
the advantages of Timken bearings—are 
being sold on Timken bearings. As a 
result, our customers know that when 
they sell a piece of equipment, they have 
an extra sales point in saying, “It’s 
equipped with Timken bearings.” This is 
clearly shown by the results of surveys 
that have been made from time to time. 
For instance, among industrial executives 
68% think of Timken first when they 
think of bearings, among fleet owners 
93% prefer Timken, among farmers 85% 
are interested in bearings and 86% of 
them prefer Timken. 


s To carry out our advertising objectives 
we are really trying to reach three groups 
of people. Let’s iook at it this way: Sup- 
pose we have a target with a bulls-eye in 
the center, another larger circled area 
outside the bulls-eye, and a still larger 
circled area outside of that. 

The bulls-eye represents the direct cus- 
tomer—the Caterpillar tractors, the War- 
ner & Swaseys, the John Deeres, the 
Chrysler Corps. The next circle represents 
our customers’ customers—those who buy 
and use products equipped with Timken 
bearings—everything from automobiles to 
printing presses, freight cars to meat 
slicers, machine tools to conveyors. 

Finally, the outer and still larger area 
takes in all the people who might influ- 
ence the sale of Timken bearings or Tim- 
ken products today or in the future. 
Everyone from tractor dealers to stock- 
holders, college students and investment 
brokers. 


s Over 40 years ago we chose The Sat- 
urday Evening Post as one of our prime 
advertising media. At that time we were 
a pioneer industrial advertiser’ in con- 
sumer magazines. The continuing adver- 
tising schedule in The Saturday Evening 
Post and many business and trade’ pub- 
lications is one of the reasons the Timken 
name is so well known and highly re- 
garded. 

We have felt for some time that we 
needed to strengthen our national adver- 
tising. Compared to 30 years ago, we have 
been running less than half the number 
of pages in the Post, while the competi- 
tion for reader attention has been steadi- 
ly growing. Thirty years ago there was 
no tv or network radio. There were few- 
er magazine advertisers and particularly 
big magazine advertisers. As a pioneer 
advertiser in national magazines we had 


a better opportunity to be dominant. To- 
day many industrial companies have seen 
the value of national advertising, and tel- 
evision and radio also compete for the 
attention of the American people. 

National advertising is just as impor- 
tant to our company today as it was 30 
years ago, so we asked our advertising 
agency, BBDO, to review the entire pic- 
ture with the idea of getting more im- 
pact in our national program. 


# One of the results of this review is a 
new theme for our national advertising: 
“BETTER-ness”—America is for it and 
Timken bearings help you get it. 

The second big result of BBDO’s review 
is our use of a new advertising medium— 
television. We believe it can be success- 
fully used by our company to intensify 
and broaden the awareness of Timken 
among our customers, our customers’ 
customers and the public. Television has 
demonstrated its effectiveness in accom- 
plishing such objectives. 

By using television we are adding 
something new to our advertising story— 
motion. With television, we can not only 
tell our story and show our product but 
we can make our product move. And mo- 
tion is the whole purpose of a Timken 
bearing. 


s Many people know the Timken name, 
know what a Timken bearing looks like, 
but haven’t the slightest idea how it 
works. The movement of tv lets us dem- 
onstrate this effectively for the first time. 

We decided that there were three im- 
portant factors in planning tv for the 
Timken company. First, any program 
which we might take must be distinctive 
and identifiable with our company, and 
it must incorporate a quality that would 
adequately reflect the character and stat- 
ure of Timken Roller Bearing Co. Sec- 
ondly, the program should be wholly 
owned by our company and be shown at 
a time which would attract a truly mass 
audience—that is, everyone who might 
influence the purchase of tapered roller 
bearings. Three, the program must appear 
on a dominant network during prime 
viewing hours, which would be between 
7:30 and 11 o’clock at night. 

As our first effort in television, we are 
going to sponsor two full-hour shows 
this fall. 

These shows are prestige shows, pro- 
duced by NBC. The first one will appear 
on Monday evening, Sept. 23, between 
9:30 and 10:30 p.m., EDT. The second 
show will appear on Thursday evening, 
Nov. 21, between 10 and 11 p.m., EST. 


s You can see that this answers the three 
considerations mentioned previously. We 
have prestige shows, we are the sole 
sponsor and in both instances we have 
secured prime viewing time. 

The first show will be in compatible 


color, with the title “Eleven Against the 
Ice—The Story of the Antarctic Turn- 
pike.” The second show is “The Innocent 
Years,” one of NBC’s popular Project 20 
series. 

When an advertiser has a good show at 
a time that will attract a mass audience, 
the next and probably the most important 
consideration is the commercial. We have 
spared no expense in preparing our com- 


mercials, using a combination of live ac- 
tion photography and animation. They are 
interesting and still deliver a strong sell- 
ing message for Timken bearings. We be- 
lieve they make the most of every com- 
mercial second. 

We hope that you will watch our two 
television shows and would appreciate 
receiving your comments soon after the 
second one. # 


From an Art Director's Viewpoint... 


The Shock of Almost-Recognition 


By Andy Armstrong 


You start thumbing through the mag- 
azine. On Page 12 you stop and look, 
with that disturbing “hello” kind of feel- 
ing. 

WHO HE? 

Another big face close-up? Pretty com- 
mon these days. Like the cigaret ads. 
The coffee ads. The whisky ads. Even 
Polaroid’s doing it now, with the big cop’s 
puss. In the same issue. 

But this guy is beardless. Tattoo-less. 
Eye-patch-less. No horse, either. 

So who he? Why he there? What he 
doing? 

Tension. 


= That funny haircut. Those squinty 
eyes. Have we seen him on tv? Seems he 
played a banjo somewhere. Or was it a 
guitar? A harmonica, maybe? 

Egg-headed friend looks over our 
shoulder. “Why, everybody knows that’s 
Carl Sandburg.” 


But is it? Who can be sure? The ad 
doesn’t name him. He could be no more 
than a strange, wonderful, anonymous, 
one-in-a-million face, staring primly at 
a fountain pen. 

We've got to turn and look where he is 
looking. 

Then we look back at him. 


® The tension remains. 

He’s the tension-getter that you and I 
would swap ten attention-getters for, any 
day. 

Years from now, we may come upon 
this page again, in the attic on a rainy 
day. Or in the jungle, or a dentist’s wait- 
ing room. 

And still we won’t be quite sure. 

But we won’t be snickering over a 
beard or an eye-patch or a tattoo. 

We'll be sitting there, held by a face, 
and feeling that “hello” feeling all over 
again. 

Who he, 

Why? # 


anyway? What he doing? 
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On the Merchandising Front... 


Has the Food Super Found Its Net-Profit Key? 


By E. B. Weiss 

For several years, in this column, I 
have periodically raised the question 
whether the food super has found a 
fundamental program that promises to 
reverse its rising gross margin require- 
ments and its declin- 
ing net profit percent- 
age. 

In this connection, 
I have _ questioned 
whether giant store 
units and vast addi- 
tions of non-food 
(which requires these 
vast square footages) 
offered any real solu- 
tion to this basic prob- 
lem. With perhaps monotonous regularity, 
I have stated that if the food super can’t 
earn a sound net profit percentage on 
food, it is not apt to improve its net profit 
percentage by broad forays into non- 
foods. 


E. B. Weiss 


s Now let’s examine a few figures that 
have come to light in recent months on 
this situation: 


e 1—Ten years ago—in 1947—a typical 
Kroger market averaged some 3,400 
square feet (these and the following cal- 
culations were made by Super Market 
Merchandising in a keen analysis). In 
1956, Kroger square footage per store av- 
eraged some 9,400 square feet. Sales per 
square foot jumped from $88 to $107, a 
gain of 22%. But, points out Super Market 
Merchandising, net income before taxes 
per square foot for Kroger in that decade 
moved from $2.41 per square foot to $2.48 
per square foot—a mere 3% gain. That 
hardly shows a powerful ability to convert 
larger volume per square foot into sub- 
stantial gains in net profit per square 
foot—despite the fact that so much of the 
per square foot increase came in non- 
foods with their much larger gross mar- 
gins. 


e 2.—The Super Market Institute reports 


that food super average figures show the 
following: 


Net 
Operating 
Profit 
Operating Gross Ratio 
Expense Profjt (Before 
Year Ratio Ratio Taxes) 
1954 14.72% 17.37% 2.46% 
1955 15.37 17.76 2.56 
1956 15.96 17.94 2.13 


Note how the operating expense ratio 
has moved up inexorably; how the gross 
profit ratio has moved up inexorably; 
how the net operating profit ratio has de- 
clined inexorably. Hardly a testimonial to 


the correctness of the move into the jun- 
ior department store concept—although, 
of course, one may ask whether the show- 
ing would have been worse if these food 
supers had not gone into giant store units 
and giant diversification programs. 


= In view of the fact that the Super 
Market Institute figures show that food 
super operating expenses have risen at a 
faster rate than sales for each of the nine 
years up to 1956, it would appear as 
though the giant unit-giant diversifica- 
tion program is on the defensive. 

It is my opinion that if a retail outlet to 
which over 25% of the shopper’s dollar 
flows cannot earn a satisfactory net profit 
on food, then it is not apt to reverse its 
declining net profit percentage by, in ef- 
fect, turning away from food. 

Instead, it would seem as though the 
food super must develop a new program 
for the retail merchandising of food as 
brilliant and as cost-cutting as was the 
gain of 22%. But, points out Super Market, 
retailers are now turning to the original 
techniques of the food super—some of the 
newest variety store units and some of the 
newest drug chain units bear a striking 
resemblance in every respect, including, 
of course, self-service and self-selection, 
to the most modern food super units. 
Thus, the food super today is “another” 
outlet—it has lost much of its original 
distinctive characteristics. 


= But, more important, these original dis- 
tinctive characteristics are today appar- 
ently unable to balance out the upward 
march of costs. The first food supers had 
operating expense ratios in the range of 
8 to 10%. When this figure jumped to 
14%, the food super set its sights on 
bringing it back to 12% and even 10%. 
Yet in 1957 the figure will probably cross 
16%—and that is an increase on the order 
of 100% over the figures set by the pi- 
oneers. 

It would appear, therefore, as though 
the food super may have to look in the 
direction of brilliant new applications of 
mechanical and electronic developments 
capable of moving food at lower costs. It 
may also have to think in terms of store 
units carrying traditional foods and non- 
foods, rather than in terms of junior de- 
partment stores. And, in this connection, 
it is interesting to note, as I reported in 
earlier columns, that at least a few of the 
food supers are experimenting with small- 
er food units, with separate non-food 
outlets, with large vending machine in- 
Stallations, with smart new check-outs 
that reduce delays at this vital point, etc., 
ete. # 


Looking at Radio and Television . . . 


Let's Meet Some Decent People 


By the Eye and Ear Man 

One of the most common requests of 
beleaguered clients is for a show “like 
‘Father Knows Best’.” Few clients ask 
what the rating is or how much it costs. 
They assume such a nice, normal family 
show has a high rating and is very 
reasonable. Both assumptions, to a de- 
gree, are wrong but it still doesn’t matter. 

The reason for the idolatry of the Rob- 
ert Young show is perfectly normal. The 
environment of this show is a perfect 
place to put commercials for products 
used by the average American family. 
The nature of the show is real and no 
apology is ever needed by a client-to his 
colleagues, customers, friends at the club, 
or family. 

The relief of this psychological release 
cannot be overestimated. No matter how 


good the television show is as an adver- 
tising buy, a client hates to be nagged by 
his associates for downgrading entertain- 
ment. 


s In sharp contrast to the nice family- 
type show, this year’s crop of new shows 
seems to strive for audiences by violence. 
In some of the new shows some delight- 
ful scenes took place: a man was held and 
hit in the stomach repeatedly until it was 
necessary for him to go to the toilet and 
be sick; the same show featured a similar 
scene with the villain being slapped in 
the face repeatedly and the hero being 


.- dumped out.of a-moving car. 


The plethora of Westerns feature some 
gentle slugging, garrotting, hanging, bar- 
room-brawling, and generally accepted 
mayhem. This year there will be twice as 
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The Creative Man‘s Corner... 


; cream men only keeps f al 
New! VALCREAM | 
grooms without showing 
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It's Irresistible 


If repetition drives a message home, as a hammer drives a nail, then this 
Valcream ad should convince readers that new Valcream does, indeed, “groom 


like Valcream itself, changes form, or loses her head, or somehow isn’t seen. 
Or felt. Only her disembodied hands remain, stuck to the hair that so in- 
trigued her in the first place. (Maybe the stuff’s just glue, after all!) # 


without showing.” 


An advance message in a mortised 
section of the illustration, up in the 
right hand corner of the ad, an- 
nounces that “VALCREAM isn’t seen 
or felt.” (God knows how a guy can 
tell he’s applying it!) Then two little 
boxes in the lower right hand corner 
of the ad, right over the package, car- 
ry the message, “Now you see it! Now 
you don’t!” In addition, the body copy 
informs the reader that Valcream 
“isn’t seen or felt . . . changes form 
on application, never leaves a white 
film.” And a closing slogan (lower 
left hand corner) leaves a parting re- 
minder that Valcream is “for ‘no- 
show’ grooming.” 


Frankly, when we use a hairgroom 
it’s because we want our hair to look 
groomed. We assume that, by this time 
in human history, it is fairly well 
known that nature does not grow 
already groomed hair; and that, if a 
guy’s hair looks groomed, it is obvi- 
ous that he used something—Vaseline, 
shoe polish, suet. You name it. If this 
Valcream is so goldarn neutral, we 
might as well apply shellac. 

From all the Valcream ads we’ve 
seen so far, we’re convinced of one 
thing—the instant a female sees your 
new, invisible Valcream grooming, 
she is drawn irresistibly to you, 
throws her arms around your neck, 
apparently breathes in the fumes and, 


many acts of violence, since there are 
twice as many Westerns as last year. The 
Western is an excuse for men behaving 
like animals of the lowest order. 

Another popular key to physical vi- 
olence is the private eye or the cop whose 
righteous indignation takes the course of 
beating the living daylights out of the bad 
guys. This little adventure usually con- 
tains several violent deaths and several 
bad fights, sluggings and assorted mis- 
haps ending in blood. 


® Perhaps one of the jim dandiest ex- 
cuses for committing acts that went out 
with the Abominable Snowman is the 
government service type show. In this 
gentle drama, steely-eyed American he- 
roes do every dirty trick in the book be- 
cause, of course, all wartime opponents 
are no good and kneeing them or stabbing 
them in the back or plain old strangling 
is too good for them. Nothing causes such 
hilarious laughter as blowing up a lot of 
old enemies. 

Then there is the anthology series that 
features the well known public white 
haired boy, the delinquent. After boning 
up on Torquemada, the Marquis de Sade, 
and Himmler, the writers of these dillies 
can outmaneuver a battalion of dead end 
kids. 

No wonder the Pope has asked for vigi- 
lance in television. No wonder that much 
of this violence rubs off to the extent 
that kids think the only way to solve a 
difference of opinion is to poke the other 
kid or throw lye in his face or snipe him 
in some dark street or get ten pals and 
gang up on him. 


The responsibility for acts of violence 
that act as tinder to young emotions rests 
with everyone. The client must reject 
these sadistic displays on the ground of 
policy. The network censor must knock 
out anything of this sort. The agency ob- 
servers at the point of shooting must 
squawk like a wounded moose until the 
producer eliminates the violence. The 
producer, writer and director must an- 
ticipate the taste problems and delete the 
violence before the script gets mimeo- 
graphed. When one of these barriers 
breaks down, there is danger. 

Perhaps the most alarming thought is 
that none of these normal guardians of 
taste has accepted the responsibility for 
the current crop of films. Alarming situ- 
ations have been accepted as rating-get- 
ters and as “okay.” Successive stages of 
censorship tend to pass the buck to the 
other fellow lest the feelings of the writer 
be hurt. 


® The time has come for the television 
industry to adopt self censorship before 
some other force, higher and more exact- 
ing, takes over. The freedom of the air is 
dangerously close to being abused. Vi- 
olence on screen breeds violence in minds 
perilously close to the moronic stage or 
emotionally unstable. 

Yes, indeed. Why can’t there be more 
shows like “Father Knows Best’? What’s 
wrong with an amusing little show about 
a nice family? Does the dad always have 
to be a baby-faced psychopathic killer 
who likes to strangle kittens? Does the 
boy have to run with a pack like a wolf 
or jackal and pick on defenseless or 


een a UR oe Cr, a i Be ae bef |, RE ee ieemeee 1 eR She we eo Ses al or a aa i coterie = Se yg tenes SERA Gg: Sate | See Seen ae ss ee 
spepnst hag — ee BS idl eee hr, Saw er ee eee ier ee ee aa fe a eae Nae eae a a es a a thie pe eee rf ee a : Se ae F 
a, eo eae Ps OO tia!) So me ee Sh ae acti mit Oe eae Vong 3 ee Be —_— See annem Se Sana eee lee te ae ii whe a re 4 
sat er Sl a ee | ee eee eae! on ie oe UI) ber eae aot: ee ete pe A es ce eae a ae Sees ST os GN eg Se ee ee se fia WEN BOS eho ie er i A ack BE Ce ee ae 
ee ee ee gates a Mae td St eS is eee pie ek Ry SE a eis ic eo ee ‘oS eee Seo SEE el hd 
eee alg Tits een ki: Sin MMM ee eee se eee a Sa oo eR A ee gl A ite: ng Steen Vane Ren 0 SN es ak Wel pee en ee aaa gees) Sint 2 ger 
pT sot ig re ee bering a OO ee a a ee ag Re Pees a a Pee en et Si, 0 ge RR Mi Re NN EEA A gi “opie ae i cae es ee 
a yee lie ate = Se ners os my Cee a Sas. ee ee en tron - Sy oe — 9 = Biya ae alee” Ogee “alae ee 
ieee SE a os oe : Sa on hac “= ei BOA at Peas ‘ ete Pie ae a ! a” gers me panes es Fe gale’ re 
Se Ava? | a i A bi az * Te - eas ; Psat es petien, 5 ee as E - er ; TI a ai REED agi a 
: rie 
lai 
= ee “i 
Ba 
aon 
PO a 
——_—_———___OOOOOOOOO nnn nn ‘ 
a 
a 
es 
me 
34 i 
3 ~ i? 
: ee 
= 
a “ a 
aa a ra oa ie ae 
— 
a we é i a 
we : 
: 1c eo An : 
a sen : “ 
bi eae x ' 
. 1 PY a outs ", 
<a Eg ‘ “2 ; 
a i? | : 
i 
. 
a 
| a 
es 
for t —<e< 
rater VAs yaLcReAM 
5 : oe ; , 
a Rene ha ene a Caatermnage Pea, Sie, ne 
“ss 
: 
‘es 
2 ee 
aes 
Bit 
ia 
me 
4 
a 
Ee 
is 
2 re * e 
a . 
ae : 
a i 
ts 
one 
bi 
nae 
vie 
‘2 
io 
: ee 
SD . 
a 
. 
3 
A 
‘ei 
" 
es ; 
oy 
ae >; ich “ 
: ee 
by 
id 
os 
‘. ay ie Sete ee ee) ae pen) og be ct erie Meili Bg: ays i ues vit res a oe > Pa Wi 1, ne er eects.” ore i i 
et ‘ ae gee 7,9. wi =) pe ictal are x a 7 ee “ ae Pe no. « Ge ene ee oe Me gr Samer Bie wba ee f it 4 
ee a epee Me Paes eae ins ki ; SE es. j eae i At : gS Pe ee. ee ee Per see. ee a. eee a | Se ee is ro 
ms eae pie ete See eet oa en —.. a ee " : ame ee ig as Rh Pe SE) Males) ae ip oy ee 7 See a uaa te aad We 
Re eS cle 60 Na EM ee oe a a seek ee a 5 ae eg . ge ee te. a aes exer ae Cape Pe Se tN. gs aoe ee ae te 
OES eae Bee te Be Son PS a en! 3%, Bs A ros ~ eee ee et a Re BF Shai 5s ae ee ee es, ee YE als pete: <— ee 7 - a : ines + 
SS pe oS > ag Se ees cet SS 5 eee me tee e. hie Stele Sh 3 owe ree oe mart, ee ys ne eee ne eS eee er ee eee" = : 


ae Ae sis, 


© oe 


a. 


f 
# a! 


CLEAN AS THE NEW HAMMERMILL BOND. I: isn’t often that you will see 
a speck of dirt in Hammermill paper nowadays. Every bit of pulp that goes into 
any Hammermill paper gets a final cleaning through centrifugal equipment that 
whirls any impurities out of the pulp—equipment that Hammermill spent a half 
million dollars to invent, develop and install. This -yet 

extra step makes Hammermill Bond cleaner than wrVMeERmy 

ever. Another reason why it prints better, types better, BOND costs no more 
looks better. Hammermill Paper Company, Erie, Pa. -«nd ectually less than many other watermarked papers 
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With Hammermill Offset 
you can print the difference 


Ask any hunter. It’s the stock that makes the 
big difference in the gun you love to hold. And with 
Hammermill Offset, you can print that difference — 
show subtle variations in colors and textures. Today's 
Hammermill Offset reveals fine product distinc- 
tions, adds realism—and sales appeal —to your 
printed picces. 

Lithographed on Hammermill Offset, Substance 70, Super-Smooth finish. 

MANUFACTURED BY 

HAMMERMILL PAPER COMPANY «© ERIE, PA. 
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heavily outnumbered opponents? Is it 
necessary for the daughter to be a trollop 
and all bad? 

It must be because any clown can 
write and produce a show about dirty 
people who don’t bathe and who act like 
cases in a mental clinic. It takes a top 
writer to write about nice people and 
make them interesting. 


Tips for the Production Man... 


All right. Let’s go to work and dig up 
some talented writers and meanwhile, 
cast a pox on violence—not for altruistic 
reasons of civic responsibility, if you will, 
but for reasons of self preservation. If we 
don’t take heed we may well breed the 
pack of jackals who in the end will de- 
stroy us. + 


Mystery, Suspense, and Surprise 


By Kenneth B. Butler 
A few weeks ago I described an insert 
which made the reader itch te fold along 
perforated lines in order to get the full 
idea. I pointed out that the illustrated 
conglomeration of half-statements worked 


WHAT'S IT ABOUT?—What are these happy, 
busy people doing? You merely dip the 
card in water. 


on one’s sense of fulfillment to the point 
where the reader is tantalized into match- 
ing up the parts. 

I. L. Wexler, of the Weck Process Co., 
42 E. 2ist St.. New York, writes in to 
say he thinks his product does this, too, 
with invisible printing. He recommends 
it for direct mail pieces and for magazine 
inserts. 


® His invisible printing can be tailored 
to any format. Typical of the process, 
though, is his “Secret Message” postcard. 
The cards may be either standard size 
cards or “jumbo size. The address side 
carries this message: 

“To uncover secret message on other 
side, dip this card in water. Message dis- 
appears when card dries. When dry, wet 
again.” 

The message side carries teaser materi- 
al, words or pictures or both, printed in 
regular inks. To complete the message 
by dipping in water takes you back to 
the days of pre-adolescence when won- 
derful mysteries were contained in boxes 


of breakfast cereals, etc. But then, most 
of us never lose our kid instincts. Mr. 
Wexler has a long list of rave notices to 
prove it. “Your secret message post card 
aroused our anxiety as much as a ring- 
ing telephone,” is the way one user put 
it. 


® The Weck company supplies the print- 
ed cards complete from customer’s copy 
or plates. Prices vary with quantity. For 
instance, a price of $28 for the first 1,- 
000 gets down to $15 per 1,000 at the 
100,000 level and even lower on larger 
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ANSWER—This brings out the background 
art and the printed sales message. The 
message disappears when dry. By wet- 
ting again the message re-appears, in 
case you want to show it to the boys at 
the office during the coffee break. 


quantities. 

They recommend sans-serif type and 
type size 10 point or larger. Line cuts 
may be used if they contain no solid 
areas or benday. Copy requiring color 
registration requires special estimate. 
Proofs are submitted for okay and pro- 
duction takes about two weeks after ap- 
proval of proof. 

If you want to send thousands of pros- 
pective customers off to the nearest wa- 
ter cooler or sink to see what you’ve got 
to say, you might consider this kind of 
gimmick. # 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

This newspaper ad has a lot of selling 
virtue. At a time when more people have 
more money to spend more freely than 
at any time in our entire economic his- 
tory, most advertisers are screaming 
“cheap, cheap” and “low prices,” as loud- 
ly and frenziedly as they can. 

In most cases, this is because they do 
not know how to sell good products legit- 
imately. So in order to sustain volume and 
not be left out in the cold, they cut prices 
and shout how cheap their stuff is. Even 
many high grade outfits are in the highly 
competitive price melee—using 220-vol- 
ume bargains to overcome the weakness of 
their six-volt copy. (Copy being all the 
content of their ads.) 

In this case, Simmons not only is trying 
to sell a high priced mattress, but they 


are doing it intelligently in connection 
with such arguments as they here mus- 
ter. Talking of the test, they mention the 
United States Testing Co., and thus give 
credence to their ads. Thus they lift their 
test results above the phony level that 
satisfies most advertisers and their agen- 
cies today even if it doesn’t satisfy read- 
ers. 


« +2 as this effort is, I believe it would 
sell lot more Beautyrest mattresses if 
it sold the benefits as strongly as it sells 
the “selling points” or “features” that 
make the benefits possible. 

Since doctors agree that good rest is 
essential to good health, and a good mat- 
tress is essential to consistent good rest, 
the seller of good mattresses has a pow- 
erful selling leverage he can place in 
the hands of women who want to buy 
good sleep equipment but are deterred 
by men who simply believe any old mat- 


tress is good enough. 

It is usually the woman of the house 
who first awakens to the need and the 
desirability of replacing important (and 
unimportant) household items, Wise ad- 
vertisers deliberately arm these women 
with sound arguments that appeal both 
rationally and emotionally to men. 


® Incidentally, had I seen this ad before 
buying two mattresses recently, I might 
have bought Beautyrests instead of the 
considerably cheaper items I bought. In 
one of Chicago’s greatest stores that is 
above “selling” its wares in print, I asked 
a salesman why an advertised Beautyrest 
should cost $20 or $30 more than others 
I was looking at. Repeated questions elic- 
ited various expressions amounting to 
this: “Well, you can get a better mattress 
for $20 or $30 more—obviously.” 

Since it wasn’t obvious to me—I pock- 
eted the difference. 

I believe this ad would have sold lots 
more too, if it had had an element and 
characteristic of urgericy, of imminence, 
of newspaperness about it. It is too much 
a static cut-and-dried magazine ad, I 
think. I believe all newspaper ads should 
cash in on the newspaper’s lively, dynam- 
ic, warm “nowness.” It’s the only way to 
get the most out of a newspaper. 


® You may say: “What’s the difference 
whether the great store sells in its ads 
or not? You bought there anyway!” The 
well managed store, operating in accord 
with the economic doctrine of maximum 
use, wants all possible value for its ad- 
vertising dollars. Advertising expense is 
looked at against a store’s total volume 


Direct Mail and Mail Order... 


Old Ad Still 


By Elon G. Borton 

A thrill came to me as I glanced 
through Popular Mechanics for August 
and found the page ad illustrated here 
which had been prepared under my su- 
pervision as advertising director of La- 
Salle Extension Uni- 
versity in Chicago. As 
far as I can tell there 
have been no particu- 
lar changes in either 
copy, illustrations, or 
layout. 

Headed, “To those 
who want to enjoy an 
Accounting Career,” it 
contains over 400 
words, four general il- 
lustrations and two booklet illustrations 
in the large coupon. It is a crowded ad, 
as many (perhaps most) successful mail 
order ads are. In some future column I 
want to discuss that subject of long vs. 
short copy and crowded ads as against 
white space. 

But the ad illustrates a point much 
more important to mail order advertising 
men and one which other advertising men 
might well consider more carefully in 
connection with general advertising. 


ys 


Elon G. Borton 


s This advertisement has been run hun- 
dreds of times—and often repeatedly in 
different issues of the same magazines. 
I can even remember when it was delib- 
erately (and successfully!) run twice in 
the same volume of the old New York 
World Almanac when that publication 
carried advertising. 

This experience is not unusual. La- 
Salle has other ads, both of page size 
and smaller, which are run over and over 
again. So do other experienced mail or- 
der companies. 
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Don't ve fooled by so-called bargain buys! 


Here’s why Beautyrest at $79% is 
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of business, and as a “built in” expense 
is not looked at in terms of what it 
achieves. Hence, much advertising is car- 
ried along by volume that comes with- 
out advertising—and is an extra expense 
to the store, instead of being a propelling 
force which reduces the percentage of 
total expense. 

It is because no good store can adver- 
tise so poorly that a store’s good friends 
are estranged by it, that weak advertis- 
ing can go along bleeding a store’s profit 
potential for a long time before it is dis- 
covered to be part of the store’s profit 
problem, instead of part of the solution, + 


Going Strong 
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The famous Sherwin Cody page ad, “Do 
You Make These Mistakes in English?” 
has appeared frequently for more than 
a score of years. So in earlier times did 
the Pelman ad, “The Man with the Grass- 
hopper Mind.” 


s The experience is even more common 
with small-space ads. The American 
School in Chicago has a one-inch ad, 
“High School Course at Home,” which 
has been used repeatedly for over 40 
years. LaSalle has a similar one-inch 
ad, “Become an Accountant,” which first 
appeared about 40 years ago and is still 
very effective. There are dozens of other 
ads with a long record of success over the 
decades. # 
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RCA Promotes Duckworth 

G. W. Duckworth, formerly 
manager of cathode ray and tube 
market planning, has been ap- 
pointed marketing manager of the 
new industrial tube products ac- 
tivity of RCA electron tube divi- 
sion. 


Murray Heads Detroit Branch 


William A.. Murray has been 
named Detroit branch manager of 
the Western Newspaper Union. He 
has been associated with Western 
Newspaper Union since April, 
1956. Prior to that he was with 
N. W. Ayer & Son in Detroit. 


EL PASO 


Fort Bliss—at E! Paso is one of 
the nation’s largest army posts. 
It is the headquarters of ALL Anti 
Aircraft and Guided Missile train- 
ing of the U.S. Army. Monthly pay- 
roll over SIX MILLION dollars. 


The £1 Paso Times El Paso Herald-Post 


An Independent Newspaper A Scripps-Howerd Newspaper 
Morning and Sunday Evening 


TWO Separate Newspapers - 33‘ Line BUYS BOTH! 


Anheuser-Busch 
Ads to Hit High 
of $12,000,000 


Sr. Louis, Oct. 8—Approval of 
the largest Budweiser ad budget in 
the history of Anheuser-Busch Inc. 
—in excess of $12,000,000—has 
been announced by August A. 
Busch Jr., president of the brew- 
ery. 

The record budget will be han- 
dled by D’Arcy Advertising Co., 
which has represented Anheuser- 
Busch and Budweiser for 40 years. 

Mr. Busch, in expressing satis- 
faction with D’Arcy’s handling of 
Budweiser’s advertising, said that 
the 1957 campaign was one of the 
most effective in the brewery’s 
105-year history. 

“The upcoming advertising pro- 
gram is the most extensive we 


After blending, choice Scotch 
whiskies are ‘married’ together 
in sherry-mellowed casks 
6 times longer than ordinary 
Scotch. Natures way of 
combining delicate lightness, 

rich flavor! 


HOUSEor LORD 


THE ORIGINAL 


s 


DISTILLER s ‘ 
iii. SCOTLAND an 


oone ie 


aoa. 


BLENDED SCOTCH WHISKY 86 PROOF. 
IMPORTED SOLELY BY GLENMORE DISTILLERIES COMPANY, LOUISVILLE, KENTUCKY 


| 


| location with complete production 
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NEW CALVERT CAM- 
PAIGN — Cartoon 
illustrations by 
William Steig, of 
“Happy Events” 
in which drink- 
ing a toast plays 
an important role 
are being used by 
Calvert Distillers 
Co., in its Octo- 


ber advertising 
in 200 newspa- 
pers, Grey Ad- 
vertising Agency 
handles the Cal- 
vert Reserve 
blended whisky 
account. 


have ever had,” he added. “It 
comes at a time when we have just 
announced the acquisition of 160 
acres in Tampa, Fia., 
our expansion program.” 

For the coming year, the cam- 


paign again will be built around | 


the theme, “Where there’s life— 
there’s Bud,” pointing up _ the 
quality, taste and prestige appeal 
of the product, 


s While no media breakdown was 
released by the brewer, it was said 
that Budweiser will continue its 
widespread use of spot radio and 
television, as well as magazines, 
supplements, trade publications 
and painted bulletin schedules. # 


R. L. Polk Names Fry VP; 
Advances Maxey, Buda 

C. Norman Fry has been ap- 
pointed a vp and will become sales 
manager of Detroit and New York 
operations and sales manager for 
all national accounts of the direct 
mail division for R. L. Polk & Co., 


as part of|of eastern operations before his 


Detroit. In his new post, Mr. Fry 
assumes the duties of Lawrence 
Chait, who had been vp in charge 


resignation (AA, Sept. 30), 
dition to his present duties. 

At the same time, Chester R. 
Maxey, vp and former production 
manager, was named manager of 
the division’s branch sales offices 
and production plants in Philadel- 
phia, Cleveland, Chicago, St. Louis 
and Trenton. Michael K. Buda has 
been named manager of Detroit 
direct mail production. 


in ad- 


LaFrance Appoints Barlow 

Barlow Advertising Agency, 
Syracuse, N. Y., has been named 
to handle consumer and trade ad- 
vertising for American LaFrance 
Corp., Elmira, N.Y. A _ leading 
maker of fire engines, LaFrance 
recently developed a dry powder 
fire extinguisher for consumer use. 
Mellor Advertising, Elmira, was 
the company’s previous agency of 
record. 


Savings in time and money 
offered by “central” printing 


facilities 


Shipping or mailing your publica- 


tion, catalog, broadside or similar WEB-FED OFFSET PRESS! 
printed material is often faster and Newly installed for high speed 
more economical when you use a production—one to four colors 
centrally located source such as —page size 84” x 11” and 


ours in the geographical center of 
the U.S. We are presently produc- 
ing program sections of 4 editions 
of TV Guwe Macazinz, typical of 
the quality printing and handling 


facilities we offer. 


Write for 
samples and 
price information 


Print in Mid-Ameti aly 


ee 
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te 


7 See. 
KANSAS 


PAL io 


TIME AVAILABLE ON THIS 


multiples—up to 64 page sec- 
tions in one operation. Rated 
speed — 20,000 sections per 
hour. 
COMPLETE SERVICE 
@ From Art to Mailing 
@ Intelligent Production 
Counseling 
© Web-fed Offset and 
Letterpress 


HENRY WURST, Inc. 


201 € 


16TH AVE. 


NORTH KANSAS CITY, MO 


ah ee ore ae oe eee + a aes liaaataalla 7 a ee ae. a ie oS eee a ie a me 
ee oes ee eno ge eee yee ae rate Bi ioc ce ne ee eels mes ane Se ee = Sa via aca bes Lake — ae. is te i al % 
eae Ti gas Seige yet. ‘ 4 = Seca ar tah cae ’ nes bet q ai. ee ed caked 2-9 i oe Get eee ge bel een ee (oe eg SS : : Ee ai Sh re ee Bey rr :) ee 
eo as i hee Ae a age ? ro te a ie ; - , % ete « . . ™ an 
a ‘ay 
- ee . 
S 
; Ss | | | 
2 Seems we ~ 
| (TOS OHO “4% 
| . ra Va 4 
‘ y Lt - ~ 4 ; : 
a set ees #) a 
: nd > => = | 
= | 
He -—- ~~. ~~. ae } 
= ) ATT TE SR > OT TL ees  — 
s | on ei ~ 42. 
. , ‘ 
a? d n me ‘ rx Ws 
a : te ay ha 4. A) i & 
" NATIONS LARGEST TRADE TERRITORY we ‘ 5 ss em 
: _ 7 > oe 
: : : csr f -. & i - A‘ : / 
4 pe : es a = 
7 5 | 2, oe : Bey 
a —— ee ~~ ns ae . 
: EL PASO | Oe eS | 
a ae et ee i, Pee . 
— whe 3 | 
| : 
ee : CLEAR HEADS AGREE: 
i a ~ = ce Calvert tastes better 
o < siaieaiaistincetiatier ease 
24 | ian aigeoueene 
* | 4 oy Calvert | 
a ee & *~ ca te e fueree 
a OE p Nethong fer Aneiwen aon 
bes a sg ; 
oe oe NS — : 
iy 
BOOS) LOIRIDS | 
ei 
= e 
x . | 
‘ “ac 
a 
a oo 
er e Th 
f = —-  o—- eo 
oe a +. +’ ise sia foe = 
~” ’ PAE a an Pe ease ~ 
re | pote 
: 7 ae. 
7 ’ Gh 
34 ’ ~ | i 
zap INS cae | as 
= . als ae hiaral — $$$ Pes. 

: ; ‘ 3 7” ie i. 
oa ; : ava 4 ‘ 3 a & : Tye 
ts Ms rc re ; . tiy > « iy \ fi et 
a sae a ROIS LNA APNE s 
ass 1 tr 2 ee, nee ~— pa as &, — ‘ | i 
ia { aia cr 2) a Ne ee “i win! a a 
i a “ | |e " 
a Se cm £ a Ls ‘ 
ee Ree ae m =) ‘“e— eS Ve r a 
. ag ped ae ale Sea wien Qaig ia ‘= st Be *Si 
% “ , ; i al we sae ’ i { “. * 5 ’ + el ng ' “ 
sake = se a © - > a em : Fl 
ed 4 ROR ce y « . = 5 
at mere | kil / . 4 ail | ' 
oar ; Preece i af! , : ae 
* aes | | Bo an —— ce j 
mh . pees. 7. - ' > , = op, PT Fe ceethngg Eat.” 3 
mee mt TS eae ee | tre _ : « — FR oad _— eu 4 

a = ‘ pee ht By 
ne ee Pont. eS ee. Sic 
re — “ megres ee oS SSB ili’ | Su ie i pai 
aie — , ee rosy io se hei: 
Ads ae ee ee a : se aie pase 
eet — swe Be a el SX Hie j Ht ex ps 
pe ay —— ine a. SS ol A — er “- a: 
Re _ ~ Hi — <S “wre BSS ee a 
ies Ta WTR i) SSO | a 
vag i | Pew i Sf 4 
js | F : ~~ : SS = —_= 2 
= ahp : E ay LAP S DARE AS visi SS = : eg 
pe sae F : ny : Bd Pf en * i i —_— ~ : cae 
- 4/5.QUART \\Liy 86 PROOF ha SS ‘ Ao Sn — 
me : ete & isd areata saa ‘|| \ WSS uA SSSR SESE eee eee eee ‘i 
si ou7. &+8 = i e!lhl!lc( ale!!! lll ee «>| as; me 

td e s { g f 1 Bae Hews 4 wg . . a 
: =f a Br —T T i yf : “we be Bee. ° ‘ 
= | ar a a eee Wh ] a . 
: Oe iat ee ’ ‘ aig Meee’ tis. tees.” TRE » S 
s F mo, aw : oe TT bon Tae Pee “eeeyte ag tts bar's . 
‘ rig ae re 5 ee : Mi, cancels | | Gia tt aeitesiinentty tne be 

i E ‘ pris | BLE NDEO ‘. = . M ew Te pe a ts nis ” " ae ~ ea . : 

B} ScotcHWuisky fF Bn i : 
eat { 4 é¢ <&j ee = . 
; . Sl : el qetl : eens | ee 3 = . . 
a 100% SCOTCH WHISKIES. oe SN a We : @ 
, 3 oe : e " is ee fa a q =u eos — | e 5 5 
WILLIAM WHITE. EV & Mat, J ye  —— ° : 
ae e a ; ae i wee | a 4 . ‘ 
BEE, 4 ag aes We. SSS SSS SSS | i 
make ; pe NE Se eee 4 ° a 
ad r a Ce > S54 SS bd : 
oe — Me or ° . f 
Neer —A Sa — = > -. oo >> =a ‘vee 
oa — . i MB == oS er | . vee 

‘ i - ‘ are y of the w yr c "7 ria . 

; ee as a — ‘ A eer aemmr es eRe TT | . . : 
oe — " ‘~ House of Lords a Eto . * ; 
ae —_ Sees eeeeeeeeeeeeeeeeee de 
fg . : 4 RS \ . 
mer S 4 no 
ae , | - ‘ 
| ee | ; : 
"oa | x 
‘ s Se Age sins a _ agile ae ee OS ee a Tine Meee Fer, eae ee a ae ta jp 5 agin ic Rent ey ee ee : f seid ¢ pe er eT aD ; > ee 
oe ee ee Pe ne Le ee De ee ee eee. in 
EN pee keine Se on eee fe PPM end een otra ol yt Meet ieee oe ate eb) ge pases a ie, ae seareqiees ae lee ROE 
Ce ree ats a. a ence entre gS We ar ON, amame Veen i |. jatiniaat Se Cl 
pte ae Mae eee TZ YB ts ee emt ae the Seo Tae MR ARR ae i ea. 0 sm, MN aes gag i a TAM 2 oes Pe Sen oc. Ore ae eee ee oe ae arc ee ge ek a it Se ee on te eae 


Advertising Age, October 14, 1957 


Newspaper Advertising Linage 
August, 1957 
Media Records Reports for 52 Cities 


August August Per Cent January-August Per Cent 
Classification 1957 1956 Change 1957 1956 Change 
Retail (Total)* 116,447,772 122,997,896 — 5.3 967,393,885 983,992,569 —1.7 
(Dept. Stores) 42,766,281 45,912,400 — 6.9 353,169,715 357,144,516 —1.1 
General .............. 24,610,817 26,430,465 — 6.9 247,185,753 264,801,821 —67 
Automotive ........ 14,521,880 12,626,091 +15.0 121,812,548 117,876,700 +3.3 
Financial _............ 2,753,625 2,748,765 + 0.2 32,113,135 30,550,600 +5.1 
Total Display 158,334,094 164,803,217 — 3.9 1,368,505,321 1,397,221,4690 —2.1 
Classified ............ 58,102,665 62,493,961 — 7.0 470,690,555 494,571,412 —4.8 
Total 
Advertising 216,436,759 227,297,178 — 4.8 1,839,195,876 1,891,793,102 —2.8 


*includes department stores. 


Dr. Pepper Appoints Two 


Herbert Ward, formerly mar- 


McCann-Erickson, has been named 
sales manager of Dr. Pepper Co., 
Dallas. R, L. Stone, with Dr. Pep- 
per since 1950, has been named 
manager of fountain sales. 


Bernard Goodman has resigned 


keting management consultant of|as sportswear editor of Women’s | ‘ 
Wear Daily to join M.K.M. Knit-| 


ting Mills and Darlene Knitwear, 


director of advertising and p.r. 


Darlene Names Goodman A.M. | 


New York, maker of Darlene! ¥ 
sweaters, hosiery and textiles, as| ¢ 


MAGAZINE CLASSIFIED 


— BIGGEST — 
— BY THE MILLIONS — 


Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
° $s. poe ST., pewornd 6, ILLINOIS 


WHO ARE THE MEN WHO BUILD AMERICA? 


General Mills Push 
Features ‘How to’ 
Booklets tor Teens | 


is an art,” says Betty Crocker in a| 


new ad series for General Mills’ TV, secretary, all of Chicago. The 
home economics program. The pro- association is beginning its 52nd 


gram is designed to help teachers | 
teach and consists of a series of | 
8-page booklets in Co-ed, distrib-| 
uted to junior and high school 
students, and Practical Home Eco- | 
nomics, a Co-ed edition distribut- 
ed to home economists and teach- | 
ers. 

The series, scheduled in each of 
four issues, leads off with “How 
to master the art of muffin mak- 
ing,” in October. This booklet tells 
what muffins are, gives basic and 


In a ae 


i 


COOKING 45 48 ART FET «4 Gomes OF BETTY 


TEACHER'S AlD—General Mills’ first 
“how-to” booklet in Co-ed covers | 
muffin-making. 


variety recipes and tells how to se- 
lect pans and how to measure and 
blend ingredients. 


® The booklets are designed for | 
home economics teachers to use. 
with their classes and are inserted | 
in such a way as to be easily lifted | 
out of the publication and placed | 
in a notebook. 

General Mills also is making, 
available to teachers a free show- | 
ing of a color filmstrip on muffin | 
making and reprints of the 8-page | 
teaching unit for those students | 
not subscribing to the magazine, 
plus a special offer on the text edi- | 
tion of the “Betty Crocker Picture | 
Cook Book.” 

Other booklets in the series will | 
cover pastry making, bread and 
roll making and biscuits. 

Knox Reeves Advertising, Min- 
neapolis, is the agency. # 


Burlingame-Grossman Acquires 
Ron Terry Productions 
Burlingame-Grossman Adver- 
tising, Chicago, has acquired the 
staff and facilities of Ron Terry 
Productions, Chicago agency spe- 
cializing in tv and radio. The four 
members of the account service 
staff of the Terry organization 
have joined Burlingame-Grossman. 
They are Ron Terry, Gloria Lynn, 
M. R. Rosen, and Walter Sher- 
wood, who merged his agency, 
Walter Sherwood Advertising, 
with Terry early in September. 
relations. 


| 
| 


King Heads Ad Golfers 
Harry King, 


Other new officers are Ed Fryk, 
Parents’ Magazine, ist vp; 


vp, and Rudy Petersen, WBKB- 


| year. 


Chicago Tribune, 7 
|has been elected president of the ie j ‘ 
Western Advertising Golfers Assn.  — ‘ e 


Lou 
MINNEAPOLIs, Oct. 8—“Cooking Smith, Edward Petry & Co., 2nd 


(They include all members 


of the construction buying 
pullin a tities. 


team—planners, owners, 
= ~~ 
= age ‘ : 


consultants, contractors 
and government!) 


a iment “naar 


wh 


there’ sa i! 
Storz Station 


ere 


there's PRECISION 


ME, dng Me a 


precisely why there’s never a dull moment . 


precisely why in each of these major markets 


more radios are tuned to the Storz Station 
than to any other 


MINNEAPOLIS-ST. PAUL WDGY is first ... all-day average. 


Proof: Hooper (31.9%) .. 


. Trendex .. . Pulse. See Blair or 


General Manager Jack Thayer. 


KANSAS CITY WHB is first . 


. All-day. Proof: Metro Pulse, 


Nielsen, Trendex, Hooper, Area Nielsen, Pulse. All-day average 


as high a 


s 48.5% (Nielsen). See Blair or General Manager 


George W. Armstrong. 
NEW ORLEANS WTIX is first All-day Proof: Hooper (WTIX 


SO Bh: 2s.2 


Pulse. See Adam Young or General Manager 


Fred Berthelson. 


MIAMI WQAM is first . . 


Pulse. . 


. Southern Florida Area Pulse . 


. All-day Proof: Hooper (42.1%) .. 
.. Trendex. See Blair .. . 


or General Manager Jack Sandler, 


TODAY'S RADIO FOR TODAY’S SELLING 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Aansas City 


REPRESENTED BY JOHN BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC. 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 
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Creative Man's Comment 
Brings Him a Blast 

To the Editor: The writer of 
The Creative Man’s Corner does 
not know an ad when he sees one. 

He tells us that our Hawaiian 
punch ad arouses him consider- 
ably (AA, Sept. 9). It makes him 
wonder about drinks in the Is- 
lands, gets him closely involved in 
studying a vessel in the hands of 
a charming Hawaiian and piques 
his curiosity on a dozen counts. 
As he writes his little criticisms I 
can hear him salivate. In fact, I 
hopefully visualize him in the act 
of picking a can off the super- 
market shelf. 

As his unconscious mind rises 
to take the bait offered by our 
“pleasant,” “tasteful” ad, he is 


busy picking away at the very 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


unknown and mysterious charac- 
teristics which motivate hundreds 
of thousands of Americans to take 
a trial can home. 

The lush, imaginary fruits con- 
jured up in the mind of the viewer 
are even more enticing than the 
real pineapple, guava, papaya and 
passion fruit listed on the label. 

I say again, your man doesn’t 
know an ad when he sees one. 
While this ad is busy hitting him 
in the gut where it really counts, 
he, reaching for a can of Ha- 
waiian punch to slake his curios- 
ity and his thirst, complains be- 
cause he finds the Encyclopedia 
Brittanica more factual. 

Your man doesn’t have access 
to his own feelings. In fact, I 
sometimes suspect that he doesn’t 
have access to the other pages 


of your excellent journal where 
you publish evidence on the side 
of advertising directed toward 
that 90% of the consumer which 
lies beneath the surface. 
Milton Zolotow, 
Art Director, Atherton Adver- 
tising Agency, New York. 


Explains Proof of ‘Claim’ 
in Intracel Copy 

To the Editor: In James Woolf’s 
always enjoyable column in Ap- 
VERTISING AGE on Aug. 26, he lists 
22 advertising assertions that he 
finds hard to believe and which, 
therefore, he concludes to be 
equally hard for the average read- 


er or listener to believe and, 
therefore, questionable in their 
effectiveness. 


every daily newspaper in the U. 8. 
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YOUR brand 


was advertised 


in 39 cities 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own and/or competitive ac- 


oY counts. A widely-used service 


for determining sales policy and 
directing salesmen’s efforts. Re- 


Gives you a detailed report, plus 
tear sheets of all your mats used 
by dealers and thereby helps 


Tear sheets are the basis of all 
research in newspaper advertis- 
ing. ACB can furnish tear sheets 
containing advertising of an 

specified dealer or national ad- 
vertising. ACB tear sheets are 


Gives you com 


Yes—some brand names were advertised in newspapers published in more 
than 39 cities today . . . and some have been “‘skunked”’ all season. It pays 
the sales department and the salesman to know just how well accepted their 
brand is with dealers. And it pays the adman and the agency to know, too. 
It’s a simple matter to find out. More than 1100 firms do it with ACB 
Reports like these: 


RETAIL STORE REPORTS 


ports can show lineage; cost of 
space; city; publication; sales ter- 
ritory; dealer name; product and 
price advertised; mats used; totals 
and percentages. ACB Reports 
are better than 95% accurate. 


MAT ANALYSIS SERVICE 


prevent mat wastage by showin 
you the type of advertisin whic 
is most popular with dealers. 


TEAR SHEET SERVICE 


complete pases and show posi- 
tion, full headline information; 
titor activity; 
names of active dealers; test cam- 
paigns; current pricing policies; 
competitive claims; etc., etc. 


ADDITIONAL 11 additional services are available. Described in ACB Catalog sent 
SERVICES: free on request, or contact nearest ACB office. 


ACB Reads every ad 


A@, 


The Advertising Checking Bureau, Inc. 


New York (16) 79 Madison Ave. + Chicago (3) 18 S. Michigan Ave. + Columbus (15) 
20 South Third St. + Memphis (3) 161. Jefferson Ave. + Sem Francisco (5) 5) First St. 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


Of the 22 quotations, 21 of them 
are subjective in nature and are 
hardly capable of proof or dis- 
proof on any objective basis. 
Whether a manufacturer who 
thinks he has the best tasting cof- 
fee should say so or not is a nice 
philosophical problem but, as Mr. 
Woolf suggests, more a question 
of effectiveness than it is of ser- 
ious dishonesty or fraud. 

One of the 22 quotations, how- 
ever, listed by Mr. Woolf can 
hardly be dismissed as being a 
superlative generality. He quotes 
the claim for Intracel as follows: 

“Intracel penetrates through 
the skin and deep into the muscle 
tissue.” 

It does not appear to me that 
this is an extravagant or boastful 
claim in its form of expression. I 
can only conclude that Mr. 
Woolf’s objection to this is based 
not upon its phrasing but upon 
its content. Mr. Woolf, I assume, 
believes that Intracel does not 
penetrate through the skin and 
does not penetrate deep into the 
muscle tissue. 

I submit that if this were the 
case the assertion would, in fact, 
be dishonest and fraudulent. Cer- 
tainly, “puffery” is no defense 
against a statement that a prepar- 
ation penetrates the skin if in 
fact it does not do so. 

The fact is that Intracel does 


|muscle tissues. When Intracel is 
|applied to the unbroken skin, the 
jactive ingredients of Intracel can 
subsequently be detected in the 
jurine in appreciable quantities. 
| The assertion made about Intracel 
is, therefore, literally true and can 
be demonstrated by any competent 
laboratory technician. 

For about a quarter of a cen- 
tury, copywriters have been 
sternly told that the skin is “an 
impenetrable membrane” through 
which, in the opinion of medical 
authority, no medicine substance 
can pass in efficacious quantity. 

Like the Law of the Conserva- 
tion of Matter and other monu- 


penetrate the skin and deep into) 
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convention last April in which I 
expressed your idea. Also copy of 
similar remarks at a Labor Day 
church service. Although in both 
instances I spoke off the cuff, the 
copies are substantially correct. 

Over 3,000 people were at the 
credit union convention and a 
couple of hundred must have 
shaken my hand and compli- 
mented me. Many more wrote. 
The thing was printed by request 
and distributed statewide. 

I don’t think it was that good. 
I think people just ain’t as cyn- 
ical as they pretend. Too many of 
us are buffaloed by the dictum 
that “y’ gotta be practical.”’ Lead- 
ers are too damn smugly sure 
|that the common herd are lost 
souls—and they lead in the direc- 
tion they think the mob wants to 
go. Glad you sounded a new note. 

Frank J. Gorsler, 

President, Cincinnati Typo- 

graphical Union No. 3, Cincin- 

nati. 

° . - 


‘Zing’ Also Works 
for Globe Brewing 

To the Editor: In ADVERTISING 
Ace of Sept. 2 I saw an article 


about the big new advertising 
campaign for the G. Krueger 
Brewing Co., which they are 


proudly basing upon the theme that 
Krueger beer has “ZING.” 

You may be interested to know 
\that the Globe Brewing Co., Balti- 
| more, maker of Arrow 77 beer, be- 
gan a campaign three years ago on 


ments to scientific certainty that |'\ 7 


|existed 25 years ago, the theory 
‘of the impermeability of the skin 
jis mow a crumbling ruin. For- 
\tunately, the doctrine of the im- 
|permeability of the skin, like the 
Law of the Conservation of Mat- 
iter, has never been of wide- 
|spread interest to the public, who 
\thus have been spared the em- 
barrassment of discovering that 
the cherished certainties of their 
youth have now joined the super- 
stitions of the ages. 

For this reason I respectfully 
take issue with Mr. Woolf. I be- 
lieve that the statement of fact 
that Intracel penetrates through 
the skin and deep into the muscle 
tissues is not only objectively 
true, but does not meet with any 
substantial resistance on the part 


|unfortunate few of us in adver- 


‘tising, medicine and law who 


once deferred to the judgment of 


'a less than perfect science. 
Tom Dillon, 
Batten, Barton, Durstine & Os- 
born, Los Angeles. 
s — o 
People Aren't So Cynical, 
| Union Prexy Believes 
| To the Editor: I read with inter- 
jest the enclosed account of Mr. 
Bernstein’s talk before the Adver- 


|of the general public except those 


the “ZING” theme, and are still 
using it today, but to a minor de- 
gree. 

We have run a number of large 
‘and small newspaper ads, bus 
signs, point of purchase, radio and 
tv commercials built around the 
“ZING” theme, and I am enclosing 
a few small samples. 

We are very much flattered 
that our theme was so well liked 
that it is now being used elsewhere. 
Good luck to Krueger! 

Morton Levinstein, 
Applestein, Levinstein & Gol- 
nick Advertising Agency, Bal- 
timore. 


Says Attacks Like Sisk’s 
Clarify Admen’s Own Ideas 
To the Editor: I am sure that 
you are knee high in replies to 
Mr. Sisk’s observations on the use 
of motivational research in ad- 


tisers Club of Cincinnati because 
I have long held and preached a 
similar doctrine. 

I’m a labor stiff—president and 
business agent of my local—and, 
as you probably know, mine is not 
rated as a pantywaist job. There- 
fore, it may interest you to learn 
that the idea you threw out in 
Cinci strikes a surprisingly popu- 
lar note—and not just among de- 
vout old ladies and church goers. 
We don’t have many of them in 
our union, but I manage to get 
reelected. 

I am enclosing a copy of a talk 
given by me at a credit union 


vertising (AA, Aug. 26), but I 
can’t resist adding a word. Al- 
though the best rebuttal may 
come from MR experts, I think 
that just plain common sense can 
do a very adequate job. 

There are many superficial 
points in Mr. Sisk’s arguments 
which are easy to refute, but I 
think the basic fallacy of his 
thinking is that he refuses to ad- 
mit: (1) the existence and the 
validity of irrational reasons for 
buying; (2) the fact that basic 
irrational needs, as well as basic 
physical needs, must be satisfied 
to make a man happy and ad- 
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justed to his environment. 
cannot live by bread alone.” 

To examine No. 1: Mr. Sisk in- 
sists on clothing man’s irrational 
needs in highly colored, negative 
words. What he calls lust might 
be labeled “normal sexual drive” 
(and who wants to see a person 
without that?); what he calls self- 
ishness, “personal interest”; mate- 
rialism, “practicality”; and since 
when was insecurity a vice along- 
side with greed (self-preserva- 
tion)? A completely secure person, 
stuffed with neither whisky nor | 
tranquilizers, would be a horrid | 
bore, as would a lustless, or un- 
materialistic, earthless type. 

Besides, what woman would 
take a man who never brought 
her flowers to prove she was just 
a bit of a luxury to him, or real 
stone earrings to show what a 
good provider he was! If all our 
expenditures must be coldly log- 
ical, ’'m going somewhere else! 

A great deal of money has been 
paid to psychiatrists to free the 
payers from the belief that lust, 
selfishness and insecurity are 
wicked, unacceptable motives 
which should be squelched. And 
now Mr. Sisk would have us deny 
and repress them again. If own- 
ership of objects can help appease 
or satisfy man’s snobbishness, in- 
security or greed insofar as they 
are vices, then that seems to me to 
be an excellent reason for own- 
ership. Let’s dramatize and em- 
phasize these reasons some more. 

Which brings us to No. 2. Can 
we deny that man’s irrational 
needs must be satisfied? The 
sooner we all realize that we have 
strong irrational urges which 
must be met, at the peril of our 
mental and physical health if we 
neglect them, and the sooner we 
learn to satisfy them construc- 
tively, the healthier and happier 
we will be. Admen don’t create 
irrational urges; they dramatize 
them and show how to satisfy 
them in a positive way, and I for 
one think that that is a great ser- 
vice to society. If Joe Blow has 
an overwhelming urge for excite- 
ment and mastery, it seems to me 
much better for him to buy a 
block-long Super Chief and zoom 
all over the Rocky Mountains 
than to beat his wife and kids. If 
a fellow does feel inferior and 
small, let’s show him how own- 
ing a Super Chief will make him 
feel big, rather than pointing fin- 
gers at him and saying, “You are 
smal] and insecure and ought to 
grow up.” He’ll just kick the dog 
and buy a Cadillac anyhow. 

And I resent Mr. Sisk’s dis- 
paragement of the power of 
“new.” It is a priceless facet of 
our culture that “new” to the 
public means “better.” This is a 
result of American technical and 
material progress. We have 
learned that a new object is al- 
most always an improvement on 
the old style. There are plenty of 
cultures where “new” holds no 
magic; “old” means all that is 
good and proved, and “new” is 
untrustworthy. I wouldn’t want 
to live in a society like that at all. 

Has anyone done some MR 
work to find out why people like 
Mr. Sisk feel about advertising 
as they do? That should be inter- 
esting. 

Mr. Sisk’s attitude is very a la 
mode these days, not the least 
among the ad people themselves. 
For this reason I am very pleased 
that you printed his attack, since 
in analyzing his arguments ad- 
men are forced to evaluate and 
clarify their attitudes toward 
their own business, and are there- 
by put in a better position to 
understand and refute superficial, 
stylish criticisms. 


“Man 


Jean Persen, 
Advertising Department, Rome 
Daily American, New York. 
P.S. I almost choked to death 
on my raisin bread laughing at 


the garment bag-bra ad mixup! 
It was a delicate antidote to the 


continuation of Mr. Sisk’s article 
on the same page. Reminds me of 
an ad I took when ad manager of 
an English language weekly in 
Beirut, Lebanon. The French pa- 
pers ran an ad for a children’s 
fashion show which ran “Defile 
des Enfants mannequins, Une 
Surprise attend les Mamans aus- 
si.” When delivered to our paper 
the cut ran, “Defile of the Infant 
Mannequins, a Surprise awaits 
the Mothers too!” How’s that for 
|old fashioned sex in your ads? 


There's No ‘Breach’ Twixt 
ABP and NBP, Beard Says 

To the Editor: A news story in 
your Sept. 23 issue refers to the 
“ABP-NBP breach.” 

Isn’t there some way we can 
get away from this repeated im- 
plication that these two associa- 
tions are engaged in ferocious 
battle? There is no breach be- 
tween Associated Business Publi- 
cations and National Business 
Publications for the quite simple 


reason that the two have never 
been joined. The association 
which I am proud to represent 
has gone its own way for more 
than half a century now and that 
seems to be a right we are priv- 
ileged to enjoy. 

ABP is engaged in no holy wars 
and we aren’t “versus” anybody 
or thing. There are principles we 
stand for, and that we try to do 
with dignity and complete ab- 
sence of name calling or arro- 
gance. In this respect ABP is 
eager to stand on its performance 
record through the years. 

William K. Beard Jr., 

The Associated Business Pub- 

lications, New York. 

. * 


. 
Points Out Flaw in ‘SEP’ 
Dutch Translation 
To the Editor: For your next | 


“Invloedriske” is no Dutch word | 


at all. 

I think you will agree that we 
can well do without ads produced 
without care. 

The Post most likely is in the 
position to engage a “first class” 
agency, contrary to the appliance 
firm you take to task in your 
Sept. 16 issue . 

Floris Kirchner, 
East Northport, N. Y. 

P.S. I am not a publisher, ad- 
vertising man or in the appliance 
line! 


7 * . 

Agrees that Admen Can't 
Shrug Off Responsibility 

To the Editor: I have just read 
a report of your recent talk be- 
fore the Advertisers’ Club of Cin- 
;cinnati, and want to congratulate 
|you on the fine, decent stand you 


“Ads we can do without” please | took on that occasion. 


use the Satevepost ad on Page 113 
of your Sept. 16 issue. 

The translation into Dutch does | 
not begin to convey the meaning | 
of the American original. 


You are 100% right. There are 
|too many in the business of ad- 
| vertising and marketing who be- 
lieve that anything that pays 
commercially is good promotion. 
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As a matter of fact, anything that 
pays commercially at the expense 
of decency, and high moral ethical 
and social standards is bad adver- 
tising, and should not be tolerated. 

We men in advertising cannot 
shrug off our share of responsibili- 
ty for the “Cheats, chiselers, hood- 
lums and juvenile delinquents” 
that seem to play so large a part 
in our country today. 

Again congratulations, sir, and 
thank you for speaking up so clear- 


ly, and so finely. 
Alvin Long, 
President, Long Advertising 
Inc., San Jose, Cal. 
- 7 . 
Speaking of Sounds 
To the Editor: (Re Copy Cub’s 
lead paragraph of Sept. 9.) The 
mame of that new advertising 
agency, Erwin, Wasey, Ruthrauff 
& Ryan, does not sound like any- 
thing falling down stairs. To me 
it sounds like sawing wood. 
John Evans, 
John Evans Advertising, Chi- 
cago. 


Another first from Office Appliances 


Now available exclusively from OA 


COMPLETE, AUTHENTIC SALES 
ANALYSIS OF THE STATIONERY 
and OFFICE EQUIPMENT INDUSTRY 


SALES PLANNING. 


- HANDBOOK 


YOU'LL FIND THIS AUTHENTIC DATA IN THE 
SALES PLANNING HANDBOOK 


Total industry sales by states, showing 
Dealer sales 
Manvfacturers’ direct sales 
Total industry retail units by states 
Dealer employees and salesmen by states 
Average sales per dealer 
Industry sales index for 1958, by states 


Handy worksheets for sales analyses 
and other data never before 
developed for the industry 


Use OA’s new Sales 
HANDBOOK for... 


Evaluating sales performance 
Determining sales potentials 
: Planning sales territories 


Locating warehouses 


Setting sales quotas 


--- for evaluating and projecting sales 
performance using authentic data never 
before available to the industry 


It took government cooperation. It required more than two 
years to compile. It cost thousands of dollars. And now 
OFFICE APPLIANCES has for you the first industry-wide 
census-based study of office stationery, machine, equipment 
and furniture sales ever produced. Not blue-sky estimates 
—but actual data based on sales of every office products 
retail unit in the entire nation. 
The new Sales Planning HANDBOOK is even more than a 
bookful of statistical data. It is an actual workbook with 
which sales executives can record, analyze and project sales 
performance—current and future. You can obtain your copy 
of the HANDBOOK for desk-side use at the nominal cost 
of five dollars. 


Write, wire or phone the OA office nearest you for your copy of the 
OA Sales Planning HANDBOOK. 


tain seen 


720. Wilshire Bivd., Los Angeles 36, Cal. 
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WHO ARE THE MEN 
S| WHO BUILD 
AMERICA? 


(They are the mightiest 
audience of construction 

men ever assembled 
by a magazine!) 


Advertising Age, October 14, 1957 


rectly on the pride and posture 
of the Atlantic, In wandering 
through the Atlantic offices, a 
reporter was told four times by 
four different people, “We are in- 
dependent and pay our own way 
... this is not a subsidized pub- 


“Ailantic’s’ Anniversary Trilogy of 
Issues Sets Tough Ad Sales Standard 


(Continued from Page 2) typography and layout are basical- | jjcation.” 

‘to 60¢ with the September issue. lly the work of Gyorgyi Kepes, of| while it is emphasized that the 
‘It is probable that new rates will|MIT’s department of visual de- stockholders are not pushing the 
\shortly show a 10% increase, with|sign. It supplants some of the company for dividends, still it 
a 5% rise in guarantee over the Atlantic’s standard setups which| goes make money, and it is not 
present 200,000. have held sway since the 1947)connected with another publish- 

The Atlantic’s anniversary has design by the late William Dwig-|ing company—book or magazine. 
been a pleasant financial experi-|gins, and it subdues the familiar) ppe majority stockholder is 
ence. At year’s end the magazine | Atlantic colorphon of a wreathed/nr< Barbara Deering Danielson, 
will have carried some $208,000 | Triton and seashells. |whose husband, the late Richard 
more than it did in 1956, when it Briefly, the new format tries, | nanielson, acquired the company 
carried $425,000. During the first through slight illustration and col- | trom Ellery Sedgwick in 1939. 
jeight months of 1957 it carried,or blocks, to heighten in a story|yy panielson was publisher un- 
|271.4 pages, compared with 267.8\the feeling of what the story is +i) pis death last year. 
jin the same period of 1956. about. In other words, a satirical| The pride and the posture: The 
‘story and a grim documentary | ,tigntic Monthly is distinctly 
® The last quarter, when the tril- |piece of reporting will no longer Bostonian in appearance and tem- 
logy of issues falls, is a joy to a have the same typographical dress.|5 Jt sits in a gently eroding 
|controller’s heart. The °57  rtne oad brownstone townhouse on Arling- 
lissue carried $87,000 in advertis-|® Donald B. Snyder, the soft-|ton st. across from the Public 
ing (October, °56, $51,000); the spoken publisher of the Atlantic, Garden. 
November anniversary issue car-| Says that the typographic redesign; The offices are high ceilinged, 


SALES 
MANAGER 
Poge 6? 

. 


ried $126,000 (November, ’56, $45,- | acknowledges that there is no cov- faintly cavernous and genteelly 
000), and December, ’57, will carry | er-to-cover magazine reader. Mag-| indifferent to any recognizable 
'$86,000, compared with $46,000 azine layout was imported from | wniformity of decor. The floors 
|for December, ’56. In total, fourth |novels, he thinks. In a sense, the 46 mostly bare; many of the 
quarter advertising for 1956 was | “design of a novel is a conspiracy | qecks are golden oak. 

$142,000, and fourth quarter adver-|to keep a reader from quitting,” 
| tising for this year will be $299,000, | he says, asserting that this layout | 
| At any rate, while C. B. (Les) | was no bother to a generation of | Flowery Greeting 
Crockett, Atlantic’s ad director, is|readers taught to read magazines 

|cheerfully resigned to facing a | by being novel readers first. 
|page deficit next year, he is hope-| But the last 20 years have pro-| 1, one quiet note of celebra- 
|ful that the tremendous impact of duced the skip-and-shift maga- | tion. the landscaping of the pub- 
the three issues will make his job | Zine reader, and the Atlantic for-|ii, jarden has been changed, so 
of matching volume easier. |mat acknowledges his arrival, Mr. 


i Oth anni- 
For the Atlantic is changing Snyder says. ; ake "aan poral ya 
rapidly. What once mirrored the| Mr. Snyder says a major factor | )jants: It is invisible from the At- 


flower of New England thought |in_ the redesign was an adver- | tantic office. 
now delivers more circulation in | ‘tising man—Henry (Hank) Flow-| ‘in the narrow halls are various 
the three Pacific Coast states than |€?, Senior vp of J. Walter Thomp- | oentos of the Atlantic’s pub- 
in the six New England states; the |S0" Co., who strongly urged °M | lishing past: A facsimile of a 
time is near when the Atlantic|Mr. Weeks, an old friend, a typo| oon for $20,000, damages from 
will be best (or most) read in|Overhaul. . the defunct Boston Post for an 
California. Don Snyder says, with  the/ inicit piece of enterprise in which 
shakedown of the format still to the newspaper bribed a printer 
come, that over the next five jat Rumford Press to get its hands 
years 50% more people can be| (yan article by Alfred E. Smith; 


"We're General’ 


of its more inviting appearance. 
The Atlantic’s experience of 100' These 50% additional people 
years of publishing has left it | bring a gleam to Mr. Sny- 
with a pride, a posture and a/jder’s eye, because Atlantic read- 
perverse annoyance with being/ers pay their own way. Subscrip- 
| regarded as a “literary magazine.” |tion prices represent that many 
\“‘We are a general magazine|months times newsstand price. 
|which has made substantial liter-| With the exception of short-term 
ary contributions,” said one At-/| introductory offers made from time 
lantic man tersely. to time, the turbulent world of the 


ability of your product is the specialized The — = ype —— — = ang meter se: me is not 
azine status is reenforced by a/for the ntic c on. 
coverage of Jobber Topics. It’s the only ex- lnew typumramiiie Gree, first ovi- 


perienced book really qualified to effectively ‘dent in the October issue. The|# This is a fact that bears di- 
sell — stimulate — inform automotive jobbers 


and their salesmen to get you direct selling 


ston PROGRESS 
For thirty-five years, Jobber Topics has devoted 
PLASTIC PLATES 


itself to the interests and selling needs of the 
are used REGULARLY 


.. the only experienced publication 
qualified to get direct selling action from 
automotive jobbers and their salesmen! 


Your best media buy for improving the avail- 


men who represent the first channel of auto- 
motive distribution. Since 1922, Jobber Topics 
has specialized in assisting these distributors 
sell more products, service and equipment to 
the 350,000 plus automotive service outlets 
throughout the country. by some of the 


LARGEST AGENCIES 


Jobber Topics belongs to automotive jobbers — 
and jobbers like it. Jobber Topics has been 
more instrumental in educating jobber sales- 
men to do a better sales job. Jobber Topics 
has established the true importance of these 
marketers and encouraged their sales-building 


acceptance in the eyes of hundreds of manu- 
facturers. 


for some of their 
LARGEST CLIENTS 


. 
Jobber Topics gets to where your best sales 
potential lies. It is your most economical way 
oi to sell—stimulate—inform—and to keep your 
ies turnover ‘high.’ Have your Jobber Topics rep- 
resentative give you the whole story. 


THAT'S EVIDENCE OF QUALITY! 


PROGRESS PLATE MAKING COMPANY 


’ 9%, 913-23 Filbert Street, Philadeiphia 7, Pa. WaAlInut 2-0447 


® 


THE PROGRESS + HANSON + PROGRESSIVE GROUP 


a Amey | PHILADELPHIA + NEW YORK « WILMINGTON * BALTIMORE * WASHINGTON ¢ RICHMOND 
7300 No. Cicero Ave. PROGRESS Plate Making Company HANSON Electretype Company PROGRESSIVE Composition Company 
Lincolnwood 923 Filbert Street, Phila. 7 Sth & Sansom Streets, Phila. 7 i Sth & Sansom Streets, Phila. 7 
Chicago 30, Iilinols Walnut 20447" Walnut 2-5567° H WAinut 2.2711" 


* of course any of the three can be reached by one call ° 
EW YORK: MU Hut 2-1723 © WILMINGTON: OL 5-6047 © BALTIMORE: SA 7-SI02 © WASHINGTON: EX 9-7444 © RICHMOND: Rt 7-275 


Phone: JUniper 8-7300 


brought to the Atlantic, because in another place, an Atlantic cov- 


er featuring John Masefield has 
heavy red crayon lines on a clip- 
per ship in the background—the 
lines were drawn by Mr. Mase- 
field, to correct the artist on how 
those ships were actually rigged. 

In the wide, dark office of Ted 
Weeks, ninth editor of the Atlan- 
tic, a portrait of James Russell 
Lowell, first editor, looks down 
from over the fireplace. Across 
the room, a glass-enclosed book- 
shelf holds Atlantic books pro- 
duced by Little, Brown & Co., a 
cooperative venture which has 
enabled the Atlantic to encourage 
and find new authors and keep 
them happy, without the restric- 
tions of a full-blown book pub- 
lishing operation. 


® The anniversary issue and its 
attendant work represented a rig- 
orous exercise for Mr. Weeks; 
not only in the physical work in- 
volved, but in point of perspec- 
tive. Once it had been decided 
to reprint portions of the Atlan- 
tic’s 100-year store in a book, the 
next question was whether to re- 
print in whole or to cut. 

His solution: non-fiction was 
cut; fiction and poetry ran 
as originally published. Little, 
Brown’s “Jubilee: 100 Years of 
the Atlantic” doesn’t follow 
chronology, it is centered on gal- 
axies—the Union, the Hub, Love 
in America, etc. 

As Mr. Weeks and his helpers 
worked their way through the 
“embalmed issues,” it was largely 
a matter of “living in two cen- 
turies.” As they familiarized 
themselves with the past, they 
were in correspondence with some 
of the most distinguished writers 
of the present, to make the an- 
niversary trilogy issues spark. 

As they culled what Whittier, 
Longfellow and Emerson had 
written, they were, as well, busy 
trying to get articles which re- 
flected, in Weeks’ phrase, “the 
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COMING NEXT MONTH or pene 


STAR-STUDDED—The Atlantic’s No- 

vember centennial issue cover fea- 

tures contributors—from Heming- 
way to Wilder. 


amenities, anxieties and aspira- 
tions of this year.” 


® It seems to Mr. Weeks that the 
magazine was at its best in times 
of crisis. Its founding in 1857 
was overshadowed by the aboli- 
tion movement and the impend- 
ing civil war, and its centennial 
is a year in which cold war and 
uneasy peace are hallmarks of 
our time, 

The Atlantic Monthly began 
with as distinguished a group of 
writers as ever graced a maga- 
zine: Emerson, Longfellow, Lo- 
well, Holmes. It published such 
unforgettable works as Julia Ward 
Howe’s “The Battle Hymn of the 
Republic” and Edward Everett 
Hale’s “The Man Without a Coun- 
try.” It was for the Atlantic that 
Whittier wrote “Skipper Ireson’s 
Ride,” Holmes wrote the “Auto- 
crat of the Breakfast Table” and 
Harriet Beecher Stowe wrote 
“The True Story of Lady Byron’s 
Life,” an article which so out- 
spokenly revealed Lord Byron’s 
character that subscribers were 
outraged and the magazine near- 
ly failed, 


Classics on the Block 


The Atlantic paid only $6 for 
“The Battle Hymn of the Repub- 
lic,” but that was because Mrs. 


Howe was little known; it was a 
good market for the New England 
literary giants of the past. 
Longfellow received from $150 
to $300 a poem, for example. 
In general, poets did well (Walt 


| Sedgwick acquired it. 


| 
From a business standpoint the 


| Atlantic was never healthier. Its 
circulation is at a record level, 
and the advertising volume is ris- 
ling (the Harper-Atlantic Sales 


Whitman was an exception—he| operation is a source of great sat- 
got $20 for a long poem, $6 each |isfaction to Messrs. Crockett and 


for two short ones; Whitman was 
difficult for the Atlantic editors 
to stomach anyhow, because he 
wouldn’t rhyme). 

Mark Twain got around $12 a 
1,000-word page for his published 
work in the Atlantic, but it took 
Bret Harte to cash in on an edi- 
tor’s anticipation. William Dean 
Howells signed a $10,000 contract 
with Harte for everything he 
wrote for a year (remember, $10,- 


000 was then worth what $65,000 | 


would be today) and received ex- 
actly four stories, seven poems, 
and an outline for a novel. The 
contract was not renewed. 


® The Atlantic published Hem- 
ingway’s “Fifty Grand,” that clas- 
sic of the ring, and the anniver- 
sary issue was promised a Hem- 


ingway story. When “Man of the | 


World” (the title of the promised 
story) failed to turn up, Mr. 
Weeks cabled Mr. Hemingway, 
fearful that the problem of minor 
revolution and major censorship 
had jammed the manuscript in 
the mails. 


A friend brought out an envel-| 


ope from Hemingway, who had 
sent the original on schedule— 
but the envelope contained two 
short stories, not one, and both 
deal with blindness. 


| Snyder). 

Rolling into its second century, | 
jand committed to the publica-| 
tion of three “supplements” a| 
lyear, patterned after its success- | 
|ful trilogy this fall, the Atlantic | 
can recall with pride its original | 
definition of aim: “. It will | 
jnot rank itself with any sect of | 
anties; but with that body of men| 
| which is in favor of Freedom, Na- 
‘tional Progress and Honor, wheth- | 
er public or private.” + 
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FORT WAYNE, INDIANA 


“The Opportunity Uatket— 
BUYING POWER UP 40.5% IN TEN YEARS 


Since 1947, Fort Wayne metropolitan area buying 
power has increased a healthy 40.5%. It’s now $448,- 
702,000. Retail sales have leaped 51.1% in the 10-year 
period and the number of families has increased 
29.6%. Why not place your advertising where people 
have more money and spend it. 


FORT WAYNE 


FORT WAYNE NEWSPAPERS, INC., Agent 


The News-Sentinel * THE JOURNAL- GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


| 
| 
| 


| 


The Atlantic editors have been | 
essayists (Lowell), novelists (Ho- 
wells), diplomats (Page), teach- 
ers (Perry). Some of the nine) 
were of short tenure; Ellery) 
Sedgwick (who took over the At- | 
lantic from Houghton Mifflin and 
revived it from 10,000 circulation | 
to 135,000 circulation) was its edi- 
tor for 30 years; Mr. Weeks has | 
been in the chair for nearly 20) 
years. Circulation has moved from | 


105,000 in 1940 to 251,000 in 1957. 


@ While there have been nine 
editors, the magazine has had 
eight publishers. Phillips, Samp- 
son & Co. was the first, from 
1857 to 1859. Then came three 
successive changes before H. O. 
Houghton & Co. acquired the 
property in 1874. This was the 
forerunner of Houghton, Mifflin 
& Co., which published the maga- 
zine from 1880 to 1908, when Mr. 
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SEND FLOWERS 


-BY-WIRE 
THRU 11,000 MEMBERS OF 
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last all year long) 


For a different Christmas gift to business friends why not send hand- 
some plants. They add a colorful, masculine touch to any office, and 
serve as permanent reminders of your thoughtfulness. 


You may send plants anywhere thru the world-wide 
facilities of FTD. It’s easy and inexpensive. Just 
have your secretary call or visit the florist who dis- 
plays the famous Mercury emblem. He'll take care 
of your entire Christmas list— painlessly. Delivery 


is guaranteed. 


This emblem guarantees absolute satisfaction 
or your money cheerfully rejunded. 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


The “4th Annual Continuing Report” | 


of the likes and dislikes of regular 
Super Market customers has recently 
been completed by the Burgoyne 
Grocery and Drug Index. 


More extensive and revealing than 
previous studies, its conclusions are 
based on 1500 interviews with Super 
Market shoppers in four major cities. 
If you'd like to know what influences 
Mrs. America to go to any particular 
Super Market—factors like low 
prices, convenient location, quality 
and freshness of meats, variety of 
merchandise and much more—this 
study will tell you. It will tell you 
why and to what degree customers 
shop around in Super Markets, too! 


x*rk 


Findings over the four successive 
years this survey has been made 
show that the Super Market business 
is experiencing all the physical and 
operational changes of any fast 
growth business. 
For the Super 
Market operator, 
determining the 
exact balance 
between the 
changes condu- 
cive to efficient 
Super Market 
operation — and 
the changes in 
the wants and 
desires of customers—is a coveted 
objective. This 4th Annual Continu- 
ing Survey brings this balance into 
clearer perspective. Obviously, its 
disclosures are equally valuable to 
suppliers. 


x** 


Although this study is made as a 
service to our Super Market friends 
—its disclosures about the attitudes 
and buying habits of Super Market 
shoppers clearly define the sales tar- 
get for national advertisers. Your 
copy of this “4th Annual Continuing 
Report” will come to you for one 
dollar sent to our Research Director. 


cata fs cave Joe 
ee ae 


FIRST WATIONAL BANK BLDG., CINCINNAT! 2, OHIO 


Defebaugh 
Strauchen 


FOUR A’S GROUP ELECTS—Officers of the newly organ- 
ized Cincinnati council of the American Assn, of Ad- 
vertising Agencies are C. M. Robertson Jr., Ralph 
H. Jones Co., president; Edmund R. Strauchen, 
Strauchen & McKim Advertising, vice-chairman; C. 


Acomb 


Robertson 


Sive Magro 


Martin 


Thomas Martin, Stockton, West, Burkhart, secre- 
tary-treasurer; James E. Defebaugh, Campbell- 
Ewald; Robert Acomb, Robert Acomb Inc.; Leonard 
Sive, Leonard M. Sive & Associates, and John Mag- 
ro, Erwin, Wasey, Ruthrauff & Ryan, governors. 
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‘Ford Offers 4-Year 
Scholarship to 
Teen Age Reporters 


| DEARBORN, MicH., Oct. 8—The 
Ford division of Ford Motor Co. 
has invited 175 newspapers, which 
are sending reporters to cover 
Ford’s 1958 new model press pre- 
view here Oct. 15 and 16, to send 
in addition a local teen age jour- 
nalist at the division’s expense. 

Ford is offering a four-year, all- 
|expense scholarship to the student 
|who submits the best news report 
of what he sees at the press pre- 
|view. More than 140 newspapers 
| already have accepted the compa- 
| ny’s invitation. 
| The winning news story will be 
| selected by a panel of three judges 
—all newspaper publishers. The 
judges will not know the names or 
jhome towns of the students sub- 
mitting the stories. 

The scholarship is being offered, 
Ford said, because “it is important 
to the nation and to the car indus- 
try that some of the best young 
minds continue to be attracted to 
the nation’s editorial rooms, since 
the impressions most people re- 
ceive come from the newspaper 
columns.” # 


O'Sullivan Joins Cooney 
Thomas V. O’Sullivan, former- 
ly with Carl Byoir & Associates, 


ANPA Protests Rule 
Banning Advertising 
by Patent Agents 


WaAsHINGTON, Oct, 8—Protests by 
the American Newspaper Publish- 
ers Assn. have failed to persuade 
the Patent Office to abandon a 
proposal which would eliminate 
advertising by agents who handle 
patent applications. 

The Patent Office had an- 
nounced that it plans to hold a 
hearing Nov. 19 on the proposed 
rule, but ANPA General Manager 
Cranston Williams had written 
that no further consideration 
should be given to any regulation 
which makes it impossible for 
people to advertise “truthfully 
and accurately.” 

In a letter to Mr. Williams, Pat- 
ents Commissioner Robert C. 
Watkins said, “Neither the De- 
partment of Commerce nor the 
Patent Office is opposed to truth- 
ful advertising as a merchandis- 
ing stimulant. 

“At the same time, however, 
there seems to be a rather strong 
feeling on the part of many who 
are familiar with the work of the 
Patent Office and who are con- 
cerned with its welfare, that ad- 
vertising by those who represent 
others in the prosecution of ap- 
plications before the office should 
be discontinued. 

“The sentiment in favor of the 
adoption of such a rule is suffi- 
ciently strong to warrant the ini- 
tiation of the proceeding men- 
tioned in our notice.” 


® The commissioner noted that a 
rule prohibiting advertising by 
trademark agents has been used 
by the Patent Office since 1950. 
He said at least three departments 
of government and four admin- 
istrative agencies have adopted 
rules prohibiting advertising for 
the purpose of soliciting business 
by persons who practice before 
those departments and agencies. 

Mr. Williams subsequently re- 
newed his opposition, and stated 
that ANPA will probably appear 
in opposition to the rule if the 
hearing is held. 

“The public has a right to know 
what patent attorneys are avail- 
able and can best secure this infor- 
mation through advertisements,” 
Mr. Williams replied. “As I wrote 
you in my letter of Aug. 30, truth- 


ful advertising actually serves the 
public interest and to prohibit such 
advertising is a public disservice. 
Individuals not connected with big 
corporations need the information 


the North American representa- 
tive of British Rate & Data and 
Atom Industry, published by Val- 
lancey Press Ltd., London. 


New York, has been named vp in 
charge of public relations of Coon- 


ey & Connor, Worcester, Mass. 
The agency’s pr department is 
new. 


on these advertisements to protect 


their right to their inventions.” 
He lamented a growing tendency 
on the part of government to is- 
sue rules restricting advertising. 
“The ANPA would have no ob- 
jection,” he said, “to prohibition 
of advertising that is false or} 
misleading. However, there are| 
many ways in which false and 
misleading advertising can be 
stopped. If, as you say, neither 
the Department of Commerce nor 
the Patent Office is opposed to 
truthful advertising, why not 
promulgate a rule which is di- 
rected against false and mislead- 
ing rather than all advertising?” + 


‘British R&D’ Names U.S. Rep 
Edward J. Breen, 400 Madison 
Ave., New York, has been named 


* 


GRAPHIC VISUAL CONTROL 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36, N. Y. 


%& BOARDMASTER Visual Control 
Saves You Time, Money. 

%& Gives Graphic Picture of Your 
Operations. Stops mixups. 

%& Simple to Operate. Write on 
Cards, Snaps in Grooves. 

%& Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 

%& Made of Metal. Compact and 
attractive. 200,000 in Use. 


Full price $49.50 with cards 


— c 24-page illustrated 
FREE 


BOOKLET No. V-500 
Without Obligation 


Write or Call Wisconsin 1-8444 


“What! I'm Missing 
40% of the Market 7” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: Why am I missing over 40% of the 
Memphis market, and how can I best advertise to 
reach—and sell—ihis market? 


Mr. Pepper: You may well have been missing over 40% 
of the Memphis market—the N: in the Memphis 
trading area—if you haven't realized that this market 
can sold effectively, as a unit, through one medium 
and one medium alone. WDIA. 


Mr. Ferguson: Low Negro newspa 
and magazine readership and the low 
percentage of television ownership 
among Negroes mean that the Negro 
cannot be reached effectively with 
these media. WDIA, the first radio sta- 
tion in this area to broadcast for Ne- 
‘of : groes only, programs exclusively to 

t e Negro. And in its coverage, IA 
\' reaches 1,237,686 Negroes—over one- 
tenth of the Negro population of the 
United States! 


Mr. : WDIA has the Memphis Negroes’ loyalty, 
and it their listenership! Within one year after its 
change to exclusive Negro progr: 

WDIA jumped to first position in ove 
audience in every rated time period. It 
has maintained top bracket ranking in 
Memphis year after year ever since. 
Mr. Ferguson: Memphis N: consider 
WDIA Ley ose. Its : ems staff am 
entertains for egro alone, exerts an unma 
personal appeal to command his loyalty! 


if 


He buys the products advertised on his station. 


Mr. Pepper: The Negro has become a vital factor in the 
Memphis area’s booming economy. He is buying more 
consumer goods. 


Mr. Ferguson: He is buying more goods because he has 
a higher comparable income than Negroes in any other 
area in the whole country! According to 
a 129-city survey by one of the country’s 
largest corporations, Memphis ranks first 
in ratio of total Negro to total white in- 
come. In Memphis, there is $28.79 of Negro 
income for every $100 of white income. 
Compare this with $6.59 for every $100 in 


New York .. . $8.72 for ev 100 in 
Philadelphia! = 
Mr. Pepper: And last year, with total earnings of $616,- 


294,100, egroes in the Memphis market spent, on the 
average, 80% of this income on consumer goods. N: 

buy 63.8% of all the flour sold in Memphis .. . 52 of 
the shortening . . . 45.6% of the women’s shoes! 


Mr. Ferguson: WDIA delivers this portion of the Mem- 
phis trading area to you as a unit! It’s a ready-made 
audience, and a ready-made market. 


Mr. Pepper: With the only 50,000 watt transmitter in the 
area, IA couples power and coverage to deliver 
hard-hitting sales penetration to this mass market. 


Mr. Ferguson: WDIA consistently carries a larger num- 
ber of national advertisers than any 

other radio station in Memphis. 

its for scores of such national ad- W 

us about the product you want to 

sell. WDIA’s unmatched combination 

of personal caper and hard-hitting salesmanship can 


vertisers as Procter and Gamble, 
Nabisco, General Foods and Ford! 


Its high-powered salesmanship has 
on figh volume sales ond rof- 
Mr. Pepper: Write us today and tell 
mean sales for you! 


Mr. Ferguson: Let us show you how WDIA can deliver 
—as a unit—the a market you’ve been missing! 
WDIA is represen nationally John E. Pearson 
Company. 

Commercial Manager, Harold F. Walker 
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Lorillard Says 
Kents Lead N.Y., 
L.A. Filter Sales 


‘Reader's Digest’ Story 
on Low-Nicotine, Tar 
May Have Helped Boost 


New York, Oct. 10—Kent cig- 
arets are now first in sales among 
filter-tip brands in New York and 
Los Angeles. 

That claim was made by P. Lor- 
illard Co. in full-page newspaper 
ads in New York Oct. 7 and in 
Los Angeles on Oct. 8. 

The company refused to confirm 
its claim with factual] data. In the 
trade here opinions vary. One ad- 
vertising executive pointed out that 
a ruling by the Federal Trade Com- 
mission in 1956 held that no com- 
parative sales figures should be 
used in advertising unless the ad- 
vertiser was prepared to justify 
his claims before the commission. 

Several tobacco jobbers con- 
ceded that it is quite probable Kent 
has moved ahead of competitive 
brands in the New York area. 
Kent sales have grown substan- 
tially, they say, since an article 
in the August issue of Reader’s 
Digest (AA, Aug. 5) reported that 
the Kent Micronite filter showed 
up in independent laboratory tests 
as more efficient than most. About 
the same time, Kent announced 
its improved Micronite filter, and 
Lorillard reported sales of Kent 
had increased 500% during the 
preceding two months. 


s During the first six months of 
’57, tobacco jobbers told ADVERTIS- 
ING AGE, the leading filter brands 
were Winston, Viceroy, L&M and 
Marlboro, in that order. Kent was 
an also-ran. 

But since August, tobacco job- 
bers say, although the opinion is 
not unanimous, Kent has surged 
ahead in the local market, edging 
out Winston for first place. Win- 
ston, however, according to most 
authorities, is still the leading 
brand nationally among the fil- 
ters. But in New York, at least, 
Kent apparently has had some- 
thing of a phenomenal sales rise 
during the past several weeks. 


s Accepting the company’s state- 
ment that it has increased pro- 
duction four-fold since July 1, and 
that sales of Kent for the first 
six months of °57 equalled the 
whole of '56, which was 3 billion 
units, four times that would be 12 
billion cigarets as the potential 
sales figure for Kent in °57. This 
would indeed be sensational. 

But the catch is that Lorillard 
has not said how much of its four- 
fold production increase applies to 
Kent. It also markets other brands 
—Old Gold, Embassy and Newport. 
It’s generally conceded that the 
three brands, with the possible ex- 
ception of Newport, introduced 
early this year, have not had any 
outstanding sales increases. 


s In addition to the Reader’s Di- 
gest articles on filter-tip cigarets, 
which gave Kent a big boost, Lor- 
illard has been giving the brand 
full advertising support. A year 
ago, the biggest part of the Lor- 
illard budget, then estimated at 
$14,800,000, was concentrated on 
Old Gold. The company’s current 
advertising expenditure is esti- 
mated at $20,000,000. Although the 
new Newport mentholated filter- 
tip and Old Gold have received 
solid support, Kent lately has 
been given the full treatment 
in newspapers, magazines, outdoor, 
and on radio and television. The 
shift of emphasis to Kent has been 
more pronounced during the past 
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BOLD CLAIM—P. Lorillard Co. broke 
this ad in New York newspapers 
Oct. 7, and a similar ad in Los An- 
geles Oct, 8, claiming Kent cigarets 
first in sales in each market. Len- 
nen & Newell is the agency. 


month. 

In August, Lorillard moved its 
Kent and Newport brands out of 
Young & Rubicam to Lennen & 
Newell, which has handled Old 
Golds off and on for 30 years (AA, 
Aug. 26). At the time there was 
much speculation, but no expla- 
nation by the company. However, 
it is known that the change was 
made personally by Lewis Gruber, 
Lorillard president, who has had 
close relations with Lennen & 
Newell since his days as Loril- 
lard’s sales director. 

Some local tobacco jobbers, 
while admitting Kent has had a 
big sales increase, insist that Marl- 
boro, Winston and L&M sales are 
so close to Kent’s it’s almost im- 
possible to say which, at this time, 
is the leader. They say it is dif- 
ficult to determine which is top 
brand, because demand fluctuates 
constantly in a market such as 
New York with its population fluc- 
tuating continually with the in- 
flux of people from all parts of 
the country. #+ 


Truman Warns 
NARTB on Its 
Pay TV Attitude 


(Continued from Page 1) 
permanent monopoly on anything.” 

Mr. Truman told the group it 
has the greatest opportunity of any 
group of men and women in the 
nation to “see if you can’t put 
something before the public to 
make this a better place in which 
to live.” 

A few hours earlier Harold E. 
Fellows, NARTB president, had 
warned against pay tv “schemes,” 
which “would add millions of dol- 
lars to entertainment costs of the 
public, mainly for programming 
similar to that which they have 
been receiving free.” + 


‘Time’ Figures Corrected 

An error was made in advertis- 
ing and linage figures of the Latin 
American edition of Time, report- 
ed in the Oct. 7 issue of ADVERTIS- 
Inc AGE. Time Inc., which supplied 
the figures, reports that the cor- 
rect figures are: 154.1 pages in 
September, 1957, and 106 pages in 
September, 1956; 977 pages for 
January-September, 1957, and 887 
pages for January-September, 
1956; 63,185 lines in September, 
1957, and 44,520 lines in Septem- 
ber, 1956; 410,340 lines January- 
September, 1957, and 372,440 lines 
January-September, 1956. 


‘Missile Design’ Names Purcell 

Missile Design & Development, 
New York, has appointed Vincent 
T. Purcell, 317 Stephenson Bldg., 
Detroit, its Michigan representa- 
tive. 


Jesse H. Neal, First 
Executive Secretary 
of ABP, Dies at 83 


New York, Oct. 9—Jesse H. 
Neal, 83, first executive secretary 
and one of the organizers of As- 
sociated Business Papers (now 
Associated Business Publications), 
and a former general manager of 
American Paper & Pulp Assn., died 
Oct. 7 of a heart attack at his home 
in Dunedin, Fla. He and Mrs. Neal 
had celebrated their 60th wedding 
anniversary July 28. 

Mr. Neal was executive secre- 
tary of ABP from 1916 to 1926. He 
used his own money to furnish 
and pay the rent for the organiza- 
tion’s first office until membership 
dues were sufficient to take care 
of running expenses. 

As operating head, he started 
ABP’s agency relations and credit 
service, organized its uniform prac- 
tices committee, formed the Na- 
tional Conference of Business Pa- 
per Editors, established ethical 
standards, and made the editorial 
and advertising values of business 
papers: more widely appreciated. 


s During his 11 years as spokes- 
man for ABP, Mr. Neal was also 
treasurer of the National Assn. 
of Better Business Bureaus; sec- 
retary-treasurer of the Publishers 
Advisory Committee; vp of the Na- 
tional Assn. of Sales Executives; 
and a director of the Technical 
Publicity Assn. and of the Adver- 
tising Club of New York. 

During World War I, he served 
as a director of the division of ad- 
vertising of the War Information 
Board, and after the war led a 
delegation of business publishers 
abroad as guests of the British and 
French governments to study re- 
construction problems. Mr. Neal 
also spearheaded the business pa- 
per drive that helped to dispose of 
surplus war equipment. 


s Earlier in his career, Mr. Neal 
had worked as an advertising 
salesman on various newspapers 
in the Midwest, and at one time 
was associated with advertising 
agencies in St. Paul, Minn., and 
Cleveland. 

Previous to taking over at ABP, 
Mr. Neal handled special sales as- 
signments for United Publishers 
Corp. (now the Chilton Co.). 

After leaving AEP in 1926 be- 
cause of ill health, he became gen- 
eral manager of American Paper 
& Pulp Assn. in 1929, serving for 
about two years, and then did spe- 
cial work for the Simmons-Board- 
man Publishing Cory He retired 
about 1935 and became a resident 
of Florida. 

Three years ago, ABP estab- 
lished its annual Jesse H. Neal 
achievement awards for outstand- 
ing editorial work. 


James E. McConnell, 
Canadian Agency 


Pioneer, Dies at 79 


Lonpon, Onrt., Oct. 10—Board 
chairman James E. McConnell, 79, 
of McConnell, Eastman & Co. Ltd., 
and a pioneer in Canadian adver- 
tising, died at his home last night. 

A native of Walkerton, Ont., he 
began his career with the McClary 
Mfg. Co., at London. In 1903 he 
opened one of the nation’s first ad- 
vertising agencies. 

He and an associate, M. M. Fer- 
gusson, developed the business that 
came to be known as McConnell & 
Fergusson, and branches were 
opened at Winnipeg, Toronto, Van- 
couver and Montreal. 

The agency altered its name to 
the present form when it took over 
the Morgan Eastman agency, of 
Vancouver. Mr. McConnell retired 
from the presidency in 1953 and 
was succeeded by his son, J. E. 


McConnell Jr. 
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LUSH—Wunda Weve Carpet Co. opens its fall campaign with this 


Beautiful and Living for Young 


red, rose and gold ad in the Oct. 15 Vogue. It will also run in House 


Homemakers. Monroe F. Dreher 


Inc, is the agency. 


Brussels World's Fair, 


New York, Oct. 8—Howard S. 
Cullman, U.S. commissioner gen- 
eral to the 1958 Brussels World’s 
Fair, warned today that reports 
from abroad indicate that the So- 
viet Union has mounted an $11,- 


‘$64,000 Question’ 
on Skids, Critics Say, 
But Rating’s Healthy 


New York, Oct. 10—What’s hap- 
pening to the “$64,000 Question’? 
they were asking this week. What 
with Jack Benny quitting after 
his first question and an audience 
participation bit to begin next 
week, is the show on the skids? 

Harriet Van Horne’s column in 
the New York World Telegram & 
Sun on Tuesday’s show was head- 
lined: 

“Decline and Fall 
of the Giveaway” 

The New York Times said, “Jack 
Benny in a $64 publicity stunt,” 
and the New York Journal-Ameri- 
can headed a non-committal ac- 
count of the incident with “Trying 
for $128 Hits Sour Note.” 

If the show is in trouble you'd 
never know it by the Trendex rat- 
ings. Although the show will never 
hit its first season peak of ratings 
in the 40s, a very respectable 
Trendex of about 28.5 was report- 
ed on the night Jack Benny made 
his early exit. 


= In the previous week’s show on 
Oct. 1, the “Question” drew 20.8 
from Trendex against 17.6 and 9.1 
for the opposing NBC and ABC 
shows, respectively. On Sept. 3, 
the “Question” drew 19.5 as a 
Trendex rating, again outdistanc- 
ing opposition. 

Revlon denied that it was a 
partner in an exploitation stunt in 
getting Mr. Benny on the show. 
Also, the company said, it was 
merely the sponsor of the quiz 
show, owned by Entertainment 
Productions, which selects contest- 
ants and decides on innovations in 
format. 


= Contestants in the past such as 
Randolph Churchill, Boris Karloff, 
Explorer Peter Freuchen and Lina 
Basquette, silent movie star, have 
also been celebrities, Revlon said. 
Approximately 10 such celebrities 
have been used as contestants by 
“$64,000 Question” so far. How- 
ever, nobody but Mr. Benny 
walked away with $64 for answer- 
ing one question. 

A millionaire contestant is sched- 
uled to appear on next Tuesday 
night’s show. The millionaire has 
no need of $64,000, so the money 
will be presented to some lucky 
person in the viewing audience, 
Revlon announced. Hopeful view- 
ers are now flooding the mails 
with post cards to the show. # 


Russia Mounts $11,000,000 Ad Barrage for 
Cullman Tells PR Men 


000,000 advertising and promotion 
budget for its participation in the 
fair. 

Speaking at a luncheon meeting 
of the American Public Relations 
Assn., Mr. Cullman gave this fig- 
ure in an appeal for more financial 
support from private industry. 

“Frankly,” he said, “we can’t do 
the job we think ought to be done 
with the funds available to us from 
federal sources alone.” 

The Brussels World’s Fair, which 
opens next April, will run for six 
months. It is the first world’s fair 
to be held since the New York 
fair of 1939-40. More than 35,000,- 
000 visitors are expected. 48 na- 
tions will participate. 


s “I think you will agree with 
me,” Mr. Cullman said today, “that 
this is the greatest single opportu- 
nity since before World War II 
of presenting the U.S. to the people 
of Europe and of the world.” 

Mr. Cullman noted that Congress 
has given his office a budget of 
$12,345,000. Half of this sum has 
already been spent on the U.S. 
pavillion (a plastic and steel con- 
struction located between the Rus- 
sian pavillion and the Vatican 
building), Belgian taxes and com- 
pulsory insurance. 

Mr. Cullman reported that Ford 
Motor Co. has contributed $200,- 
000 and a “similar contribution” 
has come from International Busi- 
ness Machines. Other companies 
have made smaller contributions. 


s “These patriotic firms are using 
this fair as a public relations ve- 
hicle to further their worldwide 
status,” he pointed out. “But at 
the same time they are perform- 
ing a pr job for the U.S. that can- 
not be measured in dollars or 
newspaper lines. This could only 
be measured in our success in talk- 
ing to our friends and in the subtle 
inroads into the Communist-dom- 
inated countries.” 


K&E Shifts Three to Chicago 

Kenyon & Eckhardt has trans- 
ferred three supervisors from New 
York to the Chicago office. They 
are Joseph P. Franklin, research; 
Frank Martello, tv-radio commer- 
cial production, and Lawrence 
O’Neill, tv-radio program planning. 
In addition to his tv supervisor 
duties, Mr. O’Neill will be an ac- 
count executive on the Blatz 
Brewing Co. account. 


Gore, Smith Has Seabrook 
Gore, Smith & Greenland, New 
York, is the agency for Seabrook 
Farms, not N. W. Ayer & Son, as 
ADVERTISING AGE reported incor- 
rectly last week in a story about 
Seabrook agreeing to process and 
sell some of Minute Maid Corp.'s 
line of Snow Crop foods. Ayer lost 
the Seabrook account last May. 
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THe ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 
per line. Add two lines for box number. 


spaces per line; upper & lower case 40 
Closing deadline: Copy in written form 


in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30; 1957 


39,430 


HELP WANTED 


HELP WANTED 


ADVERTISING SALESMAN, 28-45, to 
cover Ohio, Michigan, Western N.Y. area 
(probably hdqtr Ohio) for monthly busi- 
ness publication. Constant travel and car 
essential. Magazine is first in competitive 
field. This territory has never been cul- 
tivated or assigned, yet commissions 
from house business alone in area will 
almost support a man. Impressive ten- 
tial with grade A prospect list. In relative- 
ly short time, right man will grow into 
five-figure income. At beginning, a satis- 
factory comm and draw\|expense arrange- 
ment will be worked out. Qualified men 
write, giving business history. 
Box 9936, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St., Suite 1302-4 
WRITER-PRODUCTION MAN FOR 
SOUTHWEST COMPANY MAGAZINE 
Skill and imagination are the principal in- 
gredients needed in a man in his twenties 
or thirties to fill a good spot on our com- 

ny magazine. Design and execution of 

youts, writing of sharp, vivid articles for 
the magazine form the heart of this job. 
The position would be of particular inter- 
est to a man who likes to travel from time 
to time. To a person with an affinity for 
a dry, sunny climate in a medium-sized 
city, the job would be especially desirable. 


Box 9937, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 
WELL ESTABLISHED MOTION PICTURE 
PRODUCTION STUDIO WANTS BETTER- 
THAN-AVERAGE SALESMAN. FORMER 
CONTACT AND BACKGROUND WITH 
AD AGENCIES AND IMPORTANT EDU- 
CATIONAL AND INDUSTRIAL CLIENTS. 
MUST BE A SALES PRODUCER AND 
HAVE HAD FILM EXPERIENCE. 
Box 9962, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 


Editors 


Andover 3-4424, 105 W. Adams St., Chgo. 8 


ARTIST—Paste-up and keyling to start, 
with layout and design potential, in 5-man 
art dept. of growing medium-size Chicago 
agency, Excell. opport. for young man 
with ability and ambition wanting a stable 
varied future. 

Phene Franklin 2-8154, Ladd, Southward 
& Bentley Inc., Chgo. 


ASSISTANT TIME BUYER 
FOR ADVERTISING AGENCY HAN- 
DLING MAJOR NATIONAL ACCOUNTS. 
MUST BE EXPERIENCED ESTIMATOR 
EXCEPTIONAL CAREER OPPORTUNITY. 
SALARY OPEN. BENEFITS. 35 HOUR 
WEEK. WRITE FOR APPOINTMENT. 
Box 9966, ADVERTISING AGE 
200 E. [llinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 
$20,000—$30,000 


Rapidly-growing Midwest agency seeks 
top-drawer man with strong B/G foods 
and related packaged goods. Should be 
creative. Will become officer and man- 
agement team member. Unusually fine 
opportunity. Contact me in confidence. 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. « Chicago « WA 2-4800 


LAYOUT MAN FOR ART DEPT. 

OF LARGE ELECTRONICS FIRM 
You are the man if a few years of expe- 
rience has groomed you for a more major 
assignment, if you have a definite creative 
flair and a good working knowledge of 
type and production. 


The company is a leader in the electronics 
field. Large in size, employing 10,000 
people in Midwest, Southern, and West 
Coast locations. The art department is a 
section of a large advertising department. 
You will be the ‘second man’ in the art 
section. You will lay out booklets, bro- 
chures, and merchandising materials. 


The city, located in the Midwest, has a 
population of 90,000. It is a progressive 
community, with its own symphony, art 
association, and little theatre. Schools and 
residential areas are the finest. 


Among the advantages this job offers are: 
freedom to express your ideas, an interest- 
ing variety of work, the security and 
extra-benefits of a large company, physi- 
cally and socially pleasant working con- 
ditions, a good starting salary, a key po- 
sition now in a department which is grow- 
ing fast. Send samples, resume and letter. 
All samples will be returned promptly. All 
applications will receive serious consider- 
ation and an answer. Apply to— 
Box 9951, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


COPY-CONTACT MEN 
We are looking for two thoroughly expe- 
rienced, creative contact men who can 
manage big ticket and traffic appliance 
accounts. They also must have real ability 
to plan, create, and write good, sound sell- 
ing copy for trade compaigns and all forms 
of collateral material. We are a young, 
growing agency serving leading national 
accounts. Pleasant living and working con- 
ditions in small resort area town 100 miles 
from Chicago. Send complete resume and 
salary requirement. 
Box 9952, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA. 7-1991 Chicago 


Top dollar for experienced creative copy 
gal or man to assume copy directorship of 
50,000 watt, clear channel radio voice in a 
thriving midwest community of 100,000. 
Send resume, photograph and samples of 
copy writing to Alan Henry, KXEL, 
Waterloo, Iowa. 


Chicago office, Katz Agency, Prudential 
Building seeking qualified television sales- 
man for immediate employment. Prefer 
man already known to trade in Chicago 
area. Write Gerald H. Gunst or phone Mo- 
hawk 4-7150. 

A Spanish guide-novelette on N.Y., 10 
years old, without rival, highly endorsed, 
wants salesman or agency to sell space on 
commission basis. Over 1,000,000 Latin 
Americans come yearly to U.S. Tremen- 
dous potentialities. P.O. Box 182, Murray 
Hill Station, New York 16, N.Y. 

ADVTG. MGRS. - COPY WRITERS 
EDITORS - PUBLIC RELATIONS 
SALES PROMOTION - ACCT EXECS 
Serving both Employer and Employee 
SHAY AGENCY, 30 W. Washington, 
Chicago. 

Regional Adv. Rep., under 40, for small, 
compact ABC of southern Michigan com- 
munity papers. Liberal straight salary plus 
expenses. Experience, contacts in food and 
automotive fields sought. Permanent job, 
fine opportunity for a young hustler. 


Write: Lapeer (Mich.) County Press. 


PUBLISHER WHO 


. .. but you're caught in the 
competition. 


Are we “mind-reading?” Not 
inevitable facts of business-pape 


the $150,000 bracket are losing 
for you as you attempt to “go } 
Enter into an arrangement wi 


tion, editorial and sales faciliti 


RETAIN YOUR IDENTITY. 


gain, nothing to lose. No “gim 
described is already successfully 
and complete confidence. 


DAVIDSON PUBL 


PLEASE REPLY T 


MEMO TO A YOUNG BUSINESS-PAPER 


Your current record is satisfactory, your future looks promising 
squeeze” of high costs and tougher 


shown that over half of all business magazines with an income in 
block on the path of success, especially if time is of the essence 


We have a simple solution. It’s certainly worth talking over. 


which only a share of total overhead (costly production, promo- 


in our over-all company activities, if you wish. Everything to 


“p 
NEW YORK @ CHICAGO e¢@ DULUTH 


405 E. SUPERIOR ST., DULUTH 2, MINN. 


1S GOING PLACES 


at all... merely describing the 
*r life today. A recent study has 


money. That’s a formidable road- 
ylaces.” 
th our multi-magazine house, in 


es) will be assessed against you. 
Become a permanent participant 


micks” or “ifs.” The program as 


in effect. Let’s talk .. . in detail 


ISHING COMPANY 


© DULUTH OFFICE 


Know art, 
in litho, letterpress, publ. and package. 
Worked in agcy, engrav. print and publ. 


POSITIONS WANTED 


“GRAPHIC ARTS MECH. PRODUCTION 
type, plates, schedules, costs 


Box 9867, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXEC. ART DIR., 35, HIGHLY 


CREATIVE, MODERN LAYOUT DESIGN. 


Box 9923, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

SALES PROMOTION MANAGER 

AVAILABLE SOON 

12 years with 4-A agency. Impressive 
background. Knows production, media, 
collateral material. Wish to make change 
by first of year for greater opportunity. 
Age 45. Base $10,000 

Box 9953, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPEECHES, articles, reports; news re- 
leases, editing—the old pitch with a fresh 
twist. Best rates. Price Service, 409 W. 
First St., Genoa, Il. 
YOUNG CREATIVE WRITER 
Coll. Grad, deaf, lipreading varies. Have 
won state & national coll. writing awards. 
Listed in '57 edition of Who’s Who Among 
Students in Amer. U. & Coll. Need experi- 
ence and want demanding work as copy- 
writing trainee or other writing job. Res- 
ume upon request-will relocate. 
Contact L. M. Nance Box 312 

Lancaster, Ohio 


POSITIONS WANTED 
MR. EXECUTIVE. Competent young fam- 
ily man seeks challenging situat. offering 
growth potential as ASSISTANT TO TOP 
EXECUTIVE. Sales Prom. P.R. Admin. 
Managerial Bkgrd. 
Box 9958, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
EXPERIENCED adv. artist—idea man in- 
terested in by-mail assignments. Layouts- 
cartoons - illustrations. 
Box 9959, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV. MGR. — ACCT, EXEC. 
Strong creative background, 8 yrs’ exp on 
consumer package goods. Agency and Mfg. 
Now with a national company. 
Box 9960, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
NEW BUSINESS GETTER SUBLIMINAL 
tells him go back in agency end. Now V.P. 
in audio visual field. Diversified exp. in 
space, radio-TV. Self-starter: top ref. 
Box 9964, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INTERNATIONAL AD MGR, 
Young man (30) with manufacturing, re- 
tailing and 4A agency experience seeks 
position with international agency or man- 
ufacturer. Speaks and writes Spanish flu- 
ently. Knowledge of international adver- 
tising. Will consider position overseas. 
Box 9963, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 


ADVERTISING MANAGER 
Presently Acct. Exec. in 4A agency. Expe- 
rience in promotion, merchandising and 
advertising diversified products. Heavy in- 
dustrial. Age 30, B.S. Will relocate. 

Box 9954, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TOP EXECUTIVE MARKETING 
ADVERTISING MERCHANDISING 
desires position on west coast 

experience in all types of distribution 

heavy industry to grocery 
chemicals to cosmetics 

Supervises top national TV 

Currently responsible 6 million Ad Budget. 
Box 9955, ADVERTISING AGE 
Ave., New York 17, N. Y. 


TOP SALES 
REPRESENTATIVE 
Photographic Studio 


One of New York City’s outstanding pho- 
tographic studios, with recognition by top 
advertising agencies working on major 
national accounts, is looking for a high 
calibre sales representative who has firm- 
ly established contacts. To qualify for this 
position, the person must be presently en- 
aged in selling photography for advertis- 
mg. Earnings potential is limited an 
opportunity to share in profits may be 
available in the future to the right person. 
Only individuals with complete qualifica- 
tions for this exceptional opening will be 
considered. Your reply should contain com- 
plete details and will be treated with the 
utmost fid Our employ ave 
been informed of this advertisement. 


r 


BOX 338, 1501 B’WAY, N. ¥. 36, N. ba, 


-... 


You Need A 


SALES MANAGER 


With Production 
Experience... 


and 22 years with one 
of largest National Food 
Manufacturing distribu- 
tors . . . Proven ability 
to train, organize and 
produce results .. . 
Present area sales from 
800,000 yearlyto4 
million during past 7 
years . . . Interested in 
organization with par- 
ticipating opportunity 
. . « Considerable 
military sales knowledge 


... Willing to invest... 


WRITE 

Box 778, Advertising Age, 
480 Lexington Ave., New 
York 17, N. Y. 


NEED A JUDICIOUS ICONOCLAST? 
7 yrs. advertising and top admin. exp. 
Presently agency copy-contact. Brilliant, 
young, creative, hardworking, married, 
and “modest”. Definitely ready for greater 
responsibility. 
Box 9965, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 
Monthly Latin American magazine (in 
English) wants advertising representatives 
New York, Chicago, San Francisco. Re- 
tainer, plus commission. Investment inter- 
est possible but not required. Fullest de- 
tails, including photo. 

Box 9957, ADVERTISING AGE 

200 E. Iltinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
Publishers Representative—Eastern Ter- 
ritory—Hq. NYC., offers top agency con- 
tacis, concentrated sales effort for es- 
tablished trade or industrial magazine. 
Highest references. 

Box 9948, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Established midwest publishers represen- 


can arrange for meeting by writing. Final 
appointments will be attanged by phone 
upon arrival in Los Angeles. 
Box 9956, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


LAYOUT ARTIST WANTED 


No commuting. Exceptionally fine 
working, living conditions for self and 
family. Good schools. Staff 13 artists. 
Good pay. Write us fully. If interested 
we will phone, pay travel expense self 
and wife to see us. Permanent, paid 
every two weeks year round. Fast 
— company. Hallie Bramble, 
enior Art Director, Biddle Company, 


Bloomington, Illinois. Phone 76036. 


PUBLISHER FOR 
MONTHLY MAGAZINE 


Because publications are not our 
regular business and this new ven- 
ture is bigger than anticipated, we 
must sell this newsstand 84% x 11 
consumer magazine. We have done 
the spade work in launching, pro- 
moting and distributing the maga- 
zine, now find that it’s too big for 
us. Terrific tential in fresh, new 
field for publisher with capital to 
cash in on publication with low 
overhead and big profit margin. 
$20,000 will handle if credit is right. 
Inquiries confidential. 
Box 782, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


tative will be in Los Angeles the week of | 
Oct. 20th. Interested west coast publishers | 
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BUSINESS OPPORTUNITIES 
TEST RURAL SUBURBIA IN SANDERS 
10 GENESSEE VALLEY PUBLICATIONS 
Geneseo, N.¥.-Special comb. rate covers 
87,000 prosperous people in 4 counties. 
Established display company with plant in 
New York City offers half interest to ex- 
perienced display salesman or firm in 
same field. $25,000.00 required. 
Box 9961, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. ¥. 
MISCELLANEOUS 
PUBLISHER'S OFFICE 
In almost new institutional type building; 
uptown Evanston, Illinois; 1250 sq. ft. plus 
200 sq. ft. fire-proof storage building. J. 
V. Lacroix, 916 Grove St., Evanston. 


DIRECT MAIL AD MAN 
For Agency or Advertiser 


If you are convinced of direct mail 
as a creative medium, you should 
investigate this talented specialist. 
Blending a background as account 
executive and production man, he 
will plan: produce sales economical- 
ly throug promotions or make 
your direct mail more effective as 
pure advertising. New York City 
only. 
Box 783 ADVERTISING AGE 


480 Lexington Ave., N.Y. 17, N.Y. 
Our 46th Year 
COPY CHIEF, home office of 
major agency $25M 
ART DIRECTOR $15-18M 
AE, construction equip. exper. $13-14M 
WOMAN WRITER. Nat'l TV & 
magazine consumer exper to 10M 
ADV. MGR., bidg. materials to 10M 
ASST. ADV. MGR., indust $7,500 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 Chicago 


WRITER 
for 
IBM RESEARCH 


Young man with newspaper, 
public relations or advertis- 
ing experience to provide a 
creative approach to a va- 
riety of writing assignments 
including: editing company 
bulletins, writing feature 
stories for release to news- 
papers, promoting research 
projects, Prefer one or two 
years’ experience, and a col- 
lege major in English or 
Journalism but stress is 
placed on ability to assume 
responsibility, a flair for 
news value, and sound pub- 
lic relations instincts. To 
work from Research Lab- 
oratories at Poughkeepsie 
and Yorktown, N. Y. Excel- 
lent opportunity. Numerous 
company-paid benefits. 
Please write, outlining ex- 
perience and qualifications, 
to: 
Dr. D. E. Davis, Dept. 138112 
IBM Research Laboratories 
Boardman Road 
Poughkeepsie, N. Y. 


INTERNATIONAL BUSINESS 
MACHINES CORPORATION 


Almost everybody 


of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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COPYWRITER 
DIRECT MAIL 


Bxcellent opening for experienced copy- 
writer in direct mail operations of lead- 


COPY AND PRODUCTION 


If you have ideas that can be trans- 
lated into sales; if you have been 
writing appealing, productive, news- 
paper advertising copy — designing 
eye-catching layou = 
have a knowledge of sales | promotion 
and retail merchandising techni 

and tf yon want to be 4 qeamber of 
a team of the ~ to. creative 
advertising and 4 
then we would like to ik wi 
Increasing demand from advertisers 
for assistance in planning, creating 
and scheduling successful + 
advertising makes it yr—44- 

us to expand our Retail Adve ‘sing 


thie at 


ing Chaliengi op- 
portunity for young man 25-35 with cre- 
ative talent who writes persuasively and 
easily—an “idea man" able to produce 
new copy approaches for letters. brochures 
and advertisements, and who can handle 
layout, ty and 

Knowledge of art helpful. Not interested 
in high-pressure thods, but in eff 
interesting quality presentations for mem- 
bership promotion. Location Eastern sea- 


board. In resume, please give age, educe- lans and copy department. If you 

tion, experience and salary requirements. eel that you "se stymied in your 

Box 777, Advertising Age, 480 Lexington ae jot and neve ne a 

ve., New York 17, N.Y. ex ence outlined above 

> imm tely to the Personnel De- 
partment of The Courier-Journal 
and The Louisville » gt 
complete backgro ex - 

a er owen ence, references and sa req - 

ments. 


Other Controversies 
May Mark ABC Meet 


(Continued from Page 2) 
trolled list or a rotating sample 
list. 

In New York, Jack Boyle, pres- 
ident of Qualitative Research, con- 
firmed to AA that the study is now 
in progress, and said the results 
will be presented in statistical 
form to ABC directors about Oct. 
15. No names of publications or in- 
dividuals will be used, he said, in 
the final tabulations. 

Mr. Boyle emphasized that the 
survey is not being conducted for 


PLACEMENT AGENCY 


varters ‘on 1920 fer 
ADVERTISING AND 
MARKETING PERSONNEL 


Exceptional pkgd. goods bkgd., with 
good record in acquiring new busi- 
ness. 


MARKET RESEARCH MGR. ....... $12,000 
To establish new dept. for mfr. 
Plastic, rubber or chem. bkgd. 


MARKET ANALYST 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


seen eeeeee 


Appliance or housewares copy. exp. 
Top opportunity with agency. 


SALES PROMOTION MGR. ........ $8,500 
Engineering bkgd. for mfr. 


photographers 


DEARBORN 2-1062 B. L. CLEM 
1067 NM. LaBALLE, CHICAGO mounens l i | P el 
COMMERCIAL || 37 S. Wabash Ave., Chicago 3, FR 2-4233 


P CITY 
CONVENTION 
OPPORTUNITY FOR 
DIRECT MAIL MANAGER 


WITH TEXAS ADVERTISER 


If you know how to plan, write and 
execute effective ¢ mail—an 
opportunity is offered you by an ag- 
—- growing Texas organiza- 
ion, as manager of its direct mail 
department. Your ree taeek 
would be to develo 
mail volume to hi 
able levels. Your 


INDUSTRIAL 


Chicago Agency seeks 
TOP CREATIVE = WRITER 
If YOU are the ° 
you will create ead ‘and collateral 
material ideas and write non-tech- 
nical copy on well known business 
paper and trade pep r account. You 
will also work ectly with the 
Agency brectdent” 9 2or3o0 
smaller accounts, or, if you prefer, 
on new business activities. A back- 
ground or knowledge of chemicals or 
troleum industry products might 
Be helpful. Age and salary are open. 
We want a top calibre man and will 
pay his price; even to title and profit 
participation if he warrants. is is 
a real opportunity for now and the 
future in a “smaller” mey of a 


er, more profit- 
meome would be 


starting salary. 
sound concern. Excellent ving con- 
ose, fine climate. Write, giving 
Ail replies and ~, qualifications. dential 
ee ADVERTISING AGE 


CATALOG MAN 


Large mail order firm, New 
area, wants man to supervise layout, 


The Midwest's 


outs rt d co of 4 color cataleg. 
tanding placement Merchandise backgr und and layout 
service for Adv.-Art & ability helpful. Send . Salary 

allied fields. commensurate with ability. Replies 


confidential. 
Box 779 ADVERTISING AGE 
480 Lexington Ave., 
New York 17, N.Y. 


appointment on 

« MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


Foreign Division of world-renowned, continually growing cosmetics 
company with Home Office in Los Angeles has opening for seasoned, 


sophisticated, superior foreign advertising manager. Essential qualifica- 
tions are: 


@ Must have record of demonstrated successful performance as 
advertising department administrator. 
@ Proven creative ability absolutely essential. 
@ Must know how to handle copy and layout, and follow produc- 
tion of the advertising from beginning to end. 
@ Must be familiar with nuances of all media, including television. 
@ Ability to speak Spanish desirable. 
@ Must be able to work in constructive, maturely responsible man- 
ner with other members of management team. 
Salary open, commensurate with qualifications. Real opportunity to 
contribute not only what is wanted, but wanting. Please submit bio- 
graphical résumé and appropriate cover letter. All replies held con- 


fidential. Box 781 ADVERTISING AGE, 480 Lexington Ave., New York 
17, & te 


F. Co Box 784 
Thomas F. Conroy, Inc. Advert sng 200. Illinois St. Chicago 11, Il. 


ABC, but for “some” of the ABC 
directors. He declined to identify 
them. The purpose of the study, he 
said, is to give the ABC directors 
data that they can use in their 
deliberations at board meetings. 

Qualitative Research is affiliat- 
ed with Trendex. Each is a sepa- 
rate corporation, Mr. Boyle said, 
but they have partially shared 
ownerships. Qualitative was set up 
about two years ago to handle all 
types of research except ratings. 

More data on unpaid circula- 
tion has been sought frequently by 
advertisers and agency members 
of ABC, but the disclosure of such 
information has been opposed 
strongly by the majority of busi- 
ness paper publishers. 


s Another subject which figures 
to draw some fire, particularly 
from publishers of certain farm 
publications, is the recent decision 
by the ABC board of directors to 
eliminate a separate breakdown for 
rural delivery circulation figures 
on farm publication members’ re- 
ports (AA, Sept. 238). 

George Dibert, ABC board chair- 
man, will kick off the two-day 
meeting on the morning of Oct. 17 
with a report to members. Speak- 
ers following him include John L. 
Gillis, vp for marketing of Mon- 
santo Chemical Co.; Marion Har- 
per Jr., president of McCann- 
Erickson, and William Dwight, 
president of the Transcript, Holy- 
oke, Mass., and president, Ameri- 
can Newspaper Publishers Assn. 


# An unusual program feature 
will be a panel session, set for 
Oct. 18, developed by the Adver- 
tising Research Foundation. 

Dr. G. Maxwell Ule, vp and re- 
search director of Kenyon & Eck- 
hardt, is panel chairman. Panelists 
include Arthur A. Porter, vp and 
director of media of J. Walter 
Thompson Co.; Dr. Seymour 
Banks, manager of media plan- 
ning and research of Leo Burnett 
Co.; A. Edward Miller, assistant 
to the publisher of Life, and Hugh 
M. Beville Jr., vp, planning and re- 
search, National Broadcasting Co. 

The panel program will mark 
the first time that a representative 
from outside the print media fields 
has been invited to appear on an 
ABC annual meeting program. + 


“1 SELL METALS TO THE OEM” 


says 


Roscoe Moore 
PETER A. FRASSE & COMPANY, INC. 


“We offer industry a complete line of 
steel — alloy, stainless, and carbon — 
plus aluminum in all forms. 


“It's a big market to cover since a great number of people 
influence selection of metals. Still, there's one man who 
is always a key sales contact—the Purchasing Agent. 


“He's a man who knows and buys value. He's one man 
I really have to convince. That's why I'm glad we adver- 
tise in PURCHASING NEWS.” 


CARTOONS 


esdear' te Mean tad tae, 


trode Publ ce Rdg new ne Samples - enon on Jaleo 
CARTOONS-OF-THE-MONTH, ROSLYN 2, N.Y. 


al cio 
ii POST want 
LGUUANI oUNUUIDONUU. 


EVEN IN SIAMESE IT’S: “Sell the POST i INFLUENTIALS —they tell the others!” 


OF Rigs 6 aan 


Next Mon ith ar 


Watch for the big 

November issue of 

Advertising Requirements, 

Workbook of Advertising & Sales Promotion 


MEN ON THE GO... 


AR Editors to Bring First Hand 
Reports on Important Meetings 


eral important conventions and meetings . . 


ers. In the November AR, 


Direct Mail Advertising Assn. convention — Washington 
e Mail Advertising Service Assn. convention — Washington 


York 


© Annual Newspaper R. 0. F. Color Conference — Chicago 


Plus .. . Packages That Sell .. . an interview with chain 
store buyers to find today’s best buys in selling packages 
. . Questions & Answers on Animation .. . an expert 
answers the most common questions asked about anima- 
tion used for tv commercials . .. 12 Ways to Save Money 
on Displays . . . a round dozen practical suggestions for 
making your p.o.p. dollars go further . . . The One-Man 
Ad Department . . . a six-point checklist to help the one- 
man ad department operate efficiently . . . Standard’s Big 
Change .. . the behind-the-scenes story on the introduc- 
tion of a new gasoline. 
Plus .. . all the regular monthly departments that make 
ADVERTISING REQUIREMENTS almost indispens- 
able to any adman concerned with advertising produc- 
tion, promotion or merchandising. 


Mail Today For Trial Order 


During the coming month, AR’s editors will be busy covering sev- 
. providing on-the- 
spot coverage of important developments of interest to AR read- 
there will be first hand reports on 
significant sessions at a variety of different events including: 


Premium Advertising Assn. of America fall meeting — New 


National Assn. of Photo-Lithographers convention — St. Louis 


es 
vertising Requirements 
200 E. Illinois St., Chicago 11, Ill. 


Please enter my year’s trial (12 issues) for onl starting with 
the November issue. I must be satisfied or my mon 4 AT 


My Name. Title. 


0 Bill firm 


0 Bill me 
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Satellite-Type Ads 
Blast Off with Sputnik 


(Continued from Page 1) 
lite in motion over the earth. 

Discussing the satellite’s speed, 
Mr. Perkins goes on to say, “Down 
here, the satellite has to travel fast, 
too, to meet the schedule of Proj- 
ect Vanguard, assigned to the US. | 
Navy. We have built a number of} 
these satellites on tight production | 
schedules.” 
® As all the world now knows, | 
Project Vanguard has turned into| 
Project Rearguard, insofar as being 
first aloft with a satellite. 

But this hasn’t deterred Air Ex- 
press or Burke Dowling Adams 
Inc. from evincing pleasure at what 
it calls “a ‘tie-in’ with the launch- 
ing of the Russian satellite.” 

George Guinan, account execu- 
tive, said, “It’s just one of those 
rare breaks that you get for a cli- 
ent,” pointing out that readership 
of the Air Express ad would almost 
certainly be higher as a result. 

Henry Riegner, assistant general 
advertising manager of Trans 
World Airlines and chairman of 
the advertising subcommittee for 
Air Express, said timing of the ad 
was “just luck.” It is scheduled for 
a number of business publications, 
the October issue of Nation’s Busi- 
ness and spaced between Sept. 9 
and Oct. 14 issues of Business 
Week, Newsweek, Time and U.S. 
News & World Report. 


® The ad department of Field En- 
terprises Educational Corp., Chi- 
cago, also spent the weekend listen- 
ing to news flashes on good old 
Sputnik with mixed emotions. 
They had planned an ad on the 
satellite launching months ago to 
illustrate the up-to-date informa- 


tion in their “World Book Encyclo- 
pedia.” The ad ran in the October 
issue of The Atlantic and last 
week's issue of The New Yorker. 

The timing, they realized, meant 
extra readership. But one small 
item caused mild concern—a news- 
paper headline which reads “U.S. | 
Launches Satellite” is featured in 
the art work. 


than 


this month’s 
Week (Oct. 


earth, will carry amazing precision 
devices that will measure, record 
and relay data on outer space. This 
20” man-made moon is a dramatic 
example of how instrumentation is 


Tnstrumentation stepping stone to the stars 


= ; = & a 
wes oe on ae eae 


“no comment” 


helping man on his way to the 
stars.” 

Over at the First National, bank 
officials were reluctant to say more 
when asked 
about their good advertising for- 
tune. One public relations execu- 
tive added that the bank lets its 
publications speak for themselves 
and would not wish to get “in- 
volved in any issues.” 

Batten, Barton, Durstine & Os- 
born placed the color page. It is 
running in the October Fortune and 
issues of Business 
12), Newsweek and 
Time (Oct. 14) and U. S. News & 
World Report (Oct. 18). 


ment also points out that several 
advertisers in the Oct. 14 issue re- 
ceived excellent support from the 
satellite story. Most of these pages, 
however (with the exception of 
First National and Air Express), 
were concerned with missiles, in- 
cluding the New England Electric 
System, Borg-Warner, Ford Instru- 
ment, Armco Steel Corp. and Good 
Year Aircraft, whose full color cen- 
ter spread is headlined, “What does 
it take to create a complete missile 
weapon system?” 


® Radio Corp. of America went 
sailing clear out of this world, too, 
in a page ad in Barron’s Oct. 7. 
“How RCA tracking equipment 
will escort first man-made moon 
into its orbit,” the ad’s headline 
trumpets. Art above the copy 
shows an earth satellite on its 
course over the earth. 

“In seconds—just five now— 
their tracking data will begin to 
pour hke a flash flood into the 
Central Control room at the Air 
Force Missile Center. And the first 
man-made moon in all history will 
be rocketing toward its orbit in 
outer space,” RCA notes. # 


Celler, Bricker 
Urge Curbs on 
TV Nets’ Power 


(Continued from Page 1) 

the Senate interstate commerce 
committee have been pressing FCC 
to determine whether existing reg- 
ulations on chain broadcasting per- 
mit an undesirable concentration 
of power in the hands of networks. 

While both committees have is- 
sued detailed reports calling for 
drastic rule changes to curb net-| 
works, the committees take the 
position that congressional action 
should mark time until FCC has 
a chance to act. 

At the same time, it is an open 


B Howard Perkins. Bow 


“How fast will 


"Hundreds of miles high, the new earth sateilite will sereak 
through space, arching our globe cach 90 minares 

Bur this speed. estimated at 18,000 miles an hour, 6 
achievable only m che cemote emptuness above our atmos- 
phere, Down here, the satellite had © travel fast, coo, 
© meet the schedule of Project Vanguard, assigned co 
the U.S. Navy 
we built & number of these satellives on tight 
production schedules 

‘The satellites had to be shipped quickly to the U. § 
Naval Research Laboratory im flawless condition, ready 
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new earth satellite travel?”’ 


for the final metal coatings which make them took sulvery 
So, we used Aut Repress which delivered all our shipments — 
Without 1 scratch! 

The fact is that Au Expyess ever fails us. tr expedites 


pick-up and delivery euh mdic-conrrolled wucks. Its 
private wue nerwork cen “keep an eye’ on each shipment. 

me sa by Ait Express’ use of che fra gcheduled 
plang— there's ac wae for full plane loads. Door to door, 
Au fxpre 


ss cares our valuable products on schedule— 
every time! 


—— Air Express —_—— 


30 YEARS OF GETTING THERE FIWET vie (5. Scholle’ Asirtion 


CALA AIR EXPRESS ... dein of 


~*~ 


SPACE MAD—Air Express was nearly correct in its satellite details— 


but erred, like everybody else, in the “our” assumption. 


Ayer Swept Out 


® Newsweek reached hard for the 
iono-sphere in order to compete 
in the satellite sweepstakes. When 
news of the satellite launching first 
broke late Oct. 4, Newsweek had 
already completed running off 1,- 
319,990 Oct. 14 covers for a lead 
story on small cars. 

All of the run, 22 tons of paper, 
was scrapped and a re-run of the 
earth satellite cover used in the 
March 4, 1957, issue was scheduled 
to go with a new band. With the 
exception of Amsterdam—where 
the cover for the European edition 
had already reached the bindery 
stage—the earlier cover was sub- 
stituted at all other distributing 
points, Dayton, Los Angeles and 


secret here that the Department 
of Justice has held up extensive 
anti-trust action in the broadcast 
field in the hope that FCC will 
adopt new regulations which will 
correct the situations which the 
department considers undesirable. 


s Meanwhile, FCC Chairman John | 
several 
months will be required for the 
commission to decide which of the 
Barrow committee recommenda- 
tions it wishes to consider. In a 
speech in New York last month 
he predicted that rule-making pro- 
ceedings based on the Barrow re- 
port will probably be under way 
in May of 1958. 


The ad manager stated that the 
ad department’s crystal ball tech- 
nique is usually quite accurate. | 
However, the corner of the ball was 


hazy, he said, and they mistook| 


“RUSS” for “U.S.” 
Minor plate changes are in the 
works for coming insertions. 


® First National Bank of New 
York also was able to cash in on 
satellite news with an ad, prepared 
before the event, showing the 
world between the claws of a mi- 
crometer, surrounded by the gase- 
ous streak often used to indicate 
a hurtling satellite, and a headline 
“Instrumentation . . . stepping stone 
to the stars.” 

The lead paragraph reads: “The 
earth satellite, soon to be rocketed 


to an orbit 300 miles above the 


Tokyo. 


The magazine also wrapped up 
a special five-page “space section” 
in record time, and reports that all 


copies were distributed on time. 


Newsweek’s 


Powering a Voice 
From Outer Space 


3) 
or your pocket radio! ex 


preety pray 


SKY HIGH—P. Mallory & Co., maker 
of electrical and chemical products | 


publicity depart- 


In his statement today, 


work-owned programs. 


gation. 


highly important questions.” # 


Rhodes Reports Error 


cosmetics advertising (AA, Oct. 7) 


Rep. | 
Celler tried to mount a two-prong 
attack, jabbing away at the De- 
partment of Justice as well as the 
FCC. He expressed disappointment 
that the Barrow group did not dis- 
cuss charges that sale of preferred 
viewing hours to advertisers is 
conditioned on the purchase of net- 


Rep. Celler noted that anti-trust 
chief Victor Hanson last year 
testified that these charges of 
tie-in sales were under investi- 
“Considering that three) 
years have now elapsed since the 
commencement of this investiga- 
tion,” he noted, “it will be neces- 
sary for the subcommittee to deter- 
mine the reasons for the apparent 
inordinate delay by the Depart- 
ment of Justice in resolving these 


A story on misleading drug and 


by Bissell but 
Picks Up Corning 


(Continued from Page 1) 

| year’s ad plans with Bissell mar- 
keting executives. The principal 
concern was the introduction of 
Bissell’s Shampoo Master, the first 
new product the company has 
marketed in its 8l-year-old his- 
tory (see earlier story on Page 81.) 

Bissell, which has gone through 
management reorganization dur- 
ing the past two years, found the 
Ayer program unsatisfactory. It 
decided on the spot to fire the 
agency. 


® A new agency was needed 
quickly to work on the introduc- 
tory campaign, since Bissell hopes 
to get its new rug cleaner into na- 
tional distribution by next spring. 
Without listening to any other 
agencies, the company decided it 
wanted Burnett. 

Leo Burnett, board chairman of 
the Chicago agency, went to Grand 
Rapids early this week to begin 
work on the account after clearing 
the new business with Hoover Co., 
another Burnett client. Hoover 
told the agency it did not con- 
sider the Bissell products compet- 
itive, regarding them more as sup- 
plementary to vacuum cleaners. 

Bissell, which up to now has 
made nothing but its traditional 
carpet sweeper, came to Ayer from 
Young & Rubicam in 1953. It 
started out as a $300,000 account 
but quickly rose to the $700,000- 
$800,000 bracket. It is expected 
to be spending more than $1,000,- 
000 next year, during the new 


erred by including Rhodes Phar- | product campaigns. 
macal Co. in a list of companies 
reportedly served with Post Office 
fraud orders or citations dealing | resulting in diversification, dates 
with the mail order sale of so-| from the election of Melville R. 
called reducing wonder drugs. Ac-| Bissell III, who is now 36, to the 


s The new management approach, 


for industry, aleo lucked onto the| tually, Rhodes informs AA, it does | presidency of the company in 1956. 


news angle of the satellite with 
this ad in the Oct. 14 issue of Time. 


by the Post Office. 


not sell its weight-reducers by/| At that time, Mr. Bissell’s uncle, 
mail order and has not been cited 75-year-old M. R. Bissell Jr., 


moved up to board chairman, and 


Irving J. Bissell, father of the 
current president, moved up to 
vice-chairman. The company al- 
ways has been family owned. 
The Corning Pyrex account 
(Pyrex ovenware, flameware, tea- 
pots and coffeemakers) has been 


In & Out at Ayer 

PHILADELPHIA, Oct. 10—This has 
been a chaotic year for N. W. Ayer 
& Son, the grand old advertising 
agency of Philadelphia. 

Five accounts—representing bill- 
ings of between $6,000,000 and $7,- 
000,000—have left the shop, and 
four accounts—al$o representing 
between $6,000,000 and $7,600,000 
in billings—have come in. 


® The following shows the in-and- 
out traffic. 

Inbound—James Lees & Sons, 
carpets, $1,000,000, from D’Arcy 
Advertising. 

John H. Breck Inc., new prod- 
ucts. 

Armour & Co., all food advertis- 
ing, $3,500,000, from Tatham-Laird 
and Henri, Hurst & McDonald. 

Corning Glass Works, Pyrex, 
$700,000, from Maxon Inc. 


Outbound—Zippo Mfg. Co. 
$400,000, to Ogilvy, Benson & 
Mather. 

Seabrook Farms, $350,000, to 


Gore, Smith & Greenland. 

Dole Hawaiian Pineapple Co., 
$3,000,000, to Foote, Cone & Bel- 
ding. 

Charles E. Hires Co., root beer, 
$850,000, to Maxon Ine. 

Bissell Carpet Sweeper Co., $1,- 
000,000, to Leo Burnett Co. 


resigned twice now in four years. 
Prior to Maxon’s tenure, Young 
& Rubicam resigned the account 
in 1953. 

James Bierer, ad manager for 
Corning’s consumer products divi- 
sion, said he “prefers not to com- 
ment on the reasons for the agen- 
cy change.” 

Corning uses three other agen- 
cies; Charles L. Rumrill Co., Ro- 
chester, for industrial products; 
Ogilvy, Benson & Mather, New 
York, for Steuben glass, and Bat- 
ten, Barton, Durstine & Osbor™, 
New York, for institutional. # 
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Auto Dealer Plans 
Violate Anti-Trust, 
Hanson Tells NADA 


WASHINGTON, Oct. 10—Anti- 
Trust Chief Victor Hanson warned 
the National Automobile Dealers 


Assn. today that dealers are head- | 


ing for anti-trust trouble if they 
go ahead with plans which are 
designed to enforce territorial ex- 
clusivity. 

He rejected two proposals by 
directors of the association who 
hoped to work out a plan which 
provides extra compensation to a 
dealer when he can provide proof 
that his sales are to persons or 
companies which are within his 
franchise area. 

In the face of this warning, di- 
rectors temporarily suspended ef- 
forts to agree on a territorial se- 
curity clause. While they adopted 
a resolution asserting that the 
elimination of cross-selling, boot- 
legging and misleading and uneth- 
ical advertising are top priority 
projects of the association, they in- 
structed the association’s exec vp 
to develop and press for the adop- 
tion of remedies which wouid 
“command the support of the 
members, be in the public interest, 
not harm manufacturers, and avoid 
unduly difficult administrative or 
enforcement problems.” 

In a memorandum to the associ- 
ation, the anti-trust chief pointed 
out that plans of this kind would 
lead to extensive policing of deal- 
ers by manufacturers. 


® He said he is satisfied that a 
substantial group of dealers would 
not willingly enter into such agree- 
ments. “I could not conscientiously 
remove the protection of the anti- 
trust laws from this group of deal- 
ers,” he warned. 

“In sum, it is my duty to inform 
you that it is my view that each 
of the proposals which you describe 
raises serious questions under the 
anti-trust laws, including alloca- 
tion of customers, division of ter- 
ritories, boycotting of non-fran- 
chised dealers and resale price 
maintenance. For all these reasons 
I feel that it would not be in the 
public interest for automobile man- 
ufacturers to include such provi- 
sions in their franchise agree- 
ments.” 

Under one of the proposed plans, 
manufacturers would pay an over- 
riding 5% bonus over factory list 
price for all cars and trucks sold 
by dealers providing affidavits 
listing names and addresses of 
purchasers in their area. The oth- 
er plan would involve a price in- 
crease of $100 or more on the price 
paid by the dealer. When proof 
was provided that the vehicle went 
to a purchaser in his territory, the 
dealer would get a rebate. 


s Anti-trust chief Hanson recalled 
that somewhat similar plans had 
been rejected by former anti-trust 
chief Stanley N. Barnes in May, 
1956. He observed that the anti- 
trust division had invited the deal- 
ers to engage in a test case over 
territorial security clauses but that 
the offer was not accepted by the 
dealers. + 


Consolidated Power & 
Paper Strike Ends 

Production was resumed Oct. 10 
at the Consolidated Water Power 
& Paper Co., Wisconsin Rapids, 


Wis., following settlement of a 
20-day strike. Officials of the 
United Paper Makers & Paper 


Workers Union and the company 
reached agreement on a new con- 
tract Wednesday, but terms were 
not announced. 

Plants shut down by the strike 
were at Wisconsin Rapids, Biron, 
Whiting and Stevens Point, Wis. 
Consolidated supplies coated stock 
for a number of magazines. Cur- 
tailment of deliveries was ex- 
pected to end in about three weeks. 


Before you buy 
anew sewing machine 
look ute beth 
big brands! 


<4 f 
Why settle for Jess than the fully gutomatic 
NECCHI when the NECCHT® costs no more! 


COMPARE—Necchi Sewing Machine 

Sales Co. advises prospective buy- 

ers to “look into both big brands” 
before deciding which to buy. 


Necchi Ads Rip 
Rival; Urge: ‘Look 
at Both Brands’ 


New York, Oct. 9—Question: 
should you blast competitors in 
your advertising? 

Answer: Sure, as long as you 
don’t mention their names. 

Apparently operating on this 
theory, Necchi Sewing Machine 
Sales Co. breaks a new fall cam- 
paign this week—the heaviest in 
its history, says Edward Kantro- 
witz, director of advertising and 
sales promotion. 

A series of full-page, four-color 
ads will run in nine magazines dur- 
ing October and November. They 
will promote the Necchi as “the 
only fully automatic sewing ma- 
chine.” 

The Necchi schedules will run 
in Life, McCall’s, Parents’ Maga- 
zine, Saturday Evening Post, 
Workbasket and the Advance, But- 
terick, McCall’s and Simplicity 
pattern books. Grey Advertising 
Agency is handling. 


® Necchi’s drive comes on the 
heels of a campaign by Singer Sew- 
ing Machine Co. to introduce its 
new Slant-O-Matic model (AA, 
Sept. 16). Singer is using radio, 
television and magazines in what 
it calls the “biggest ad program 
ever put behind a sewing ma- 
chine.” 

The Slant-O-Matic is featured 
as, “The greatest sewing machine 
ever built .. . new in its almost 
unbelievable ease of operation .. . 
new in the fine, sure beauty of its 
stitching . . . new in introducing 
convenience features you’ve never 
seen built into a machine before. 
The only zigzag machine for home 
use made in America.” (Necchi is 
an Italian import.) 

Young & Rubicam 
agency. + 


Campbell-Mithun 
Is Appointed by 


Hamilton Beach 


(Continued from Page 1) 

a new agency two months ago, 
when Erwin, Wasey & Co. resigned 
after a 12-year relationship (AA, 
Sept. 2). Erwin, Wasey pulled out 
because of “a steadily developing 
product conflict’ between Hamil- 
ton Beach products and those of 
Toastmaster products division of 
McGraw Electric Co., Elgin, IIL, 
also a Wasey client. 

Both companies have been add- 
ing products to their lines in re- 
cent years. 

To Campbell-Mithun the acqui- 
sition of Hamilton Beach repre- 
sents a gain in billings of an es- 
timated $500,000. Erwin, Wasey, 
Ruthrauff & Ryan will continue 
to handle McGraw Electric, which 
bills about $1,000,000 annually. # 


is Singer’s 


Last Minute News Flashes 


Cinzano Shifts to National Distillers, LEN 


New York, Oct. 11—Cinzano Inc., U. S. importer and distributor of 
Cinzano Italian and French vermouths, will be dissolved Dec. 31, and 
distribution of the products will be taken over by National Distillers 
Products Co. The advertising budget, reportedly about $175,000, will 


| be increased and the account moved Jan. 1 from Burke Dowling Adams 
| Inc. to Lennen & Newell. The account was moved in July from Robert 


W. Orr & Associates to the Adams agency (AA, June 24). Before 1954 
Cinzano vermouths were distributed here by Canada Dry Ginger Ale 
Inc. The Italian producer opened its New York office that year. 


OAAA Plans Ads to Hit Back at Medium’s Critics 

Cuicaco, Oct. 11—Irate over continued attacks on outdoor advertis- 
ing, particularly by the press, Outdoor Advertising Assn. of America 
will soon launch a pr and ad campaign to persuade the public that the 
outdoor industry serves a valuable purpose in the national economy and 
that it respects the public interest. “Possibly as much as $200,000 to 
$300,000 a year,” to come from special assessments on OAAA member 
companies, will be spent in the drive. Outdoor posters and business 
papers will be used. 


Wilson & Co. Names Allen to Key Sales Post 


Cuicaco, Oct. 11—Wilson & Co., meat packer, has appointed Wil- 
liam J. Allen, formerly an Earle Ludgin & Co. account executive, as 
sales promotion manager succeeding John Overfield, who has resigned. 
Mr. Allen will work under Mark Cox, Wilson’s director and coordina- 
tor of advertising, pr and sales promotion. 


American Standard Names Vickers & Benson 
Winpsor, Ont., Oct. 11—American Standard Products (Canada) 
Ltd. is moving its account to Vickers & Benson, effective Jan. 1. The 


account currently is handled by Thompson-Petersen Advertising Agen- 
cy, Toronto. 


Einson-Freeman Moves to Blaine-Thompson 

New York, Oct. 11—Einson-Freeman Co., Long Island City lithog- 
rapher and manufacturer of point of purchase materials, has named 
Blaine-Thompson Co. to handle its account, including national and 
trade advertising, direct mail and promotion. L. E. McGivena & Co. is 
the previous agency. 


B&B Adds Aniline’s Ozalid Account Overseas 


New York, Oct. 11—The Ozalid division of General Aniline & Film 
Corp. has appointed Benton & Bowles to handle its export advertising. 
Gotham-Vladimir Advertising is the previous agency. Benton & Bowles 
handles the account in the U. S. 


Gunther Brewing Names Lennen & Newell 

New York, Oct. 11—Gunther Brewing Co., Baltimore, has moved its 
advertising account from Sullivan, Stauffer, Colwell & Bayles to Len- 
nen & Newell. The account reportedly bills about $1,000,000. 


Ritchie Shifts Canada Account; Other Late News 

e Harold F. Ritchie Ltd. is switching Canadian advertising of Bryl- 
creem and Eno to MacLaren Advertising and Beecham’s pills to Mc- 
Connell, Eastman & Co., effective at the end of the year. Both agencies 
already handle other products for which Ritchie is sales agent. The 
products have been handled by Atherton & Currier, New York, which 
reports it will continue to handle domestic advertising. 


e Gaynor Colman Prentis & Varley, New York, has promoted Richard 
F. Sheehan, account executive, to vp and account supervisor. 


e Ar. Winarick Inc. has started a test operation in Grand Rapids for 
Q.E.D., a new hair preparation with a dandruff control feature. News- 
papers and other media are being used. Kastor, Farrell, Chesley & 
Clifford, New York, is the agency for Winarick, maker of Jeris hair 
tonic, Dura-Gloss nail polish and La Cross manicure implements. 


e On the heels of Lorillard’s page ad claim that its Kent is first among 
filter brands in the New York market (see story on Page 145), R. J. 
Reynolds has started distributing carloads of free samples of its Win- 
ston cigarets in the New York financial district and plans to move up- 
town with distribution next week. 


e Vincent Tutching, vp of McCann-Erickson Corp. (International), 
has been elected 1st vp of the International Advertising Assn., putting 
him in line for the presidency at next spring’s election. Mr. Tutching 
succeeds George W. Wallace, of the Reader’s Digest, who has resigned 
because his duties as merchandising manager mainly concern the do- 
mestic edition. Charles Todd Lee, of Philco International, has replaced 
Mr. Tutching as 2nd vp. 


e Alfred R. Poyntz Advertising Ltd., Toronto, which billed more than 
$500,000 last year mainly in consumer accounts, is filing a voluntary 
petition in bankruptcy. The majority of its 29 accounts in Toronto are 
expected to move en bloc to another agency, as are the ten accounts 
handled by the agency’s Winnipeg branch. Three accounts handled by 
the Montreal branch already have moved to Paul-Phelan Ltd., Toron- 
to and Montreal. 


e Thomas Hedley Co., London, British subsidiary of Procter & Gam- 
ble, is marketing a new household cleaner, Flash, designed for linole- 
um, tiles and other hard surfaces. Young & Rubicam is handling the 
account. 


e The International Advertising Assn. has canceled the midwestern 
workshop meeting scheduled for Oct. 14 in Chicago because of the 
poor response from members in the midwest area. Registration fees 
are being refunded. 


e Henry Slamin, formerly an account exec with Harry B. Cohen Ad- 
vertising, New York, has joined the grocery products division of Don- 
ahue & Coe as an account executive. 


George C. Castleman Named 
George C. Castleman, television 
new business development manag- 


GOA Advances Lyles 


Robert C. Lyles has been pro- 
moted from assistant manager of 
er at Peters, Griffin, Woodward,|the Memphis branch of General 
radio-tv station representative,|Outdoor Advertising Co. to man- 
New York, has been named a vp.|ager of the branch. 
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EWRR Revamps 
Personnel Setup 


New York, Oct. 11—Drastic re- 
alignment of key personnel was 
announced today by Jere Patter- 
son, exec vp in charge of the New 
York office of Erwin, Wasey, Ruth- 
rauff & Ryan, just two weeks to 
the day after the merger of the 
EW and R&R agencies. 

Mr. Patterson, former promotion 
manager for the international edi- 
tions of Life, who joined EW July 
15 as exec vp, said that all ac- 
counts handled had been reviewed 
as to personnel and creative re- 
quirements and then assigned to 
specific account groups for more 
efficient handling. 

Account supervisors in the new 
operation are Frank D. Davies 
(EW); John Legler (EW); B. W. 
Matthews (R&R); Charles O’Don- 
nell, F. Bourne Ruthrauff and 
John Toland (all of R&R). No 
breakdown of accounts to be han- 
dled by these supervisors has been 
released. 

R. M. Watson (R&R), board 
chairman of the new agency, and 
David Williams (EW), president, 
will continue active supervision of 
accounts. 


= The New York plans board will 
include: Messrs. Watson, Williams 
and Patterson; F. Kenneth Beirn 
(R&R), senior vp; Frederick B. 
Clarke (R&R), copy chief; Rich- 
ard Diehl (R&R), head art direc- 
tor; Robert Dunn (EW), director 
of merchandising; Rollo Hunter 
(EW), director of radio and tv; 
Wilson J. Main (R&R), director of 
media and research; Thomas 
Wheelwright (R&R), director of 
public relations; and Messrs. Leg- 
ler and Matthews. 

In addition to department heads 
who are also serving on the plans 
board, Otto Maurer (EW) will 
head the production department; 
Andy Kops (R&R), traffic con- 
trol; and John Hayes (EW), the 
international department. 

In streamlining and combining 
all departments of the two agen- 
cies, Mr. Patterson said, “There 
were naturally overlapping re- 
sponsibilities and duties to be re- 
solved. In some cases, we were 
able to shift assignments and cre- 
ate new functions in order to best 
utilize all personnel in both shops. 
Even so, we frankly have had to 
let some people go. This has been 
almost impossible to avoid in a 
merger of this scope.” 


s No detailed breakdown of those 
who have resigned or been 
dropped could be learned. How- 
ever, it is known that George 
Wolf, who was vp and director of 
radio and tv at R&R, and who was 
expected to head that department 
in the merged agency, has re- 
signed, and the job has been as- 
signed to Mr. Hunter, former EW 
radio and tv director. Reason for 
Mr. Wolf’s resignation was report- 
ed to have been caused by disa- 
greement on administrative pro- 
cedures. Other key people known 
to be out of the new setup are 
Delbert J. Cook, former account 
executive on Bon Ami at R&R; Ar- 
mand Rivchun, former General 
Electric account executive at R&R; 
and James Woodward, a former 
art director. 

In addition, it is understood that 
several people in the research de- 
partments of both agencies, a sub- 
stantial number of clerical help, 
and others, have been dropped or 
have resigned. 

All key agency executives and 
all account contact personne] will 
be at 711 Third Ave., in the former 
EW office. Copy, art, production 
and traffic departments have been 
consolidated in the former R&R of- 
fice in the Chrysler Bldg. The ac- 
counting department has been 


consolidated at 55 E. 34th St. # 
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Unite to Oppose Inroads of General 
Books, Agency Man Urges NBP Meet 


(Continued from Page 2) 

tion edited to their own direction.” 

Mr. Meredith also suggested that 
NBP should produce a film to ex- 
plain this idea to agencies and their 
accounts. He cited a similar film 
produced by the American News- 
paper Publishers Assn. as an ex- 
ample of how such a device can 
help sell a whole media group. 


= Some other ideas about improv- 
ing the advertising picture for 
business papers came out of a ses- 
sion on the influence of interna- 
tional advertising. 

Advertising allocations will nor- 
mally go up when increased import 
and export business expands and 
provides greater profits, Alan R. 
McGinnis, president and treasurer 
of Klau-Van Pietersom-Dunlap, 
Milwaukee, explained. 

The stumbling block in this proc- 
ess at present, he explained, is the 
maze of restrictions that block 
many imports into the U.S. This 
obviously precludes a lot of trade 
paper advertising by importers, he 
said, but it also deprives foreign 
countries of dollar revenue to buy 
U.S. exports, thus cutting down on 
U.S. export business. 

One step business papers might 
take to loosen up this situation, Mr. 
McGinnis said, is to take an 
editorial position in favor of in- 
creased imports. 


s But even under present restric- 
tions, imports are still not as high 
as they could be, said Richard H. 
Hobbs, senior vp of Gotham-Vladi- 
mir Advertising Inc., New York. 
Many foreign companies which 
could and would like to sell here 
are failing to do so, he said, be- 
cause of their lack of understand- 
ing of U.S. merchandising methods. 

One thing business paper sales 
people could do about this, he said, 
is to help educate the foreign 
companies on just how merchan- 
dising is done here. In the case of 
Great Britain, potentially a much 
bigger importer, he noted, the 
British have sold mostly raw ma- 
terials here. These didn’t need 
elaborate merchandising; conse- 
quently they learned little about 
that activity. 

In addition, Mr. Hobbs empha- 
sized, the British have often dis- 
played fears that huge American 
orders might over-tax their pro- 
duction facilities, many of which 
involve many high quality hand 
operations. 


# Another factor blocking imports 
from England is a dislike among 
the British of taking an aggressive 
sales position—a position they re- 
sent greatly in Americans, accord- 
ing to M. E. Herz, publisher of 
Modern Medicine. 


® In another round table discus- 
sion, delegates heard some sug- 
gestions about gaining better mail 
service. G. R. Ebersole, circulation 
manager of Steel, advised the fol- 
lowing: 

e Maintain good, complete, up-to- 
date, zoned mailing lists as an 
elementary principle. 


e Sort the mail as much as pos- 
sible by dimension, size and other 
reasonable criteria. In addition, he 
suggested contacting district or 
regional post office officials for 
up-to-date information on the fast- 
est way of dispatching mail to var- 
ious parts of the country. 


e Check out deliveries on a reg- 
ular basis. Mr. Ebersole suggested 
post card follow-ups be used to 
ascertain delivery failures to head 
off possible complaints from sub- 
scribers. He said he has received 
as high as 40% returns on check- 
up card mailings. 


In one of the general session 
talks there was a suggestion for 
improved business paper advertis- 
ing that would involve editorial 
staffs. John B. Clark, Campbell- 
Ewald account executive on Stran- 
Steel Corp., Detroit, suggested an 
editorial department or system for 
reviewing ads for appropriateness, 
terminology and other factors re- 
lating to its effectiveness. Very of- 
ten, Mr. Clark said, inept diction 
in ads could be quickly and easily 
avoided by such a system. 


s Dr. Joseph E. Bachelder, direc- 
tor of the Industrial Advertising 
Research Institute, Princeton, gave 
a talk which was a double edged 
sword, cutting first into Vance 
Packard’s “Hidden Persuaders” 
and its intimations of sinister go- 
ings on among market researchers, 
but also criticizing market re- 
searchers and advertising people 
themselves for their handling of 
research generally. 

Dr. Bachelder quoted the author 
of “Hidden Persuaders” as charg- 
ing that “the most serious offense 
many of the depth manipulators 
commit... is that they try to in- 
vade the privacy of our minds, 
which I believe we must strive to 
protect.” 

“Just why this invasion of the 
privacy of our minds is bad, the 
author does not state,” Dr. Bach- 
elder noted. “The great age-old in- 
stitutions of society—religion, ed- 
ucation and the family—have for 
thousands of years attempted to 
invade the privacy of our minds. 
And not only to invade but to in- 
fluence, shape and manipulate. 

“I believe what really frightens 
the author,” the doctor continued, 
“is that something bad might be 
done by such invasions of the 
privacy of mind by ruthless dic- 
tators. .. But if the end in view is 
not that of ruthless subjugation of 
masses, but is to better satisfy 
human needs and wants, we might 
better call those people trying to 
influence others the ‘friendly per- 
suaders.’”’ 


s Dr. Bachelder’s criticisms of 
market researchers were mainly 
that their work often is not proper- 
ly staged to produce definite re- 
sults; that results aren’t checked 
adequately and that entirely too 
much is inferred from them. 

Many advertising people further 
complicate the problem, he said, by 
offering ad research as a sort of 
brand new gimmick lending an 
aura of infallibility to a sales pitch. 

“In essence,” Dr. Bachelder said, 
“research is merely the discovery 
and organization of knowledge. 
And in the case of advertising and 
marketing research, its function is 
to help the decision-maker make 
better decisions. Advertising and 
marketing research should not and 
cannot be a mere assembling of in- 
teresting information.” 


Cole, Fischer Names Holzer; 
Adds Newberry Account 

Cole, Fischer & Rogow, Beverly 
Hills, Cal, has appointed Lou 
Holzer a vp and account super- 
visor. Mr. Holzer most recently 
was with the Los Angeles office 
of Ruthrauff & Ryan. 

Cole, Fischer also has been 
named to handle radio and tv ad- 
vertising for the western division | 
of J. J. Newberry, national variety 
department store chain. 


‘Kiwanis’ Names Hart 

William Hart Jr. has been ap- 
pointed advertising manager of 
Kiwanis Magazine, Chicago. He 
formerly was midwestern repre- 
sentative of Powell Magazines Inc. 
and was with Institutions Maga- 


zine, 


Toy Makers Fined, 
Accept Decree 


in Price Fix Case 


New York, Oct. 9—A federal 
anti-trust suit against several 
companies in the toy business, 
charging them with conspiracy to 
fix retail prices of nationally ad- 
vertised toys, was settled here 
with the signing of a consent de- 
cree and the levying of a $3,750 
fine against each of 11 defendants. 

The criminal action, filed last 
April (AA, April 8), has charged 
the Toy Guidance Council Inc., 
Toy Yearbook Inc., Consumer Toy 
Catalogs Inc., Melvin Freud, pres- 
ident of all three corporations, 
several wholesale distributors and 
four other individuals with enter- 
ing into illegal agreements to force 
retailers to sell toys at the retail 
prices listed in the toy catalogs 
published by the various Freud 
companies, thereby eliminating 
price competition in the toy field. 


At the time indictments were 


Advertising Age, October 14, 1957 


handed down, Mr. Freud issued a 
statement saying that all prices in 
the toy catalogs he publishes are 
approximate and intended only as 
a guide in their selection. 

He said the charges stemmed 
“from a misunderstanding of our 
true function and method of op- 
eration” and added that if there 
were any abuses they would be 
corrected. 

Payment of the individual $3,750 
fines was stayed until Nov. 9 to 
allow the defendants time to file 
briefs appealing the size of the 
fine. # 


Cincinnati Four A’s Unit Bows 

A Cincinnati Council of the 
American Assn. of Advertising 
Agencies has been formed with 
eight of the city’s agencies as char- 
ter members. Officers are C. M. 
Robertson Jr., president, Ralph H. 
Jones Co., chairman; Edmund R. 
Strauchen, senior partner, Strau- 
chen & McKim, vice-chairman, and 
Thomas Martin, president, Stock- 
ton, West, Burkhart, secretary- 
treasurer. 
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If you have something to sell, direct your advertising to the viewers in more 
than a million TV homes, watching WJAC-TV more than any other station. 
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The Confident Wife 


whose job is nurse 


Cuts and bruises, sniffles and tummy aches...these are daily events in the life of our young reader-wife 
with her bigger-than-ever family. She faces each small crisis calmly, treats it confidently...with the 
knowledge gained from Good Housekeeping’s extensive coverage of medicine for laymen. She 

may not know the name of the great Dr. Harvey Wiley, father of the Pure Food and Drug Act...or 
that he was Good Housekeeping’s counsellor, guide, and Chief of its Bureau for many years. 


But this young wife does know that whether the topic is food, fabrics or pharmaceuticals . .. whether 
it’s mentioned on editorial or advertising pages, every claim has been examined by the famous Institute. 
And she knows she finds almost twice as many service pages in Good Housekeeping as 


in any other women’s service magazine. No wonder it’s the magazine she lives by, learns by! 


She’s so sure when Good Housekeepi 


Good Housekeeping gave 

its readers 80.8% more 
service pages than its nearest 
competitor in the 

first six months of 1957 
(Lloyd H. Hall Co.) 


GOOD MAGAZINE MAGAZINE 
HOUSEKEEPING 8 c 


the buying guide of 31,000,000 women 
(Crossley) 


A MEAREST MACAEINGE 


The September issue reached a high of more than 4,100,000 (Pub. Est.) 
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